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E£Q£££J2IH2£ 

VIDEOGRAPHER: Today is July 22nd, 1998. The 
time is 9:03 a.m. Would the court reporter please swear 


the witness. 


COURT REPORTER: Will you raise your right hand 
and place your left hand on the Bible. Do you solemnly 


swear 


testimony you give will be the truth, the whole 





truth, ^and nothing but the truth, so help you God? 
M^ilTNESS: I do. 


XAMINATION BY COUNSEL FOR PLAINTIFF 


STEPHEN H, CASSIDY: 


od morning. Could you please state your name 


full name is Edmund Conger Leary. 

1 I've heard it referred to that you go by Ned 


Leary. 


Q. Okay. Would it be proper if I use -- refer to 
you as Ned today, or Mr. Leary? 

A. It would. 

Q. Thank you. Do you understand, Mr. Leary, today 
that you're testifying in two different lawsuits? 

A. Yes. 

Q. And do you know what states those lawsuits are 
being brought in? 
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Q. Okay. And what states are those? 

A. It's California and Arizona. 

Q. Actually, Mr. Leary, it's within the -- lawsuit 
within California and the Commonwealth of Massachusetts, 
but I will show you letters to that effect. 


Cassid 


deposil 



. BEACH: Let me just note for the record, Mr. 


jat it's not at all clear to me that this 
Ihas been cross-noticed in the Massachusetts 


action \ 


obj ect 


Tnxha 



? you have represented, and so I'm going to 

1 

|he extent that there is an assertion, at this 
bist, that this deposition has been cross-noticed 


ion. 


4R. CASSIDY: Okay. Could the court reporter 


please [mark as Exhibit #1 




Exhibit #1 marked for identification.) 
r. Leary, the court reporter has handed to you 


as Exhibit #1 a letter of May 22nd, 1998 from Michael Sobol 
to Todd Thompson. Have you ever seen this letter 
previously? 

A. No. 

Q. Are you being produced today by R.J.R. Reynolds 
to speak as the person most knowledgeable with respect to 
any particular topic? 

MR. BEACH: Mr. Cassidy, it seems to me that 


ididy'G|.€|^O0/p6lf : 


52189 0335 




8 



you're asking the witness to comment upon conversations 
between counsel to which he's indicated he's not familiar 
with this correspondence and to which he was not a party. 
Why don't you just go ahead and ask your questions? 

MR. CASSIDY: I think. Counsel, maybe you're not 
aware of a stipulation that's been entered between the 
parties^ and that is that there will not be any speaking 
objectf&ns^at the deposition. But, you know, in terms of 
inary inquiries, that's fine. I don't believe 
around -- 

'm not asking you for specific statements, I'm 
what is your understanding as to -- and which 
any, that you're testifying today, 
believe I'm here because I have knowledge of 
activities and my responsibilities at R.J. 


t^^^^tkay. And is it your understanding that you're 
testifying today as the person most knowledgeable with 
respect to any particular marketing activities of R.J.R. 
Reynolds? 



A. I believe I'm the person most responsible for the 
marketing activities of Winston cigarettes. 

Q. Well, would it be more accurate to say that you 
are the person most knowledgeable? 

A. I am. Well, I know a great deal about Winston. 


■ ' HUSEBY/INTERIM COURT REPORTING 
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Q. If anyone else has knowledge of marketing of 
Winston cigarettes, that knowledge is not necessarily 
greater than your knowledge? 

A. Not necessarily. 

Q. Okay. Would there be anyone else that you would 
identify as having equal knowledge as to the marketing of 
Winstcb^Sa^em --of Winston cigarettes aB you do? 


R. BEACH: We're talking about right now, 


correci 



ch W 


boss? 



CASSIDY: Yes. 


'm responsible for the marketing of Winston 
I obviously have a boss who's very familiar 
n cigarettes' marketing as well, 
nd can you please identify the name of your 



A |lilrfynn Beasley. 

Q^^^nd what time frame would you place upon your 
knowledge as being -- within R.J.R. Reynolds as being one 
of the persons most knowledgeable with respect to the 
marketing activities of Winston cigarettes? 

A. May I see the --my resume document that I handed 
you at the very beginning. I think it's -- 

Q- Sure. 


MR. CASSIDY: Why don't we mark this then as 


Exhibit # 2 . 


ttp://legacy.l1brary.ucsf.eaoMdy-(i|q^0Wpdf 
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.10 

(Exhibit #2 marked for identification.) 

A. I became involved with Winston in August of 1993 
and was made the director of Winston in December of '94, so 
from the time of December of '94 to the -- to the present 
I've had a great deal of knowledge about -- about Winston. 

Q. Okay. Thank you. 

^ MR. CASSIDY: If the court reporter could please 
mark tnis as Exhibit #3. 

Exhibit #3 marked for identification.) 
r. Leary, I've given to you a document that's 
usly used in depositions with R.J.R. Reynolds 
that's why there's also a plaintiff's exhibit 
ed on this. And this is entitled "Notice of 
of R.J.R. Reynolds Tobacco Company" in the 
he People of State of California versus Philip 
e number 980864. Have you ever seen this 


Q 

been p 
Jloyj 
ir 

Deposi 

action 

Morris 






documeWfBifore? 

A ! . i'm briefly familiar with this document, yes. 
Q. Well, does briefly familiar mean that you have 
seen the document? 

A. I've seen this document. 

Q. Okay. And what is your familiarity with this 
document? 

A. I've seen it and I have looked through it. 

Q. Okay. Do you notice on page 2 there's a roman 
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1 
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3 
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numeral two and it says deposition subjects? 

A. Uh-huh. 

Q. Have you examined the deposition subjects that 
are listed here in the notice of deposition? 

A. I've looked through it, yes. 

Q. Are you the person most knowledgeable at R.J.R. 

Reynolds^,with respect to any of the nine deposition 
subjects t|iat are identified in this notice? 
binder section 2? 

fes, from page 2 through page 9 . 

I 

fell, there's -- 

id I'm just talking about the -- not the 
^you know, the little A's through et cetera, just 
subject numbers that are listed. 

regard to my current responsibilities at 
Id my role in Winston, I am involved with outdoor 
advertTs^ng of Winston, magazine advertising of Winston, 
cigarette-related merchandise pertaining to Winston, 
sampling of free cigarettes to adult smokers of Winston, 
point of sale advertising, I'm involved in sponsorship of 
sporting events. 

MR. BEACH: Just so the record's clear here, I'm 
under the impression, Mr. Cassidy, that we have made Mr. 
Leary available at the specific request of another lawyer 
from your office, so to a certain extent, this deposition 
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exceeds the scope of the subject areas identified in the 
notice that's in front of the witness right now as Exhibit 


Q. Is that the exclusive listing of subject matters 
that you're familiar with in terms of this deposition 
notice that you have given me? You said outdoor 
advertising, magazine advertising, cigarette-related 


merchandising, sampling, point of sale, marketing, 

rvn 

sponsohsMf of sporting events, with respect to Winston 


cigare| 


111 in respect to Winston cigarettes. What -- 



assume catalog advertising, what does -- what 


ean? 


Qr^Tjflell, why don't you look at subcategories listed 
withinftlrefe and tell me if you are knowledgeable with 


respec 


cigaret 



■any of those specific descriptions for Winston 


a; ff it means -- Well, they all refer back to 
catalog advertising. 

Q. Does that term have no meaning to you as an 
employee of R.J.R. Reynolds? 

A. Not specifically catalog advertising. I'm not 
responsible directly -- or the most responsible person for 
anti-youth targeting, nor marketing research. 

Q. Is there any anti-youth targeting that's done on 


HUSEBY/INTERIM COURT REPORTING 
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a brand basis by R.J.R. Reynolds? 

A. The company historically has been very active in 
programs to discourage youth from smoking. It's done on a 
corporate basis and not done on a brand-by-brand basis. 
However, I'm not intimately involved in those programs, so 
I'm really not the one to ask. 

QK^ J|it there's no anti-youth targeting done on a 
brand 1 Lf, then, correct? 

can speak to what we do on Winston. We do not 
|L-youth targeting, though we have several things 
;o make sure that only the -- only adult smokers 
with our marketing efforts or have access to 
that we execute. 

:. CASSIDY: I'd like to mark as Exhibit #4 a 
second sition notice for R.J.R. Reynolds Tobacco 

Company 

P^|ffexhibit #4 marked for identification.) 

MR. BEACH: Just so the record's clear, what you 
have been handed, Mr. Leary, is not a document entitled 
second deposition notice, it's entitled "Notice of 
Deposition of R.J.R. Reynolds Tobacco Company," and it's 
filed in the Massachusetts Attorney General litigation. 

And I'm going to have a continuing objection to questions 
that pertain to this document in this deposition. 

MR. CASSIDY: I'll stipulate to that. 
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Q. Mr. Leary, I've given you here a deposition 
notice on R.J.R. Reynolds Tobacco Company in the action of 
the Commonwealth of Massachusetts versus Philip Morris, 
Superior Court, trial number 95-7378-J. ‘Have you ever seen 
this particular document before? 

A. I've seen a document that's similar to this. 
Whethex^it's this exact document, I don't know, but I've 


seen language that's similar to this. 


the not 


Q. te» s©kay. I'm not going to go through the categories 
that ydu^'mentioned previously, but Exhibit #3, which was 
the notMisaagsbf deposition in the action coming out of the 

nn 

s^pjte c^^%a|Lifornia, that was related to activities in 
and this deposition notice is related to 
activiJfel^kn the State of Massachusetts. Your knowledge, 



with r« 


Winsto: 


magazir 



: to the categories that you have mentioned on 
irettes, again, the outdoor advertising and the 
rertising, cigarette-related merchandising. 


sampling, point of sale, and sponsorship of sporting 
events; is that on a national basis? 

A. Yes, it is. 

Q. So would you be also then most knowledgeable with 
respect to that list that I have just provided concerning 
Winston activities in California? 

A. Yes. 

Q. And is the answer the same with respect to 


Http://legacy.library.ucsf.etiu/tid/dyciQRMJO'/pdtv nciu^fry^cumi^?s?ucsl l ^u/^(^?qnh 3 il?S , 01 


52189 0342 






52189 0343 






52189 0344 




17 


1 

2 

3 



21 

22 

23 

24 

25 


a court of law? 

A. Yes. 

Q. Okay. And then in terms of taking down testimony 
today, you have to answer verbally to the questions that I 
pose. 


A. I understand. 

JThank you. I'm entitled to your best answer, but 
you a] ion't have to speculate when providing an answer. 

you can give me a reasonable estimate, you 
that to me. 

5kay. 

Sometimes it's a little confusing what's the 
between speculation and reasonable estimate, but 
gb to keep that in mind throughout the deposition. 
I'll i lOt to speak over you. There might be times when 

that \ bccur, and if it does. I'll apologize. But this 

ien't ^^rflirmal conversation, obviously, and that's because 
the court reporter can only take down the statements of one 
person at a time. Do you have -- Is there any reason as to 
why you cannot testify truthfully and accurately today? 



A. No. 

Q. Okay. Without revealing any specific statements 
by counsel, how did you prepare for today's deposition? 

A. We met and discussed that I'd be going to a 
deposition. 



I i b rary. u csf. edb/tid/dyqQ^aOQ^di'. i 
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Q. And who is the we in the we met? 

A. Geoff and I, 

Q. Did you meet with any other attorneys with 
respect to today's deposition? 

A. I met with Bob McDermott. 

Okay. And how many -- If these were different 
hpw many different meetings were they? 

I'm not sure of the number, maybe three or four, 
id can you give me the cumulative time period of 
igs? 

lybe ten to twelve hours. 

Ld you have discussions with any persons other 
with respect to your deposition testimony 




you didn't meet with any fellow employees of 

e 

R.J.R. ^^blds? 

A.' No. 

Q. Did you review any prior deposition testimony of 
any other person for R.J.R. Reynolds in preparing for 
today's deposition? 

A. No. 

Q. Did you specifically look at any documents in 
preparation for today's deposition? 

MR. BEACH: Other than what he has already 
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testified he looked at? 


MR. CASSIDY: Well, no, I'd like to know if he's 
looked at any specific documents. 

Q. And you can include -- and if that includes the 
ones that I've shown you today, please state so. 

A. Could you repeat the question, please. 



Q. You weren't -- And not to beat a dead horse here, 
but you weren't shown any other documents by counsel in 
preparation for these meetings? 

MR. BEACH: Objection to form of the question, 
asked and answered. You don't need to answer that, Ned. 

MR. CASSIDY: Are you instructing the witness not 
to answer the question? 













MR. BEACH: He already answered your question, 
Counselor, why don't you move along. 

MR. CASSIDY: Excuse me. Are you instructing the 
witness not to answer my question? 

MR. BEACH: I'm objecting to the form of the 
question on the grounds that it's asked and answered. If 
you wak to. tell him again, you can tell him again. 


inetrul 


MR. CASSIDY: Counsel, I'd appreciate you not to 
s^e witness throughout the next two days not to 


answerfaWtiestion unless you can state an objection on the 


basis 




not to 


under 


unnecei 



|ivilege. And I believe that is -- that you 

Ithat understanding under California and 

|ts law, it's not proper to instruct a witness 


er a question unless you can articulate a basis 
vilege. 

R. BEACH: Mr. Cassidy, your lecture is 
and inappropriate. I will instruct the witness 


« ■ 

as I see fit. Go ahead and ask your next question or reask 
the question that's pending. 

Q. Did you’ look at any other types of papers in 
preparing for today's deposition? 


Q. Okay. Who, if anyone, informed you that you were 
going to be a witness on behalf of R.J.R. Reynolds today? 

A. i cannot recall exactly who made the initial 
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contact and said you're going to be deposed. 


MR. CASSIDY: Could please mark this as the next 


exhibit. 




(Exhibit #5 marked for identification.) 

Q. Mr. Leary, I have handed you what's been marked 
as Exhibit #5, and this is identified as "Plaintiffs' Sixth 
Request£oy Production of Document on new R.J.R. Reynolds 
Cigarettes," and this is a document in the action of the 



Peoplt 


Have 


be be£ 





I he State of California versus Philip Morris. 

* 

j^er seen this document previously? And it might 
| you turn to page 4 that has under roman numeral 
different document requests. 

t don't know whether I have seen this specific 



documents. 'I know that requests were made for information 
relati fi'g'tb this, but I can't really say whether I have 
seen tteggipecific document. 


hat was your understanding, and again without 



revealing specific statements by counsel, as to the nature 
of the request that was made for documents? 

A. Basically, we're to turn over all documents 
related to Winston and the No Bull campaign. 

Q. And did you have an understanding as to the time 
frame in which you were to provide -- the time frame of the 
documents themselves of which you were to provide to 
counsel? 
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A. i can't recall the time frame. We regularly 
produce documents, and it's handled according to what the 
requests from our counsel are. 

Q. Did you personally search for any documents on 
Winston cigarettes with respect to this document request? 

A. We have people that handle document retention and 
document request, and they handle it, they contact the 
peopleraffi^cted and handle it. 

obii^o you have your own personal office at R.J.R. 

f 

Reynol| ^bacco Company? 

a| [es, 

[ 

&o you have papers in your office with respect to 
larettee? 
es. 

o you have any knowledge as to whether those 
ere examined by the personnel at R.J.R. Reynolds 
signed to document -- 


A. yes. 

Q. If I could just finish my question. That are 
assigned to document collection? 

A. Yes. 

Q. Okay. Do you have any videotapes that are 
related to the marketing of Winston cigarettes? 

A. What we have is in the course of marketing 
Winston's produced videotapes, yes. 
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Q. Could you give me a description of those? 

A, They are motor sports related. They are 

basically videos about motor sports. 

Q. And what type of motor sports? 

A. We have one on NASCAR Winston Cup racing, and we 
have one on NHRA Winston drag racing. 



basic 


Is that an exclusive list of motor sports? 

We have -- We've done more than one. It's 
-- It's those two groups, and they get updated 


over fcTIpe* or we produce new ones, but that's the type of 


video! 



y are. 

Are there any other sports-related merchandise -- 


respe 


Reyno 




fng videos on Winston cigarettes? 
j(ShakeB head negatively) 

^Are there any videos that are produced with 
!>' internal presentations by personnel for R.J.R. 


In respect to Winston I have done a videotape for 


the sales force that laid out -- Actually, it was specific 
to a promotion we're executing this year around racing 
called the No Bull 5. 

Q. Well, you answered my question with respect 
specifically to Winston. Are there other videotapes that 
have been produced by R.J.R. Reynolds, and within those -- 


within the content of those videotapes there's mention of 


edto^tid/dyqQ^aO,§ipdf/. i n 
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the sale of Winston cigarettes? 

A. Not to tny knowledge. Not that I can think of 

now. 

Q. Not even, for example, videotapes or a videotape 
that would be presented at a meeting, say, of the Board of 
Directors of R.J.R. Reynolds Tobacco Company? 

I don't have knowledge of that. 

Or a videotape with respect to Winston cigarettes 
tesented at a meeting involving executives from 
,sco Company? 

have no knowledge of that. 

CASSIDY: Counsel, the plaintiffs have not 

| copy of the videotape on the sales force that 
Mr. LeatT* ias just mentioned, and I would request that that 
be pro i by R.J.R. Reynolds Tobacco Company. 

Ir. BEACH: I'm sure we can resolve that after 
Ltion. 

rtR. CASSIDY: Okay. Thank you. 

Q. Mr. Leary, could you give me your educational 
background starting with your college? 

A. I went to Hampden-Sydney College in Virginia and 
received a B.S. in political science and foreign affairs. 

Q. What year did you graduate? 

A. 1977. 

Q. And did you do well in college? 



this 


J 
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A. It's a relative term. I did -- I graduated on 

time. 

Q. Did you graduate with any honors? 

A. No. 

Q. Have you received any other degrees from any -- 
A. I received a M.B.A. from Badcock School of 
Manag$gjent at Wake Forest University in 1984. 

And is that located close to where we are 


preset 



t is. 



id you graduate with any honors from business 


relat 



n business school did you take any courses 
marketing? 


S ould you describe those, at least the titles of 
es? 

A. I can't remember the titles of them. They were 
marketing-oriented courses. I also took courses in finance 
and operations, and basically the full M.B.A. curriculum. 

Q. Well, were there multiple courses in marketing? 

A. I believe so. 

Q. Did you study marketing theory? 

A. What do you mean by marketing theory? We studied 


o/trdAJyeiCp^OQ/pdf. i it 






marketing. 

Q. Do you have an understanding of any meaning to 
the term marketing theory? 

A. Not a specific understanding of what you mean by 


that, 


think II 


matheiric 


Okay. Have you taken any courses involving 


mathemafe-icBj either in your M.B.A. program or in college? 


tay. And what type of courses were those? 





ill, in M.B.A. school I took statistics. I 
; called quantitative methods. I'm not real -- 
Lstics and quantitative methods, and operations 
»d math. 

id what about your finance courses? 
id finance. 

id then did you take any courses involving 
in college? 


I'm sure I did. I can't -- I can't recall what 


they were. 


Was calculus one of them? 


A. I don't believe I took calculus in college. I 
started out as premed, and I know there's numbers involved 


there, so. 


Q. Did you have to have an understanding of 
mathematics for taking any standardized entrance 


f HUSEBY/INTERIM COURT REPORTING 
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examination for your M.B.A. program? 

A. I took what -- I think it's called a GMAT in 
order to go to business school. 

Q. And does the GMAT have questions with respect to 
mathematics on it? 

A. You're testing my memory of what was in that 
test. KJ wpuld -- It would not surprise me that there were 
math stions in there. 

Since graduation from business school, have you 
any mathematics in your employment with R.J.R. 
jbacco Company? 

Jh-huh. Yes. 

id with that have you used any mathematics in 




How is your -- How is that understanding 
applied? If you can give me at least an 


A. The understanding of math? 

Q. Yeah. Or how are you using principles of 
mathematics in your job in 1998? 

MR. BEACH: Objection to the form of the question 
on the grounds that it's ambiguous and irrelevant. 

Q. You can answer -- Can you answer the question? 

A. I use it to add and subtract and divide, 
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A. 


As I recall, I was 


1 was involved in the 


I 
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budgeting for Camel. I was involved in production of Camel 
advertising, I was involved in some promotion work on 


Camel. 


Q. Would those be the main categories of your duties 
during that approximate two-year period? 

A. Those are the main ones that I -- that I recall. 
QK. Okay. With respect to your involvement on 


production of Camel ads, can you give me some details? 


there' 


manag-i 





pell, the -- from an ad production standpoint, 

| 

Us that involve actually producing the ads, 
lie budget for the production of those ads, 
ie timing of when those ads will appear, those 


Q.^ what ad campaign was being run on Camel 


cigare 


I thin! 




at that point and time? 

believe at that point and time we were using -■ 
were using Bob Beck, I think we called that the 


Camel World Campaign, 


Q. Is this the gentleman with the curly blond hair? 
A. Yes. 

Q. Did you --As part of your duties when you said 
actually producing the ads, did you ever go on any photo 
shoots for those ads? 

A. No, I did not. 

Q. Well, how did you manage the budget for those 
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ads? 

A. Receive estimates from the agency producing the 
ads, and then make sure that the budget came in according 
to the estimate, and then manage variances around that. 

Q. By variances, you mean if they exceeded the 


budget? 

Af* 

QF 

r 

still asi 


Or below it. 

Do you have any knowledge as to if Mr, Beck is 


Af^o, I do not. 




you have any knowledge as to where he might be 

, I do not. 

w would you work out the budget for these Camel 


ads? 

A ^J Bisll, if you're -- Are you referring to 
producl|iiijpP%>r placement or -- 

Q. r don't have any knowledge as to how these -- how 
budgeting is done within the marketing context, so I'm not 
referring to anything specific. 

A. Okay. Well, the way it would work is an 
establishment of a strategy or objective for the -- for the 
campaign would be established. The agency would be 
involved in coming up with ideas to deliver against that 
strategy. Then the agency would provide how we would 
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execute it, in other words, how would we produce an ad or 
shoot an ad. And then how much would it cost to shoot that 
ad, when would we shoot that ad, when would we produce the 
ad, and when would it show up in a magazine or on a 
billboard, and how much would it cost throughout that 
process. 

Now, by the agency, are you referring to the 
creati agency that produces the content? 

|ight. That' s right. 

| 

?kay. Are there other agencies that are involved 

I 

^al placement of the advertisement in magazines 
loards? 

|R. BEACH: Just for clarification, Mr. Cassidy, 
Eking about we're still -- these questions are 

i 

s the point and time of 1984, June of '84, through 
>as -- when Mr. Leary was a marketing assistant 
'il brand, correct? 

*R. CASSIDY: Yes. 

Could you repeat the question, please. 

Were there other agencies, persons not directly 
affiliated with R.J.R. Reynolds, that were involved in the 
placement of any ads, specifically in magazines or on 
outdoor advertising? 

A. I don't recall any. That was quite a while ago, 
but I don't recall right now if there was anybody else 



A. 

Q. 
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doing that. 

Q. What was the creative agency that you used on the 
Bob Beck campaign? 

A. I really -- I really can't recall exactly. There 
were agency changes going on on Camel at that point and 
time, and I'd be speculating if I were to tell you exactly 
who it 
and 



The account changed during those periods 



terms of your duties during this two-year 
you involved with any focus group research on 



ising? 
s. 

uld you further explain what those duties were 
to focus groups? 

a marketing assistant, I was primarily an 
that point and time, and I would go to focus 
0.earn how adult consumers -- smokers viewed the 


Q. Were you ever involved in the formation of the 
topics that were discussed at these focus groups? 

A. I don't recall. 

Q. What exactly is a focus group? And now I'm 
asking a question broader than just this two-year period. 

A. in the case of my job, a focus group is a type of 
research whereby you gather adult smokers and focus them on 
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an issue to gather their opinions. 

Q. Earlier when you talked about the budgeting 
process, you mentioned establishing strategies and 
objectives for a particular campaign. How are the 
strategies and objectives for a campaign incorporated, if 
they are, in a focus group session? 

tyell, whenever you do any research, you have a 


learning objective, and you set out to learn something 


about 



dult smokers see a particular marketing program, 


so yougggide you're going to do the focus groups 

bef orebsaaiii go. 



focus 


inf ori 


stratei 


possri 



Jell, just a further question on the process 
fou formulate strategies and objectives prior to 

i 

t 

is, or do you have focus groups and then get 
II from them and go back and try to then create 

>and objectives? And I've given you two 

[ 

les, and I guess the third possibility is it just 


happens sirtiultaneously. 

A. Well, there's a couple questions here. One is 
you have a campaign that has objectives and strategies, 
then you have research that is more specifically focused on 
the questions you're looking to answer about that campaign 
or that marketing program. So there's two different things 
going on, one is campaign development and one is how do we 
go about better understanding that campaign among adult 
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smokers. So there -- 




Q. Okay. Well, let's -- Is campaign development, is 
that essentially at the beginning -- at the beginning 
process of -- I'm not being clear here. ‘ If you have a new 
ad campaign, is that what you're referring to by campaign 
development? 

Well, you can certainly develop a new campaign. 
Any loi^ running advertising campaign is constantly under 



develop 


cigare^ 



so it's an ongoing process, 
fell, let's relate this specifically to Winston 
|today. Is that an ongoing process? 


the gr< 



UJJJ Af“sf|es, it is. 

Q|nfet|nd what activities, with respect to marketing 
reeear^ Ire occurring in that ongoing process? 

BEACH: Object to the form of the question on 

the gr ound# of relevancy. 

there's a -- You can answer the question. 

^ ' ^R. BEACH: When I -- Ned, just so it's clear, if 

I object to the form of a question, you can still answer 
it. if my objection distracts you from what the question 
was, you can ask the court reporter to reread the question 
to you. 

A. Okay. Can I hear the question one’more time? 

Q, This might not be the precise question, but what 

are the marketing research activities that are ongoing with 
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the current Winston campaign? 

A. Marketing research in general for the Winston 
campaign involves -- well, the campaign specifically 
involves tracking what adult smokers have seen and what 
they think of Winston advertising, as well as ongoing 
development to create new ads which are put in front of 
adult smokers to gather their interest in Winston based on 


the advertising. 


and as 



|o you take new ad proposals to focus groups then 

n 

jt their perceptions are of those adB? 


QP^^Ikay. Have we pretty much covered the duties and 


Lities that you had as a marketing assistant for 


Camel cigarettes between '84 and '86? 



primar 


involvl 


e've covered my -- what I recall to be the 
as I was involved in, but a long time ago I was 
a lot of things, but those to me are what are 


top of mind in terms of what I was doing when 1 was on 
Camel then. 

Q. Anything else in terms of principal duties and 
responsibilities that comes to mind? 

A. No. 

Q. Okay. Let's move up now to the period of 6/86 to 
12/87, and it's identified here that you were an assistant 


marketing manager for Salem cigarettes, 







36 



A. That's right. 

Q. Can you identify what duties and responsibilities 
you had during that period? 

A. I was responsible at that point and time for I 
believe, again I haven't looked back through what my roles 
were, but I recall being involved in the promotion of 



Salem, 


change ,pn -^Salem 


I also recalled being involved in a packaging 


Q 

A 

to int 
Lng 
Q 

advertis 





ell, what do you mean by promotion of Salem? 
fromotion refers to marketing activities designed 
adult smokers, in this case menthol smokers, in 
lem. 

ell, is there a difference between promotion and 
? 


AU-~~jin the way I use the term, advertising is the 
executfilPiind --of ads that you would find in magazines or 
on a b jllbd ard. Promotion generally refers to an incentive 
or a program designed to interest adult smokers in trying 
that brand. 

Q. Is that also used to try to keep current users 
using a particular brand? 

MR. BEACH: Objection to the form of the question 
on the grounds that it's ambiguous. 

A. It can be -- A promotion can be used to retain 
adult smokers within -- or to prevent them from switching 
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to other cigarette brands or trying them. 

Q. Okay. Could you describe the activities that you 
did on the Salem cigarette with respect to the packaging 
change that you identified? 

A. We had a project that was designed to update the 
Salem pack, and so we employed package designers, and 
screen^ designs among adult smokers, and picked a final 


design^ and executed it and launched it nationally. 


|hy did you conduct all that activity simply with 

| 

|the cigarette package for Salem? 

fhe packaging is part of the entire marketing. 

If the entire brand. So I'm not sure I 

fwhat you mean by why did you do that -- all that 

paging. 

Jell, I mean you're saying the package design is 
Fketing? 



respec 


IS 6 p* 


on the 


part o 





A CO h ~ huh - 

Q. Okay. Could you explain the interaction of 
packaging design within cigarette marketing? And now I'm 
asking just a broader question. 

A. The pack is what adult smokers purchase, it's 
also what adult smokers carry around, so it's an integral 
part of the brand. 

Q. So what adult smokers purchase and what they 
carry around. Does it function, so to speak, then as a 
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little billboard for that product brand? 

A. The package obviously is to speak I think I 
can see where you're going. The package communicates what 
brand it is. It communicates what style it is. It also 
carries a Surgeon General's warning. And it also has 
graphics on it that can communicate what the brand is 
attempting to stand for in the minds of adult smokers. 


Q. r Is it fair then, to use the word that you used, 


packagi 



an integral part of the marketing of 


cigarette's in America? 


iat other integral activities are there with 
fhe marketing of cigarettes in America? 

^oduct, the cigarette itself, how it tastes, the 


configuraT£i$n of the cigarette, what styles it comes in. 


what pa 


is obvis 



ng configurations it comes in. The advertising 
an integral part. The promotions can be an 


integral part. The sponsorships can be an integral part. 
And in the case of cigarettes. Surgeon General's warnings 
are an integral part of every piece of marketing that's 


done. 

Q. What does the word style mean with respect to 
cigarette marketing? 

A. It means the length of the cigarette. It can 
mean the tar level of the cigarette. It can mean the 
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packaging type, be it box or soft pack. 

Q. Can it also refer to whether there's a filter on 
the cigarette? 

A. That's true. 

Q. I'll note that in the -- previously the last few 
days we've had a deposition of Frances Creighton> and 
duringk^hat deposition some cigarette packages were 


introduced, and I would like to use some of those in 


today ' 


position. And specifically I request the court 


reportirWp provide the package for one of the Salem 


cigare| 



them s’ 


have t 


then pi 




that was used there. 

SR. CASSIDY: Counsel, would you like these to be 
*ew exhibits in this deposition, or can we keep 
t as exhibits from Ms. Creighton's deposition? 
ilR. BEACH: Let me make a proposal, why don't we 
Itness identify which ones he's been handed, and 
>s the court reporter can make a photocopy of the 


packs for the purposes of inclusion in the record here. 
MR. CASSIDY: Okay. Thank you. 

Q. Mr. Leary, could you please identify the two 
cigarette packages that you have been provided? 

A. I have Salem 100s soft pack, and I have Salem 
Light 100s soft pack. 

Q. And could 


MR. BEACH: Excuse me. What are the exhibit 


52189 0367 








numbers? 




A. I'm sorry. Salem 100s soft pack is Exhibit #16. 
Salem Light 100s soft pack is Exhibit #12. 

MR. BEACH: Sorry. Go ahead. 

Q. In looking at those two exhibits that are in 
front of you and thinking back as to the activities that 
you wei*^ doing with respect to Salem cigarettes from 1986 





to '87r are the packaging that -- ideas that were 


rncrenv 


1987 r 


that ai 





| with respect to Salem cigarettes in 1986 and 
jted or -- I'm sorry. More precisely, you stated 

i 

fpackage for Salem cigarettes was introduced 

j 

I time period that you were working on Salem, 


hat's correct. 


Q;. "“is that package the same package that is in front 


of you 



Some of the elements are the same, but the 


packaging undergoes changes -- it can undergo changes 
fairly frequently, but this does have some of the same 


elements. I can't tell you whether it's the same package 


or not 


Q. Does it appear to be the same package? 

A. Some of the elements, some of the core elements 


appear to be the same. 

Q. Well, what are the core elements that are the 
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same today? 

A. Now, let me also say I don't know that this is 
the pack that is sold today. I mean, some of these 
changes, unless you're intimately familiar with it, and I'm 
not with Salem, I can only speak -- I don't know what time 
period these were found, but I can 

Q ;'ll interject this then, do the changes in 
packag >ccur, for example, within -- multiple times 
ar? 

j’hey can. 

Q pll, I'll represent to you that I purchased 

_____ j 

j|se gllgfafettes within the last week. 

j>kay. Good enough. I'm sorry. We got off 

j 

* : at did you want me to -- 

I 

i 

Teah. I guess we were looking at the core 
the packaging. 

The logo, the pneumonic up top, the sail, the 

I 

stripes are what I recall, and the coloration. 



0. 

A. 

Q. 

A. 

Q. 

that is? 
A. 


Logo referred to the word Salem itself? 

Well, yes. Well, the whole area in the -- 
Okay. And I believe you said the monic up top. 
Pneumonic. 

Pneumonic. Can you specifically identify what 

The sail, it looks like a boat. 


U1 

N> 

I-* 

CO 

10 

Q 

to 

V0 


1 
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Q. Is that, so to speak, the symbol of the 
cigarette? At least that's reflective on that particular 
package. 

A. It's an element in the logo. Whether it's the 
symbol for the cigarette, I don't know. 

Q. Well, to use an example, is the Camel the 
for Camel cigarettes? 

I'm not -- Are you referring to when I was on the 


ill, I'm just - I am referring actually to the 
lat'e sold today, the Camel that, you see on the 
le Camel cigarette package. 

think a part of the marketing makes an -- in 
ice the Camel can be used to symbolize the brand. 

:ay. Now, you also mentioned colors. How is 
If those two cigarette packages relevant for the 
Sf Salem cigarettes? 

Well, the color, as with every element of the 
pack, is designed to help adult smokers identify the brand 
on a display. They're both green, which I think -- I don't 
know, I wasn't involved when menthol cigarettes were 
introduced, but it seems to be something that is often with 
them. 

Q. Well, at least in the 1990s is it fair to say 
that the color green is associated with menthol cigarettes 
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as applied in cigarette packaging? 

A. It would appear that way. 

Q. Can you think of any menthol cigarettes that are 
sold in America today that don't have, at least in part, 
the color green in their cigarette package? 

MR. BEACH: Objection to the form of question on 
the groimcis ^of lack of foundation. You haven't established 
that Mr^ Le^ry has knowledge about all forms of cigarettes 


marketed 



I the United States at this time. 

I 

l. CASSIDY; Well, I'm just asking if he is 
k I'm not asking for him to testify as an 


jrt b|jjJ~menthol cigarettes. 

i A.P^tepiidon't know of other -- I really can't answer 


whether 


green. 


that a 





e are menthol cigarettes sold that aren't 
.ow there have been menthol cigarettes tested 
green. 

,t do you have any knowledge of any that aren't 


sold with the color green incorporated into the package? 


A. I don't know one way or the other whether they're 
out there or not. I'm just not that familiar with the 
menthol market. 

Q. Okay. So aside from promotion of Salem and the 
packaging change, were there any other duties and 
responsibilities that you had with respect to Salem during 
the time period of 19 -- of June of '86 to December of '87? 
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A. Well, I think I was -- I was, as I recall, and 
again I'd have to go back and look, but I think I was 
involved in budgeting on that brand aB well. I recall 
being involved simply as an observer of advertising 
development. 

Q. And would that include going to focus group 
sessio&s? 

Yes. 

?ith respect to the promotional activities that 
you weg^gaged in, can you give me any illustrative 
exampl|^|^gg| some of those promotions? 

think we may have done a lighter that was 
the pack as a way to introduce the new pack. 



ped| 



be 1 ievl'-we^did something like that, but again, I can't 


recallf 


our promotions were back then. 


&kay. Let's now jump to the period of January 
1988 t^^^^.y 1990. Exhibit #2 identifies your job position 
at that time as manager for new brands; is that correct? 

A. Yes. 

Q. What are new brands? 

A. New brands are brands that have not formally been 
on the market. 

Q. What's not being formally on the market? 

A. it has not been for sale. And we're dealing with 
the United States here, so that brand of cigarettes had not 
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been for sale in this country until it was introduced for 
sale, which made it a new brand. 

Q. But could you have a new brand that's being sold, 
for example, in limited markets within America? 

A. Well, yeah, I mean a new brand, when it's new to 
that area, it's a new brand in that area. So I mean, it's 
just wl^t it says, it's a new brand. 

Q. okay, well, how is a cigarette brand brought on 
to the !t then? If you could at least -- If you could 

.ttle bit of that process. 

>w it's brought on to the market meaning from 
:hrough it's for sale, or how do you physically 
:he market, or 

ly don't -- Why don't we take the broader view, 
:ion through sale. If you can just give me the 
in the process. 

lell, in general there are --my recollection of 
when I f was \>n new brands, you start with an idea, and you 
go out and you test that idea among adult smokers. Various 
components of the marketing mix are developed 
simultaneously in order to illustrate that idea to adult 
smokers. That involves the packaging. That involves the 
product. That involves the advertising. That involves the 
name. That involves the product configuration. Every 
component is developed and tested among adult smokers for 
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their interest level. And if that testing is successful. 





in the case of when I was on new brands, it would go to 
test market to see if the adult smokers in the various 
markets were interested in buying it. 

Q. And then I assume from the results of that test 
market you would decide whether to expand that cigarette 
brand cfs: discontinue? 


Af That's right. 


•w many people were within the new brands 


departiterfe" .at that period of time that you were 


think it was two. 


■ • QfHiiiilow, when you were manager of new brands, was 

there someone above you within the new brands department, 
or wer#“yo£f the top person of that department at that time? 



it, bu 



fell, the department was two people, so that was 


d a boss. 


Q! Sure. What were some of the new brands that you 
worked on developing during that time period? 

A. I did a brand called -- launched a brand called 
Chelsea, and Horizon, both of which were cigarettes that 
had a pleasant aroma. 

Q. Well, do you have cigarettes that are sold that 
have unpleasant aromas? 

A. in the opinion -- Well, do they have an 
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unpleasant aroma? It's obviously a subjective aroma, do 
they have unpleasant aromas. There was interest among 
smokers for these cigarettes that had a different aroma, 
and some would describe it as pleasant, more pleasant. 

Q. How did these cigarettes achieve, if they did, 
this pleasant aroma? 

A can't answer exactly how it happened, but there 

-ial that was used on the paper that emitted a 

111 . 

I 

jo is the flavoring of vanilla -- 
fhe aroma. 

J 

-- the flavoring of the -- 
&he aroma of the flavoring. 

chemicals were applied to the cigarette paper to 
achiev^JkJje aroma of vanilla when the cigarette was burned? 
Ih-huh. Uh-huh. 

Ir. BEACH: You need to answer yes. 



A. I'm sorry. Yes. 

Q. Is that the exclusive list of the new brands that 
you worked on developing during that time period? 

A. There were probably more concepts that I did not 
pursue. Those are the two that I devoted the large 
majority of my time to, as evidenced by the fact that we 
actually launched them. 

Q. Okay. Well, what were some of the new brands 
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that you worked on developing that ultimately were not 
launched? 

A. I do not -- I do not recall. I mean, in terms of 
how much time was devoted in order to launch two, and I was 
in that area a-year-and-a-half, that takes every -- 
every -- That absorbed a great deal of time, so nothing 
else was,,, considered seriously, which is why I don't recall 

what ellfe we were looking at. 

| 

Q. >u don't have any recall of any other brands 

| 

that yc \e, so to speak, looking at during that time 


brands for sure. There may have been some 

treas that were not pursued. 

I 

5an you give me a description of any of those 
concept areas that were not pursued? 

A. 'really can't. 

Q. :ay. And when you say launched, does that mean 

that you were just test marketing them in particular areas, 
or did you actually go national with these brands? 

A. These were only in test market. 

Q. Okay. Are you okay in terms of continuing on 
until a little longer, or would you like to take a break? 

A. I'd like to take a break. 

MR. CASSIDY: Okay. Why don't We take a break 
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VIDEOGRAPHER: We're going off the record at 


10:11 a.m. 


ci. m. 


(There was a break taken.) 

VIDEOGRAPHER: We're back on the record at 10:24 

Mr. Leary, do you understand that you're still 



d that would be the case throughout the next 
deposition. Did the Chelsea and Horizon 
have any other distinctive characteristics aside 
easant odor -- or pleasant aroma that you 

o. Well, excuse me. Distinct from other 

jh-huh. 

Q f . Okay. Was there any anything with respect to the 
marketing of those cigarettes aside from those two product 
characteristics that were distinct about those cigarettes? 
And now not necessarily comparing this to any other 
cigarette sold in America. 

A. Every marketing campaign and every brand is 
distinct, so. 

Q. Well, can you describe some of the 
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characteristics for the marketing campaign for Chelsea 
cigarettes? 

A. It had -- It had a distinctive pack. It had a 
distinctive name. It had a distinctive advertising 
campaign. I mean, every -- every component was unique in 
the marketplace. 

Q.j^v And those were all deliberate decisions taken by 


R.J.R. {Reynolds to achieve a distinctive pack, a name, and 


adverti 






campaign? 


jftd would the same be true with respect to 
krettes, specifically did it have a distinctive 
| and advertising campaign? 


a / yes. 



that w 


ever he 



st's just review a few basic terms in marketing 
robably come up today and tomorrow. Have you 
>f the terms -- Well, I'll preface this, make it 


more specific. Have you ever heard the of term segmenting 
as used in marketing theory? 

A. Yes. Yes. 

Q. Have you ever heard the term targeting as used in 
marketing theory? 

A. Yes. 

Q. Have you ever heard the term positioning as used 
in marketing theory? 
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A. Yes. 

Q. Do you have an understanding as to the meanings 
of those terms? 

A. I have an opinion on what they mean. 

Q. Could please give tne your opinion on the meaning 

of segmenting? 

^ell, in my opinion, a segment of the market is 
simpl portion of the market. You can -- You can divide 
et, proportion it, or segment it any number 
umber of ways. It's a way to categorize 
the market. 

an you give me examples of how markets are 
And you can relate this specifically to the 
ndustry. 

ou have full price cigarettes. You have savings 
You have 100 millimeter cigarettes. You have 
er cigarettes. You have menthol cigarettes. 

You have nonmenthol cigarettes. 



Q. Is the cigarette market segmented by use 
patterns, for example, brand users, switchers? 

A. There are ways to segment the market based on 
your business. Speaking specifically to Winston, there are 
Winston smokers, there are nonWinston smokers. There are 
adult smokers who smoke Winston occasionally, and there are 
adult smokers who never smoke Winston. 
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Q. Okay. How about on the basis of demographics, 
are markets sometimes segmented that way within the 
cigarette industry? 

A. You can divide the market based on the age of the 
adult smoker, or age group. 

Q. What about other demographic subdivisions, such 
as gen^ey ^nd race? 

A You can divide the market based on the adult 


£an a market also be divided based upon race? 
ly -- The market can be divided on any factor 
i, you could divide the market based on that 
^r criteria or *- 

!t therefore would be possible to have a 
lat was designed for the African-American 
the smoking population? 

^gain, I think you can divide the adult smoker 
market on any number of characteristics, as we've noted, so 
therefore it's -- I mean, it's possible to develop it for 
any particular segment. You can develop it for 100 
millimeter. You can develop a full price market. You can 
develop it against the adult smokers in the savings 
segment, and on down the line. 

Q. But here I'm referencing just specifically to 
segmenting on a demographic basis and within that linking 
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it to race. 

A. It's my general opinion that in the cigarette 
industry, or as in any marketing industry, you can divide 
the market on any number of characteristics as to is it 
something that is --how you would go about it or is it 
effective to do it, I have not been involved in any 
cigar&tte ^marketing based on race, so I'm at kind of a loss 
there [as 4<o whether that's something that you could do. 

fere you involved with the, I believe it would be 
refer j as a new brand, the Uptown cigarette? 


ould that be an example of segmenting on a 
basis specifically by race? 

'm not familiar with how Uptown was developed, 
really have an opinion on how they went about 


:s there geographic segmenting that occurs within 
the cigarette market? 

A. You -- In evaluating the business among adult 
smokers, generally you will find that business performance 
varies by geography, so it is possible in the management of 
your business to assess where you have more business, where 
you have less business. 

Q. Well, can you give me an example with respect to 
R.J.R. Reynolds cigarettes that you're aware of that have 
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business performance varying from one geographical region 
to another geographical region? 

A. Speaking in the case of Winston, there are areas 
that there are more adult smokers who choose Winston in the 
southeast and in parts of the upper midwest than in some 
other areas, as an example. 


Q.K S And then might you tailor specific marketing 


activitu.es then for the southeast or the upper midwest? 


particx 


le could. 



conversely for an area that it was not doing 
well or specifically well in such as the 



Q. ^^Qkay. Have you ever engaged in geographic 
marketj^ic^abtivities with respect to the Winston cigarettes 


for th 



heast portion of the country? 


've had discussions about business performance 


in various parts of the northeast. 

Q. Out of those discussions were any marketing 
activities implemented with respect to the northeast? 
A. To date, to my knowledge, no. 

Q. Okay. Have you had similar discussions with 
respect to performance in the Pacific states? 

A. The where? 


Pacific states. 
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A. Yes, I've had discussions about performance 
practically all over the country, to include the Pacific 
states. 


Q. But as a particular region? 

A. I've had discussions about businesses up here, 
businesses down there almost across the country, 

Qk. Well, do you know on an annual sales basiB how 
Winston does in -- on a state-by-state basis across 
Americ|ate^ 

A^^^fo, I do not. 

fell, how about specifically with California, do 
basure how it's doing within California? 
jrithin the State of California, no. Or -- 
3o you don't use political subdivisions then? 

. BEACH: Excuse me. Did you finish your 
is last question? You started to say the word 


answer! 

Q£. 

Q’^llxcuee me then if I interrupted your answer. 

A. Well, we segment our -- the country based on 
sales regions, and those are developed based on the most 
effective use of the sales force, and that's really a sales 
responsibility, and I'm not involved in how they draw the 
regional lines. 

Q. Are you knowledgeable as to the regional lines 



that have been drawn? 
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A. Not --No. I know the general area, but I could 
not tell you. Some of them are -- 

Q. What area does California fall in, if you know 


that? 


A. Well, it falls in the western sales area, and 
other than that, I'm not sure where the regional boundaries 
are. pf the regions actually cover multiple states if 


I' m notf mistaken. 


Massac 


falls 




within 



ire. And the same question with respect to 
:b, are you aware of what sales region that 


:'s in the northeast sales region, within the 
lies area. 


I s make that distinction, and there are regions 


sales area. Where -- What the boundaries of 


the re ^i^nj pr what is included in the Massachusetts region, 
I do not know specifically. 

Q. Okay. Have you ever heard the term psychographic 
or lifestyle segmenting? 

A. I've heard the term psychographic and I've heard 
the term lifestyles. 

Q. Okay. Are they -- Do they have similar meanings? 

A. In my opinion I think they are distinct. Or 

maybe not distinct, but they mean different things in some 
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regards. 


Q. Okay. What is your understanding of the meaning 
of psychographic as applied in marketing theory? 

A. Psychographic to me means you're -- in the case 
of what I do for a living as it relates to adult smokers, 
it's their attitudes about various topics, their mindsets. 



JUid what's your understanding of lifestyle 


segmenting? 



jhat adult smokers enjoy doing and types of 


activijpi'pT,they're involved in. 


ifould you include their opinions on different 
iin either psychographic or lifestyle segmenting? 


don't know. 


Q.^Tcjkay. Well, I think -- Is there any other type 
of segmenting that you can think of aside from lifestyle. 





ic, geographic, demographic, use patterns, and 
racteristics? 


psycho 

produc 


a; I'm not sure that I -- Could you repeat those one 
at a time so I could get a grip on what exactly 

Q. Sure. Okay. I'll go from reverse order. 

Product characteristics. 

A. Uh-huh, such as 100. Okay. 

Q. Yeah. And would it be correct to refer to, you 
know, 100s versus 85 millimeter cigarettes as a product 
characteristic? 
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A. Uh-huh. Yes. 

Q. Okay. Use patterns, demographic. 

A. Explain to me again what you mean by use pattern. 

Q. Well, I thought you gave me the example of 

Winston smokers versus nonWinston smokers, you know, brand 
loyalties concepts versus switchers. 

A.K^ I.jm not familiar really with the term a use 
pattern >jjt you could segment the market based on the type 
>kers that choose your brand and those that 
requently, the types of adult smokers that 
if requently. I'm not just that comfortable 
familiar with the term use pattern, 
cay. Well, and then demographic segmenting? 
fes. 

geographic segmenting? 
ts. 

psychographic segmenting? 

?'m familiar with the term psychographic and 
lifestyle, but I'm not particularly familiar with actively 
segmenting the market based on those. The ones we went 
through at first in terms of what does the adult smoker 
smoke in terms of product configuration, flavor category 
seem to me to be the more -- ones that I'm more familiar 
with than segmenting by psychographic or lifestyle. 

Q. Okay. And I guess this might be the first one 
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you mentioned, but I didn't put this as a separate 
category, correct me if you would -- it should be, just the 
price of the product? 

A. Right, full price and savings I think is what I 
mentioned. 



Q. Well, does it have any distinctive 
characteristics? 

A. The information that I would -- that I would be 
able to provide you on Eclipse is what my own personal 
opinion is of what I have seen. I've not been at all 
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involved in Eclipse, so I might run the risk of 
mischaracterizing what it actually is, but it is a 
different type of cigarette that I believe primarily heats 
rather than burns tobacco. 

Q. And by primarily heating rather than burning 
tobacco, does that distinguish the cigarette from other 
cigarettes sold on the market? 


down. 


smoke 





on the 


undere 


start 




ih some regards it does in that it doesn't burn 


fell, what happens with respect to the cigarette 

i 

p generated by an Eclipse cigarette by primarily 

1 

her than burning? 

R. BEACH: Objection to the form of the question 
hde that it's ambiguous. If you think you 


lit, you can go ahead and answer it. 


ill, I think what I was going to say is when you 
lg about what does it actually do, I'm really 


not equipped to describe with any certainty what it does. 

Q. Well, I realize you're not here as the person in 
charge of marketing for Eclipse cigarettes, but you do have 
an understanding, don't you, as to some of the 
characteristics of the cigarette aside from the fact that 
it primarily heats rather than burns when smoked? 

MR. BEACH: Is that a question? 

MR. CASSIDY: Yeah. 
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Q. Okay. Do you have an understanding of the 
characteristics of the Eclipse cigarette, aside from when 
it's smoked it's primarily heated rather than burned as a 
general proposition? I'm not asking your specific, you 
know, product knowledge. 

A. I don't have a good understanding of what Eclipse 
does. h l think one of the things that they say is that it 
fes'secondhand smoke, but that's just based on 
irvations of it. But I do not have an 
B.ng of what it does. That's just -- 
Jhat is secondhand smoke? 

That's -- I believe that's the term used to 
:e the smoke off the lit end of a cigarette, 
id is there a name for the term of the smoke 
through the filter of the cigarette? 

’'m not sure. 

!ave you ever heard the term mainstream smoke? 
fes, I have. 

What is your understanding of the meaning of the 
term mainstream smoke? 



A. I assume that means the smoke that comes through 
the filter end. 

Q. Okay. Now, aside from primarily heating rather 
than burning the tobacco and the possibility of it emitting 
less secondhand smoke, are there any other characteristics 
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that you're knowledgeable of with respect to the Eclipse 
cigarette? 

A. NO. 

Q. Okay. Well, when I started this discussion, we 
were talking about segmenting, targeting, and positioning. 
What is targeting? 

A-K Targeting is developing a product and a marketing 


campaignto meet the desires of a particular adult smoker 


segment! 


as direl 


programs 


>uld it be fair to characterize targeting then 

f your marketing activities at a particular 

r 

the market? 

think that it's developing the marketing 
\e product, the entire marketing effort in an 


effort to^Thterest a particular segment of the adult smoker 
market. 


Q.r^^liid then moving on to positioning, can you 
provide* a definition of that? 

A. Positioning is the idea that the adult smoker has 
a particular brand. 

Q. I have seen a definition of positioning as 
designing and representing a product to occupy a distinct 
and valued place in a consumer's mind. Would you agree or 
disagree with that definition? 

A. Could you read it one more time? 
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Q. Sure. Designing and representing a product to 
occupy a distinct and valued place in the consumer's mind. 

A. I agree with portions of that. It is possible to 
have a positioning that does not represent a valued place 
in the adult smoker's mind, and you can have positionings 
that are effective and positionings that aren't effective. 

^)kay. Well, leaving aside the issue of whether 
ig would be effective or not, wouldn't you want to 
tioning that was effective? 

Jell, I was referring to the word valued. And in 
^ cigarettes and among adult smokers, most, if 
Igarette brands, an adult smokers has an idea of 
brand stands for. It can either be valued or 
Upending on that adult smoker's perception of 
brand stands for. 

low about if I change the definition slightly 
ill me if you would agree with it now. 


Positioning is designing and representing a product to 
occupy a distinct place in the consumer's mind? 

A. I would agree. 

Q. Okay. --What types of positioning strategies are 
commonly used in the cigarette industry, or at least with 
R.J.R. Reynolds? 

A. That's a big question, what types of positionings 
are out there. I'm not even sure how to -- how to approach 



Ln 

to 


00 
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that question. Positioning is the entire idea that the 
adult smoker has about a brand, and it's tough to 
characterize how many. 

Q. Well, can you give me categories or subsets of 
positioning strategies that you're aware of? 

A. That's hard to do. 

Okay. Well, maybe I'll give you some categories 


that Iplfr aware of, and you can tell me whether R.J.R. 


Reynold 


one wo 


focus 



|s ever done any of these activities. The first 

§ 

|e benefit positioning, which I define as the 
| a primary consumer benefit, for example, "fly 
(y skies." Has R.J.R. Reynolds ever engaged in 
|itioning? 

Ir. BEACH: Well, excuse me, Ned, for a second. 


Are yofr'WeJiing him -- These questions I would assume are 


still 


has id| 



^ned to the scope of the various tasks that he 
sied on his resume that's been marked in this 


deposition as Exhibit #2. Is that the scope of this 
question, or is the scope of this question broader? 

MR. CASSIDY: I thought it was clear we were 
trying to come up with key terminology used in marketing 
and Mr. Leary's understanding of those terms that we were 
going to apply today and tomorrow. I'm sorry if that's not 


been clear. 


Q. We're talking on a general basis here as you're 
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an individual within the tobacco industry, and specifically 
as a marketing executive for R.J.R. Reynolds. 

A. I can talk to you about how I view positioning. 
The question that you raised, has Reynolds done things that 
have a benefit like "fly the friendly skies." There are 
all kinds of components that go into a positioning, and I 
can discuss what I think -- for instance, to make it most 


tangible, I can talk about the Winston positioning and how 


it op 






image 


b, and perhaps part of that -- 

pkay. Why don't you talk about that then. 


)kay. Well, what we were trying do in the case 
is build a positioning that would interest adult 
Winston. Part of that positioning included an 
i attitude around the concept of No Bull. Part 


of the 


dif f e 


taste 




sitioning was represented by a product point of 
that was 100 percent tobacco for true tobacco 
i those two things work in tandem to form the No 


Bull positioning. 


Q. Okay. What is repositioning? 

A. Repositioning generally refers to a brand or, a 
cigarette brand in this instance, that at one time held a 
positioning and over time has lost that positioning and is 
in need of another positioning, hence a repositioning. 

Q. And is the new Winston cigarettes campaign an 


example of repositioning? 
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I believe so. 



Q. I mean, is the focus then on changing consumer 
perceptions of the product when a cigarette -- when you 
engaged in the repositioning of Winston cigarettes? 

A. It's an effort to change adult smokers 
perceptions of the total brand from product to packaging to 
advertising to everything, to include everything. 



there 


and I 


partici 



Now, leaving aside Winston for a second here, can 


imple -- Can you have personality positioning, 
i that as your associating a personality with a 
product? 

i. BEACH: Objection to the form of the question 
5 ambiguous. Perhaps you can give the witness 


an exan 


0j®“*"""*^jell, we can talk about examples, but I'm just 



talkin' 


concept 



it the concept itself. Do you understand the 
>ersonality positioning? 

irtain components of a positioning can entail 


traits that sometimes are attributed to personalities. 

Q. Are there any elements of personality positioning | 
that are occurring with the new Winston cigarette campaign? 

A. The No Bull attitude of Winston might or might * 

not be looked at as a type of -- of a personality trait. J 

It is designed to attach an attitude to the brand, and that 
attitude is No Bull. ^ 
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Q. What is No Bull? 

A. No Bull is an attitude that represents a true to 
one's self, what you see is what you get, reject 
artificiality attitude. 

Q. When I was looking at personality positioning, I 
was thinking of it maybe slightly differently, and that was 
when associating a personality with a product, I was 
thinking of examples such as the Green Giant, the Pillsbury 
and Joe Camel. Would those all be examples of 
ality positioning? 

don't know. It's simply because I'm not 
th the term it's a personality positioning. I 
at sometimes, for instance in the case of No 
an look at attitudinal statements such as true 
If, what you see is what you get, reject 
ty, and one could look at those and say those 
to perhaps a personality trait, and they may 
ou're asking me if those three are examples of 
personality positionings. I don't know. I know those 
three are examples of campaigns that have a character 

Q. Okay. Maybe -- 

A. --as part of that campaign. That is a fact. 
Whether or not it's personality positioning, I don't really 
know. 

Q. Well, is there such a thing as character 
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positioning then that you would place the examples of the 
Green Giant, the Pillsbury Dough Boy, and Joe Camel within? 

A. There are examples of positionings as part of 
their advertising campaign employ the use of a character, 
but the term it's a character positioning I'm unfamiliar 
with. I can -- From my experience on Camel, part of that 
brand'eKpositioning was an advertising campaign that used a 


caricature in it. 



that bi 


d was the character part of the positioning of 


i that the advertising campaign helps establish 
ting which is necessarily so, then I think it's 
entire brand positioning. 


Q.the answer would be yes? 


BEACH: He just answered your question. 




le character was part of the advertising 
[■he advertising campaign helps build the 




campai 


positioning as -- because it is a part of the communication 
to the adult smokers interested in Camel cigarettes, so 
it's all a part of the positioning. 

Q. Okay. Thank you. Okay. Now,•going back to your 
work on the new brands, was there any target market for the 
Chelsea cigarettes? 

A. It was -- it was designed for smokers who were 
interested in a cigarette that had a more pleasant aroma 
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than other cigarettes. 

Q. So there was a segment of the smoking population 
that wanted a more pleasant aroma cigarette? 

A. That was the concept of the cigarette, yeah. 

There were -- At the time, that was again late '80s, we 
found adult smoker interest in the idea of a cigarettes 
that had a^less --or more pleasant aroma. 

Well, was there also an attempt to target that 
it a demographic audience specifically broken 
ider? 

phe original Chelsea concept, we found the 
^peal -- And let me back up. When 1 picked up 
l|ular project, it was simply we have an idea that 
a cigarette that smells better. From then on 
out itpwa-&italking to adult smokers to find out who is most 
intere g^edi in a cigarette that smells better. The first 
Ibuild that proposition, the adult smokers who 
were m6st interested were, in fact, female adult smokers. 
What we also found in the course of that test marketing was 
the idea of a cigarette that smells better, had much 
broader appeal, and as a result we launched Horizon, which 
was -- simply a broad-based no -- We did not find that 
females nor male adult smokers were attracted more than the 
other group. It was -- 

Q. Well, was the targeting with Horizon then, so to 



attempt 


Hittp://legacy.library.ucsf.eao/irdidyEfCp^O0/pd/ i9F SEB aj 1 


52189 0397 










speak, gender neutral? 


There was no gender skew in the appeal of 


Horizon. 



Q. But with the Chelsea cigarette was the targeting 
that was ultimately used when the cigarette was launched 
directed more towards female adult smokers than male adult 


smokers? 


to undf 


D had 


better, 


skewed 


males. 


cigarel 




segment of^the smoking population that was specifically 
interested in that cigarette, and then upon that knowledge 
you then targeted your marketing activity at that group of 
the population? 

A. Well, that's true. In the development of the 
concept we went out and talked to adult smokers and said we 
have a cigarette that smells better. They tried it in 
focus group settings. We learned in that that female adult 


Let me just be clear just because it's important 
aaLd how it took place. We had the idea, or R and 
pidea, of we can make a cigarette that smells 
ies took it out to smokers to find out who was most 


As it turns out, female adult smokers were. 
:he ultimate campaign in the proposition was 
heavily towards female adult smokers than 


irough the testing process of the Chelsea 
«3u ascertained that there was a particular 
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smokers were more interested in it. That's how it was 
launched in it's first incarnation. The second time around 
and in the test marketing of it we learned there are more 
adult smokers out there interested in a cigarette that 
smells good, mainly male adult smokers seemed to become 
more interested as it was on the market. And we then 
relaun^ed t it in a effort to gain business and interest of 

a broalfer spectrum of adult smokers. 

r° 

Q^l^fell, why don't we move up to 1990 now and your 
respon ^^^ ities as a senior manager for Camel, Were you 
actual laftBatefe e senior manager --a senior manager on Camel 
Im AS^fjrat of 1990 to July of 1993, as identified in 

* 

QpF' OT '“likay. What does -- What's the difference between 
a seni|m^|$inager and a manager? 

Al^p^he senior manager title represents a greater 
responsSSfity, more confidence placed in you on the part 
of the company. ' 

Q. And when you were with Camel during that period, 
were you the only senior manager on Camel, or were there 
other senior managers? 

A. 1 believe there were other senior managers on the 
brand. 

Q . Can you give me an idea of the number? 
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A. I think there were probably two. 

Q. And does the two count you? 

Two others. 

Okay. And who were the other senior managers? 
Charlie Davis -- And again I'm Baying they were 
senior managers, 1 believe they were. Charlie Davis who 
was in |sjiarge of retail, and Diane Burrows was on the brand 
at thatPpoint too. 

Q |l^HS§id what was Diane's responsibilities as a senior 
manage! 

AJtap#*© was more involved in future strategic 

_5 

*ect jHHr^riew projects that were a year or two out. My 
|Lties were more running the day-to-day. 
id again, day-to-day marketing activities? 
iy-to-day operation of the brand, 
sll, maybe I made a distinction there that 1 
"flave. What is day-to-day operation of the brand? 
T^he best way to answer this question is to view 
the brand as if it were a business. There's a manufacturer 
of it, there's the R and D portion of it, there's the 
marketing research portion of it, there's the marketing 
execution, all components of the brand, and making sure 
that all those were running smoothly. 

Q. So had you, again correct me if I'm wrong, you 
had oversight on the manufacture of the brand, the R and D, 
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the market research, and the market execution? 

A. Well, those are all parts of running a brand. I 
was not actively involved or did not have people reporting 
to me in every one of those areas. But for instance, you 
might get a call as part of a senior manager that we've got 
a problem on the production line, we may not be able to 
make Cfjnels this week, and that kind of stuff we were 


involv|if"iri. But primarily -- primary reporting 
relati&a S fefa J pB are in the marketing area. 


d that is market research and market execution? 


|o. Well, market research actually reports up 
| own level but works closely with the brands to 
|hat we're in sync. And in addition, Charlie 


headed up retail, that's more of a day-to-day 
11 , so he was in charge of retail and he 
! my boss. 

hd who was your boss at the time? 
d Blackmer. 




Davis, 

thing 


reporte 




Q. Was he the top person, so the speak, on the Camel 
brand during the time period of 1990 to 1998? 

A. Yes. 

Q. Do essentially you have the same position that 
Mr. Blackmer had with respect to Camel brand in terms of 
your position now with Winston cigarettes? 

A. The only question I would have in that is I'm 
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Q. But from Ed below? 

A. Well, yes. 

Q. Could you give me a little description of Charlie 
Davis' retail duties? What would those have involved? 

A 4 *. Well, the retail area involves the display and 
advertising and promotion of the product, so it's basically 


everyt 





Camel a 5 


incent 


Camel 




hat takes place at the store level, 
at is Camel cash? 

mel cash is a program designed to interest 
s -- Well, it's two things. One, it provides 
for adult Camel smokers to continue to choose 
ir brand of choice, and it also provides an 
>r adult smokers of nonCamel brands to try 


you know when Camel cash was implemented? 

A. ; T don't know the exact date. I think it was -- 
It may have been '91. 


But during your period as a senior manager for 


Came1? 


A. (Nods head affirmatively) 

Q. Did Mr. Davis have responsibilities over Camel 


cash? 
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Q. So that would be a type of promotional activity 
that was handled by a different department? 

A. Well, let me rephrase that question. He would be 
responsible for making sure the retail execution of Camel 
cash was executed according to plan. So yes, he was 
involved in Camel cash. I'm sorry. 

Would an example of retail execution be making 
sure tplPall the gas stations in a particular region got 


copie 


at ret 




future 


Diane 


he brochure? 


e was involved in distributions of the catalogs 


)kay. Now, can you give me some illustrative 
: some of the activities that Ms. Burrows did as 
strategic planning? 


IP™“*“t’he most -- The main recollection I have of 




Lightsf 



ies was she was in charge of Camel Special 


{TtJhat were Camel Special Lights? 

A. That was a line extension from Camel that offered 
Camels in a different product configuration. 

Q. And by product configuration, can you give me 


A. Had a white colored tipping. 


No other distinctive characteristics than the 


tipping? 
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A. Well, it had a different pack. It had a 
different name. I mean, every launch is going to have its 
own pieces to it, so it was -- 

Q. Was she there the entire period that you were 
there as senior manager? 


A. I can't recall to be honest with you. I can't 


recall 



at about Mr. Davis? 



really 


don't 





believe he was. I believe he was, but I 
d really have to check. There were changes. I 


Mr. Davis still with the company? 


id Ms. Burrows? 




Q^^^^ben did, I presume, she retire? 

A|Mffl!'m not sure. 

Q ^^^okay. Can you give me examples of some of the 
more significant market executions that occurred with Camel 
during the time period that you were the senior manager? 

A. Well, Camel cash was one. We had an advertising 
campaign focusing on a unique product configuration, namely 
the box products that was called the hard pack. We also 
launched Camel Ultra Lights. 

Q. Were you involved with the launching of Camel 
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Wides? 


Yes. 


Q. Were there any other types of product 
configurations that were launched during your period, aside 
from the box or hard pack, -- 
A. Yes -- 




-- Camel Ultras, and Camel Wides? 

i'm sorry. We did a Camel 100s I believe, 


d are these all considered line extensions? 


A g^g he products are considered line extensions. 
Q w.,,,,J hat is a line extension? 

Alrti^t's an extension to your existing line of 

im§; a 

^tegare^^^gthat you offer for sale. 

Qi| ; W^:.^ u t w ithin the same, so the speak, family name? 
AP ;: ™,-'i|ight. If it's a Camel line extension, then it 
will b g^Ca^ el X. 

S . CASSIDY: Would you like to take a mini break 
, or just go straight to noon? 

VIDEOGRAPHER: There's only three minutes left. 
WITNESS: I'd like to run out to the -- 

MR. CASSIDY: Okay. Let's at least go for the 
run-out break. 

VIDEOGRAPHER: We're going off the record at 

11:12 a.m. This is the end of tape number one. 

(There was a break taken.) 
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VIDEOGRAPHER: We're back on the record at 11:15 

a.m. This is the beginning of tape number two. 

Q. Mr. Leary, have we covered the principal market 
executions that occurred with respect to Camel cigarettes 
in the period that you were the senior manager of Camel 
cigarettes in the early 1990s? 

Aa We've covered the things that I have a ready 


recollection of. 


id that were principal executions? 

ley are the things that I recall right now as 

ist prominent things I worked on. I can't 

tfith certainly without going back and looking at 

im I did and -- but they are certainly most of 

s I think. 

cay. Can you tell me what your responsibilities 
, J.R. Reynolds from August of 1993 to November 


being 



the bi 


were w 


of 199 





A.- r was responsible for the overall marketing, 
strategy, and campaign development for Camel and Winston, 
particularly as it related to the positioning of the 
brands. 

Q. So did you have responsibilities for two brands 
at that period in time? 

A. Portions of two brands. 

Q. And again, that portion was positioning efforts? 
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A. The positioning, the market strategy, and 
particularly the advertising. 


Q. How particularly the advertising? What does that 


mean? 


A. I would say that was my primary day-to-day 
responsibility. I was not -- I was in charge of the 
marketing strategy and what we called equity development, 


which iMrthe same thing, but in terms of executing that 


day- to -p 
advert ijl 


the ot 



page h 
positi' 


demonst 




I was only responsible immediately for 

There were other people that were handling 
smponents of the marketing mix. 
i> equity development and marketing are used as 
R.J.R. Reynolds? 

ill, by equity development, as it says on this 
j/hat that means is the marketing strategy 
?of the brand. One of the primary ways to 


| that positioning to adult smokers is through 


the advertising. So given that iB one of the more 
immediate links to the positioning, that was one area I was 
responsible for day-to-day. 

Q. And in terms of the day-to-day activities that 
you had with respect to the advertising, would that have 
involved communicating with the creative ad agencies that 
were responsible for the Camel and Winston brands? 

A. Yes. 


HUSEBY/INTERIM COURT REPORTING 

://legacy.library.ucsf.ecSj 2 itiid(^(l|fl>tpffiQ(ZMp«Mv.industrydocuments.ucsf.edu/docs/qnhl0001 


52189 0407 




1 

2 

3 




9. 

i 

11 

12 i 

pi 

13 

P 

14 

15 

| 

16, 



18 

19 

20 
21 
22 

23 

24 

25 


80 

Q. What creative ad agencies were responsible for 
the Camel brands during that period? 

A, Mezzina/Brown. 

Q. So there was only one agency? 

A. Responsible for the advertising, that's correct. 

Q. Is Mezzina/Brown still responsible for the 
advertising for Camel brand? 

As far as I know. 

you have an understanding as to when they were 
-o the account? 

was sometime at the beginning of my tenure a6 
^er on Camel. 

|at is a creative ad agency? 

ad agency is a business that specializes in 
hent of advertising strategy and advertising 


they create the content of the advertisement? 
Hfy content, what do you mean? The actual -- 
The actual ad that you might see in a magazine or 
the actual display that you might see on a billboard. 

A. Yes. Well, they create the creative and the art. 
They, chances are, do not produce the magazine or the 
billboard. 

Q. Sure. Have you ever gone on a photo shoot for an 

ad for any R.J.R. Reynolds product? 
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in 1998? 
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A. 

22 

I cannot 

23 

I can't 

24 

0. 

25 

A. 


A. Yes. 

Q. Can you give me a listing of those ads that you 
participated in in terms of the photo shoot? 

A. I can't give you a listing of every one. I can 
tell you that I have been on Winston photo shoots. 

Q. What campaign or campaigns involving Winston 
cigarettes were you on photo shoots for? 

Jo Bull campaign. 

id could you give me a description of one of 
shoots? 

Phe one I -- The one I recall was here locally. 
;ouple executions for the current campaign. One 
Lcular was -- the ad is a woman saying "Until I 
man, I'll settle for a real smoke," and it was 
ile blocks from here. I was also involved in a 
to shoot which was -- as a line extension of 
l|re we shot a tobacco story about the aging of 

Now, at the No Bull photo shoot, did that occur 

No, that might have occurred in 1997 or in 1996. 



But is that an ad that is currently running? 
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Q. So there can be a fair amount of time from when a 
photo shoot occurs to when an ad is actually -- 

A. It could be. 

Q. -- executed? 

A. And I said '96 and '97, we're in '98. I'm just 
trying to backtrack. It may have -- It may have been any 
time from late '96. You know, I can't remember when the 


shoot 


an ad 


extend 


running 






tell tl 


blouse 



but, yes, I mean sometimes it takes a while for 

! 

t to market, other times an ad is run over an 
riod of time. That particular ad we have been 


jce we launched. 

ifn the photo shoot process do you have editorial 
|that? Can you tell the -- For example, can you 

lotographer, no, I don't want that particular 

* 

sfhat particular model? 


Qpipii|kay. what was the creative ad agency for 
WinstoliSu^ing the time that you were the senior manager? 

A. Coin Beam was an agency that was doing some work 
on Select, and as I recall, we were in a developmental 
phase with Winston and there were several agencies working 
on WinBton. 

Q. Who is the current ad agency for Winston? 

A. Long, Haymes and Carr. 

Q. What's the relationship between R.J.R. Reynolds 
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and Long, Haymes and Carr? 


A. They're our advertising agency for our Winston 


brand. 


Q. Is that the exclusive duties that Long, Haymes 
and Carr have for R.J.R. Reynolds? 

A. Well, as our advertising agency they are involved 
in alqpst every area of the marketing elements, so. 


invol 




feut besides just Winston cigarettes, are they 


ith R.J.R. Reynolds? 
jlot on a regular basis. 

^8 there a particular person at Long, Haymes, and 
|.s in charge of the creative contents of the 
| Bull campaign? 


A >, ^^The person that is in charge of the account area 



that i! 


mentioi 



-- that handles advertising I believe is 
n one of these documents as Tim Clark. 


QPP^&kay. But isn't there a distinction between the 
account executive and the -- 
A. There is. 


Q. -- creative person? 


A. There is, 


Q. Who is the creative person at Long, Haymes and 
Carr on new Winstons? 

A. Bill Puckett. 

Q. What does a creative person do within an ad 
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agency? 

A. They manage the creative process, including the 
people that do the creative and the creative product, 

Q. Okay. Let's go up to December' of '94 to January 
of '97. What were your responsibilities with R.J.R. 
Reynolds during that time period? 

A.K^ I was responsible for the Winston brand with, I 
guess yi§u could say, a primary focus on the marketing 
activithsfeii 

sll, how are those responsibilities different 
fesponsibilities as senior manager for equity 


was responsible for all the areas and the 
the areas as opposed to just one. 
id that one just before was advertising? 

:rategy, positioning, advertising, yes. 
ire you responsible for -- How did the No Bull 
campaign evolve? 

A. We wanted to find an effective positioning for 
Winston among adult smokers, and so we set out to develop a 
strategy that would interest adult smokers in Winston. 

Once we had the strategy, we worked with advertising 
agencies to develop campaigns that would effectively 
communicate that strategy to adult smokers and the entire 
marketing campaign or marketing -- all the marketing 
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elements. And we test marketed it in Florida in I guess 
'96 to '97, and adult smokers down there were buying 
Winston in increasing numbers, and we decided to launch it 
nationally in August of 1997. 

Q. When you test marketed it in Florida, did you 
test market it with, say, one city and then go state wide, 
or did ^p^just go state wide? 

A|»~ ^ actually test marketed it in the entire state, 

though Nvfll^ida contains I believe a couple regions, so it 
was pr^gg^i^Ly in the southern portion of southern Florida, 
and witllPfl^diff erent region that actually, as we discussed 
.ie:^,overlaps two or three states, and parts of that 
was' inyolAreli as well. 

Q. .^§& kav. Well, were you, so to speak, the brains 
behind |fche«^,No Bull campaign? 

A JH£Sf was responsible for Winston when it was 
develot 



Q. Well, who came up with the idea of No Bull, if it 
was a particular person? V 

A. Well, oftentimes the way this works is there's a 
whole team of people that are all contributing to the idea 
development. I was in charge of Winston. I don't know 
that I would use the words I was the brains behind it. I 
was in charge of Winston and in charge of developing this 
idea when the idea was developed. 
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Q. Well, within this team 
A. I was in charge of that team. 

Q. Okay. Who was the person within that team that 
first articulated the idea of let's have a No Bull 
cigarette? 


Well, there's a couple questions there, One is 
;egy for a brand that is -- stands for true to 
what you see is what you get, reject 
:y that is supported by a product configuration 
percent tobacco, no additives for true taste, 
component. The other component is the words No 
^wolild have to say I was intimately involved in 
process of the strategy development. The 
actual was the fruition of many agencies contributing 

many different ideas, and I really can't pinpoint who first 
said t^P U frds No Bull. The concept and the strategy were 
there beflor^ the words. 



Q. Well, this might be a chicken and the egg 
situation, but what came first, the concept c*f a no 
additives cigarette or the strategy of a No Bull campaign? 

A. The goal setting out on Winston was to develop a 
strategy that would differentiate Winston in the minds of 
competitive adult smokers, as well as current Winston 
smokers, and to do it with a unique strategy. The strategy 
was probably in place -- Well, I know the strategy was in 


J 
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place before the campaign was in place because the strategy 
drove the campaign. 

Q. For us just to be precise here, you're using the 
words strategy and campaign, what specifically, with 
respect to the Winston cigarettes, are you referring to 
when you say the strategy and when you say the campaign? 

AK The strategy is to have a positioning represented 


by thentfo 



idea, whether it was called No Bull or when 


were coined I can't remember, but that was a 
it said we're going to have a brand that stands 
yourself, what you see is what you get, reject 
:y, all the attitudinal side. On the product 
|fference side it is going to be supported by a 
^ade from 100 percent tobacco, no additives for 
true taste. That strategy was in place, and then 

we set^^#to develop advertising that effectively 
commun^ated that strategy to adult smokers. 

Q. Were you working with the research and 
development department on a regular basis in-*terms of 
coming up with a no additive cigarette? 

A. Yes. 

Q. Had they previously proposed a no additive 
cigarette prior to the strategy of having a position that 
would reflect the attitude of No Bull? 

A. The idea of a cigarette that did not have any 
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. 8B 

additives may have been around, but a cigarette, to my 
knowledge, had not been produced that did not have any 
additives. One of the challenges with the Winston 
proposition was to develop a cigarette that Winston smokers 
liked and adult smokers of other competitive brands liked 
as well that was made from 100 percent tobacco, so. 

Q.K^ And when you refer to smokers of competitive 


brands,^was there a particular competitive brand that was 


of int 


A.LZjSh&II . in this market, given that over 35 percent 


of the sesa^lifet is represented by one brand in Marlboro, I 

I I ? 

dp|N^at that's the primary brand that you have the 

to grow your business from. But the -- We were 
interested^in interesting adult smokers of all nonWinston 


brands 



market 


cay. When you refer to in this market, what 
you referring to? 


A. Cigarettes. 

Q. Okay. Not necessarily full -- fulHprice versus 
savings? 

A. Well, you could segment it and say that our 
biggest opportunity is among adult smokers of full priced 
brands, though it is possible for people or adult smokers 
of savings brands to come to the No Bull proposition as 
well. 
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Q. But does Marlboro have a 35 percent market share 
of total cigarette sales? 

A. Yes. That's a rough -- 

Q. So that means roughly one out of every three 
cigarettes sold in America is sold under the Marlboro 
family name? 


- »*■ 

Q 

such a 
A 
Q 
A*. 

'an ‘attlS 
and rele 





es. 

o you have any theories as to why Marlboro is 
essful cigarette? 

have my own personal theories that -- 
ould you share those? 

es. They developed a campaign that represented 
that was distinct from other cigarette brands 
t to adult smokers of the '60s and '70s. They 


producfk&w.A^product that was high quality, and they stuck 


with tffltP<irnage and that quality product consistently over 
the ye ^^^ nd built it through that way. I believe at one 
point they were -- I think they were instrumental in 
launching the flip top box concept, but I canfeft recall when 
that was. 


Q. Are your aware that at one time Marlboro was a 
cigarette that was targeted at a female smoker? 

A. I've heard that. It's before my time though, but 
I have heard that. 

Q. And how would you characterize the targeting of 
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Marlboro cigarettes today? 

A. Of Marlboro cigarettes? 


Q. Uh-huh? 


A, Given their size, they're marketed to every adult 
smoker in this country. 

Q. Is it kind of like the McDonald's of cigarettes? 
A.K, It's certainly a big brand. 


Q.^ ^t's the biggest brand? 

A.p^ili the cigarette industry. 


it the biggest brand worldwide? 
don't know that. 

ve you ever heard of American Spirits? 


hat's your understanding of the characteristics 






of American cigarette cigarettes -- American Spirits 


cigaret 


ley are a small brand that is sold in limited 


outlets at a premium price, and I believe they're no 
additive. <- 

Q. Do you know how long they've been on the market 

for? 

A. I do not. 

Q. Do you know if they were on the market prior to 
the introduction of the new Winston cigarette? 

A. They were. 
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with respect to Winston cigarettes? 

A. Ultimately. 

Q. Do their planB have to be brought to you for 
approval? 

A. We work closely with the media department to make 
sure that our objectives and strategies are being executed 
in the Correct fashion that meets our -- meets the brand's 
objectives and strategies. 

0 . k3«^ ll. do they come to you then with their plans? 

A^ey may not come to me directly. I have 
Romehnc^^ya t works -- But I'm aware of what goes on. 

^ the plans are approved up through my 


11, is there an annual plan that they come to 
approval? 

do annual plans, and those plans are massaged 
he year depending on the needs of the brands. 



m 

KJ 

00 


but yes, we ! do annual plans. 

Q. Is an annual plan ever adopted withput coming ; £ 

to -- without being specifically approved by you? 

A. NO. 

Q. Is a particular advertisement, whether on a 
billboard or in a magazine, ever executed without passing 


<s> 

to 


■rtf 


by your desk for approval on the new -- 
A. No. 
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you essentially have the same responsibilities as Ms. 



Creighton with the exception, of course, that she handles 
the Camel brand and you handle the Winston brand? 


Q. Okay. Could you tell me the people that are 
within your department? First of all, how many people are 


there? 


There 


assist; 





'm going to have to count them. There are -- 
ight in my group. 

|id does that include assistants? Are there any 
lor those eight people? 


J AThat' s from top to bottom. 


Q.p®^3^ay. Can I get their names and principal 
respons^^^.ties?. 


manage if 



ike Fagan, F-a-g-a-n, he's the senior marketing 
Charge of sports marketing for Winston. I may 


have mi pc|ou : |ited. We'll get them when I give you all their 
names. He has two assistants, Cressida, C-r-e-s-s-i-d-a, 
Lozano, L-o-z-a-n-o, and she is an assistant market 
manager, works for him. He has one other named Louise 
Turner, and she is a marketing assistant, works for him. 

Q. And does Ms. Lozano have particular marketing 
responsibilities? 

A. She primarily concentrates on Winston Cup racing. 

Q. Is that the NASCAR racing? 
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A. The NASCAR Winston Cup racing. And Ms. Turner 
concentrates on NHRA Winston drag racing. 

Q. Okay. 

A. Mike Shaw, S-h-a-w, is responsible for -- he's 
the senior marketing manager responsible for retail. He 
has one assistant by the name of Winton, W-i-n-t-o-n, 
Jennet|e^^-e-n, I think it has two Ns, e-t-t~e, and he's 
an assistant manager. 

Q: ^Tnd his duties also overlap Mr. Shaw's in terms 



of ret i 


i^ell, he -- he reports to Mr. Shaw. 
Okay. Joe Michalek, and I think that's 


M-i-c-h-a-jO-e-k, and he is a manager in charge of 


advert i{ 


and direct marketing. And he has an assistant 


by the| 


of Michael Lamphier, L-a-m-p-h-i-e-r I believe, 


and hefWmanager as well. 



ow, advertising, is that print and outdoor? 


A. Yes. 

Q. And his assistant's duties? > 

A. He helps primarily -- Oh, I did leave out 
somebody. He helps primarily in the advertising arena. He 
has another assistant by the name of Veronica Walton, and 
she manages direct marketing. I think that's going to get 
U8 up - No r I " 

Q. That's okay. 
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A. And then I have a secretary, Diana Martin. 
Q. Does she have any substantive duties? 

A. Her role is substantive, but she's an 
administrative assistant. 

Q. And by substantive I meant in terms of the 
marketing of Winston cigarettes. 


>hakes head negatively) 

:ay. What is the 1998 budget for marketing for 
>r Winston cigarettes? 

1. BEACH: I'll object to the question on the 
: it calls for irrelevant information as well as 



new 


grounds 



P^>rmaffiir that' s highly proprietary. 

CASSIDY: Okay. Well, you know, I'm not 

going to^end the deposition explaining relevancy to you. 
Because^imder California law and Massachusetts law the 


proper 


ids for an objection at a deposition are to the 


form ofpijhej question and also, you know, of course, on the 
matter of privilege. So I'll just leave that aside. I 
realize this is highly confidential, and justS-designate 
this part of the deposition transcript as highly 
confidential'. 

Q. Can you please provide an answer? 

MR. BEACH: I don't think that you need to 
respond to this question, Ned. It does not call for 
relevant information and it's highly proprietary. 
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MR. CASSIDY: Okay. Counsel, I believe you're 
violating our stipulation not to make speaking objections. 
Unless you are going to instruct the witness not to answer, 
please allow me to ask the witness a question. 

Q. What is the 1998 budget for marketing on Winston 


cigarettes? 



differ^ 




^n totality it's about $285 million. 

And can you break that down now into the 


ategories within that $285 million figure? 


>out $100 million of it is discounting, 
id what is discounting? 


A^^Tteducing the price of the cigarettes at the store 


|tch competition. 



!an you give me an example of how or why that 


would occur? 



ft occurs when we go■in and tell the retailer 

? 

^ to reduce the price or pay you a promotion 




we' re 


allowance to reduce the price. And it occurs because it's 
a very competitive marketplace and there's pr^ce 
competition going on, and we're trying to remain 
competitive. 

Q. For example, if Marlboro dropped their prices in 
one region, you would seek to match that so there would not 
be too much of a price differential between Winston and 


Marlboro? 
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A. That's right. 

Q. Okay. So that leaves us now with $185 million. 
A. And I'd put probably $85 in advertising. 

Q. And within advertising is it broken up between 
print and outdoor? 

A. Yes, and I believe that's pretty close to 50/50, 
Qlk, There is no other major forms of advertising 
beside^'from print and outdoor? 


kay. So I think that leaves us now with another 
n. 

'd say $60 is in Winston Cup -- or Winston motor 
sorships. 
kay. 

hat do we have left? 
think we're at $40 million, 
put $30 in retail. 

Is that the point of sale items? 

Uh-huh.' Well, point of sale, advertising, yes. 
Display items? 

(Nods head affirmatively) 

Okay. Now, I've lost the total number. 

$10. Other. 

$10. Okay. What's other? 

Miscellaneous, freight charges, things like that. 
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Q. Okay. My memory, and I'm not going to say that 
this is precise, was that Ms. Creighton yesterday testi -- 
or two days ago testified that the annual, and actually 
this might have been 1997, the budget for Camel cigarettes 
was $375 million. Does that sound right or wrong in 
comparing -- dealing with your understanding of -- I'll 
stop ahd 1^11 ask a specific question. Is the advertise -- 
Is the^marketing budget for Camel greater or smaller than 
for Wi&&ii&4? 

i 

Recording to what you said she said, it would be. 
forget about what I said. What's your 
mg? 

think they're similar. 

jYou think they're similar. Well, one category I 
»t she mentioned was the fees to the ad agencies, 
be included as a marketing expense? 
id it is in my -- in my -- I mean, those are 
round alsout^f igures. Yes, we pay the advertising agency. 
Where did I characterize it -- or categorize I could 

have put it in advertising. I don't know. 

Q. Okay. But you can't think of any other category 
that we haven't mentioned right now that would fit within 
Winston -- Winston's marketing budget? 

A. Huh-uh. Wait a minute. Did I mention any direct 
marketing? There's probably a small part of direct 
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marketing in there too. 

Q. Okay. How much money under direct marketing? 
A. I would say maybe $5 million. Make direct 
marketing $5 and other $5. 



marketing campaign as successful in terms of increased 
sales? 

A. Yes. 

Q. Okay. How much have sales increased since the 
product was introduced on a national basis approximately 
one year ago? 
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1 A. I don't have a year-to-date or year-to-year. 

2 What I can tell you is that in the fourth quarter and in 

3 the third quarter -- Excuse me. In the fourth quarter and 
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A. Do adult smokers believe my advertising? Adult 
smokers see my advertising. They find the No Bull attitude 
interesting. They find the 100 percent tobacco cigarettes 
interesting. And they find the new pack interesting. And 
all those things are combining to interest adult smokers in 
what is a relatively new Winston. 

QK,. .And that interest is resulting in greater sales? 

A jf ^ hat ' s right. 

, CASSIDY: This is a logical time for me to 
take a ft^^ c -- or to switch topics. We can also break for 
lunch you would like to. 

^”Hr. BEACH: Fine. Before we go off the record I 
^Sild J^ilPflike to note that we'll go ahead and invoke the 
provisic^^jof the confidentiality or the protective order 
that applies with respect to highly confidential 
inform&^J that's been disclosed during the first portion 


inform$a^BR that's been disclosed during the first portion 
of thi^^e^osition, and presumably you're familiar with 
those requirements, as is the court reporter. 

MR. CASSIDY: Okay. But you'll have to, 
subsequent to the deposition, identify the specific pages 
that you're invoking as confidential. 

MR. BEACH: i understand the way the protective 
order works, and we will do that. I just want to make it 
clear that it will control this transcript from this point 
forward through the termination of the deposition. 
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VIDEOGRAPHER: We're going off the record at 

11:55 a.m. 

(There was a break taken.) 

VIDEOGRAPHER: We're back on the record at 1:02 


p .m. 

Q. Mr. Leary, do you understand that you're still 
under &ajth? 





es. 

kay. Is the market share for Winston larger 
.mel? 

believe slightly. 

>o you have an understanding as to what is the 
e for Camel? 
ot specifically, no. 

an you give me a listing of the ranking by 
e of the top ten cigarettes sold in America in 


A 
Q 

than fi 
A 

Q 

Wketl 
A 

Qk 

market 
1997? 

A. Not really, because if you're talking about 
cigarette styles, they're individual and I can tell you 
that the largest brand family is Marlboro. 

Q. Okay. Well, let's stick to brand family. 

A. Okay. I can give you a roundabout of the largest 
selling brands. In terms of their exact rank, that changes 
sometimes. But within the top -- gosh, top ten families 
within that, for sure Marlboro is biggest. 
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Q. Number one Marlboro? 

A. Right. 

Q. Okay. 

A. And you mentioned 1997. I don't know the annual, 
but X can give you a roundabout where we are today. 

Q. Okay. I thought '97 would be fair, but if today 



It's a twelve-month period, I'd have to actually j 
t data. Doral. 

pid that's -- Excuse me. Actually, I will be 
'11 let you continue the list, 
oral, Winston, Camel, GPC, Newport, perhaps 
s Basic. How many have I given you? 
ight. 

d when I'm saying perhaps, I mean, I'm not sure 
are. They strike me as being -- Merit, 
ims. 

So the number six cigarette you gave me was 


Newport. 


A. And it's probably bigger. Again, those were not 
in ranking order. Those are among the top ten. In fact -- 
Q. Do you have an accurate idea as to what the top 
five are? 

A. Not exactly. I believe the -- I know the number 
one is Marlboro. I know number two is Doral. After that I 
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1 
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3 



could have them off by a position. 

Q. Now, that -- those brands included both the full 
price and the savings brands, correct? 

A. Marlboro is a full price brand, Doral is a 
savings brand. 

Q. Okay. Do you have an idea of the top five full 



ey are probably on that list, Marlboro, 
el, Newport, and again, that's not in priority 
, Merit. 

w about the top three? 

ou're trying to get me to tell you exactly what 
y are in, because all I can tell you for sure 
is number one. Number two I believe -- I 
Winston. I believe Newport is right in there, 
The honest answer, I don't know the exact 
fHthe brands, 


Q. Okay. So has the ranking between Camel and 
Winston fluctuated over time? V 

A. Winston, since I have been with the company, has 
always been bigger than Camel. 

Q. And that's since 1984? 

A. Uh-huh. Yes. ' 

Q. Okay. Without revealing any specific statements 

by your counsel, what is your understanding of the lawsuit 
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in which your deposition is being taken today? And 
actually it's lawsuits. 

A. The notice for deposition I believe was to gain 
information about the marketing of cigarettes. There 
were -- are some -- I don't know what the correct legal 
term, complaints about targeting minors with marketing 
efforts*. There are also I believe some questions about 


Winstons marketing. 


||re you aware that one of the additional claims 
*the plaintiffs is that the defendants, including 


brought 


R . J . R-. 





agains 


amount 




e engaged in unfair and deceptive business 
which include denying that there is a link 
king and disease? 

may have -- I may have read that, 
ire you aware that the penalties that are sought 
* defendants, including R.J.R. Reynolds, could 
illions of dollars? 


A; r am aware of that. 

Q. Given your financial interest in the company as a 
senior executive and the fact that plaintiffs are seeking 
such large damages against R.J.R., will that affect your 
ability to testify truthfully today? 

MR. BEACH: Objection to the form of the question 


in that's it's argumentative and improper. 

MR. CASSIDY: I believe the question is proper. 
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Q. Could you please answer? 


Q. Will you testify truthfully today even if an 
answer may reflect negatively on R.J.R. Reynolds? 

MR, BEACH: Let me object to the form of this 
question on the grounds, again, that it's argumentative. 
You ha^e,asked this witness repeatedly if he's aware that 
he's testifying under oath, and he's answered those 


he's testifying under oath, and he's answered those 

I "'W” ^ 

questiJlIiNiiffirmatively. I object to your argumentative 


queBt i< 



inswer 



id your attempt to harass this witness. 

1. CASSIDY: Counsel, -- 

l. BEACH: Subject to that objection, he can 
question. Would you repeat the question for 


the witness, please? 


person 


CASSIDY: No. Excuse me. Counsel, I am the 


i 'b conducting the deposition. Do not instruct 


the co||importer to repeat questions that I have already 
phrased to the witness. Secondly, are you not aware that 
the parties have stipulated not to make speaking 
objections? 

MR. BEACH: Counsel, why don't you just move 
ahead and take your next question. You can either repeat 
the question that you asked -- I'm not going to get into a 
debate with your about what has been stipulated or not 


stipulated. 




MR. CASSIDY: And then if it has been stipulated, 
I would request that you not engage in speaking objections. 
I will repeat my question. 

Q. Will you testify truthfully today even if an 
answer might reflect negatively on your company? 

A. I swore at the beginning of this deposition to 
tell thb^truth, and that means I'm going to tell the truth 


under any qircumstances. 


Q.pmi^|ve you ever signed any type of confidentiality 
agreeme^^^^.th R.J.R. Reynolds? 

A.cannot recall when I was first employed. I 
t|||y|k sign something to that effect, but I can't 

it was . 

would that -- whatever exactly that was 
that yoy^si^ned, would that effect or limit in any way your 


ability 


will tell the truth. 



■estify truthfully today? 

3 I mentioned, I swore to tell the truth, and I 


Q. What is your annual salary? V 

MR. BEACH: I think the question -- I object to 
the form of that question, that it's interposed for 
harassment purposes. It's irrelevant to any issue in this 
litigation. And I don't think that you should answer that 
question, that's your personal business. He's not entitled 
to that information. 
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MR. CASSIDY: It's goes to the issue of potential 

bias. 

Q. Could you please answer the question? 

A. How much I make is not going to bias my answers. 
I'm going to tell the truth. I don't think what I make is 
anybody's business but my own. 

Q ^^Ar e you refusing to answer the question? 

- BEACH: I'll make it easy on the witness. 

Ned, I^PNpling to instruct you not to answer the question. 


It's i 


irrele^ 


surpose 




sed for purposes of harassment. It's 


H You have already established that he has a 
interest in this company, and that satisfies your 
%?hy don't you move along and ask your next 


guestion^sMr. Cassidy. 


salary 



Do you not think whether someone receives a 


a particular company might affect their 


testimpr^^either consciously or unconsciously? 

A. It doesn't affect my ability or willingness to 
tell the truth under any circumstances. I'm^employed and 
compensated based on my ability to effectively market 
Winston cigarettes to adult smokers. There has never been 
a conversation or any implication that how much I make 
bears at all on telling the truth in a legal proceeding. 

Q. Do you receive a bonus plan with your annual 


salary? 
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A. Yee. 

Q. And how is that bonus plan calculated? 

MR. BEACH: Again, Mr. Leary, I'll instruct you 
not to have to answer these kinds of questions. They are 
interposed for harassment purposes, they're irrelevant. 
You've established that he gets a bonus. We don<t need to 
go further than that, Mr. Cassidy. 


Q. j 

f 

Winstonp 

J 

A.| 
perform^ 
|any^ 
Ihe 
Q 




your bonus plan linked to the market share of 
rettes? 

bonus plan is, of course, linked to the 
of the company. Winston is a part of that 
refore, Winston contributes to the performance 
ny. 

it exclusively linked to the sale of Winston 


cigarettes? 

A.^^^^'s based on the total company's performance, 

Q.^^^d what is the total company's performance? Is 
that market share, or is that net revenue? 

A. It's a variety of things. v 

Q. Does it include market share? 

A. It includes market performance as well as our 
profitability, both. 

Q. How do you calculate -- How is the market share 
calculated? 

A. By adding up all the cigarettes sold and dividing 
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3 



by how many of them were ours - 

Q. And by adding up all the cigarettes sold, would 
that include sales of cigarettes to underage persons? 

A. The market share, as is calculated by independent 
contractors, is based on retail sales. And they go in and 
count how many -- I think. You're into an area of research 
that olh*er& might be more adept at answering exactly how 
it's d<pje^i>ut they physically count the amount of the 
cigare|lliPfin stores and see what percent of them are ours. 
Qt ^^^ hat was your annual bonus for the year 1997? 

BEACH: Same issue, Ned, this issue is 


r 




levUit? This question is interposed for harassment 


fou don't need to answer this question. 

CASSIDY: The witness has not testified that 

underage sales are excluded from calculation of the bonus 
that's l^^ributed by R.J.R. Reynolds, therefore, I believe 
it's ai^^^ropriate question. 

MR. BEACH: Mr. Cassidy, don't argue. I don't 
care what your opinion is of your question. < 

MR. CASSIDY: Are you instructing the witness not 


to answer the question? 

MR. BEACH: Yes, I am. 

MR. CASSIDY: Fine. 

Q. Do corporations have the responsibility to market 
safe products? 
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MR. BEACH: Is that a legal question? Are you 
asking him for a legal question -- conclusion, Mr. Cassidy? 

MR. CASSIDY: I'm not asking him for a legal 
opinion. I'm asking him for his lay understanding as to 
the beliefs and responsibilities of corporations. 

A. Can you repeat it, please. 

Q-K d? corporations have the responsibility only to 
market fafe products? 


to wha 


cigaret 



le term corporate responsibility, let me speak 

company does and what I do. We market 

:o the 45 million adult smokers out there that 


>se ^o sirtoke a legal product. Since I have been with 


le ■ coti 


over fourteen years, I have never done nor 


seen an ythin e other than a responsible effort at marketing 
cigarettes to the 45 million adults that smoke. To your -- 


Well, t|^^^ my answer to that. 

0.^^ es R.J.R. have any official position on the 
health consequences of smoking? 

A. It's my understanding that the company's position 
is that cigarette smoking is a risk factor associated with 
certain diseases, and that those risk factors are 
highlighted in warnings that appear on every pack, carton, 
print ad, outdoor billboard that we produce, and we suggest 
all adults take those warnings seriously. 

Q. Is that position stated in a written document? 
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A. I don't know. 

Q. Have you ever seen a copy of that position in 
writing? 

A. I have seen the company's position either quoted 
or -- I can't recall whether I have seen it in internal 
documents. I have certainly seen it. 

?oes R.J.R. Nabisco have any official position on 


the health consequences of smoking that affects your 


operat 


questi| 




as an R.J.R. Tobacco employee? 

BEACH: Objection. Could you repeat the 
lease? 

R. CASSIDY: I will be happy to repeat the 


oes R.J.R. Nabisco have any official position on 
health^coniequencee of smoking that affects your operations 
as an Tobacco employee? 

llR, BEACH: Okay. Objection to the form of the 
question on the grounds of lack of foundation. 

Q. Well, okay. Does R.J.R. Nabisco haye any 
official position on the health consequences of smoking? 

A. I don't know the corporate position. I know my 
company's position. 

Q. That's fine. If you're unaware of the answer, 
that's fine. What information, if any, are new R.J.R. 
employees given when they join the company with respect to 
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smoking and health issues? 






MR. BEACH: Objection to the form of the question 
on the grounds of lack of foundation. 

Q. Are new employees of R.J.R. Reynolds given any 
information with respect to smoking and health issues when 
they join the company? 


R. BEACH: Same objection. 



askingj 



. CASSIDY: I think I have -- I think I'm 


her there is a foundation. 


ould you please answer, 
don't know the training of -- Well, I don't 


iow t^^company's procedures when it comes to every 



of the 


people. 


start e! 



iat comes in. I can speak to the marketing side 
Ltion, which I have input in hiring and those 


our position is what was related to me when I 


1984, and it's what I have seen executed 


consistently, and that is we're in the business of 
marketing cigarettes to adult smokers, and we do that 
within the rules and regulations that are agreed to with 
Congress, as well as our internal operating procedures, and 
they fully understand it and fully understand that there is 
no room for -- 

Q. Is that information provided to new employees 
within the marketing department in writing or orally? 

MR. BEACH: Same objection to the question. 
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A. I suspect that it's both, 

Q. Are you aware of any written document that states 
R.J.R.'b position that's given to personnel within the 
marketing department? 

A. I am aware of a document that was circulated, I 
think it was a few months ago, where the -- our position 
was dofeugiei^ted and reinforced again to clarify our position 
on mar g of cigarettes. 

So that was a document circulated in 1998? 
think it was '98 or '97, but it was basically a 
of our company's policy. And -- 
Jas there a title to the document? 

i 

SR. BEACH: Excuse me. Did you finish your 
answer jjhe last question? 

llTNESS: Well, I was going -- I was going to add 

someth: 

Q | I ^'m sorry. 

A. I was going to add that something had occurred to 
me that it is broadly circulated to everybody* particularly 
in the marketing department, is a copy of the cigarette 
advertising and promotion code. 

Q. What does that pertain to? 

A. Cigarette advertising and promotion, and it's 
regulations and rules. I believe it's a voluntary code 
that the tobacco industry is -- It may have been -- I'm not 
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Q. How long have you been a Winston smoker? 

A. A couple years. 

Q. How long have you been a smoker? 

A. I started smoking in college and smoked off and 
on for several years, and then I quit two years -- Going 
back in time I had -- until two years ago I had not smoked 


for a' 



our or five years. 

o you remember your first cigarette? 





diseas* 


?ell, if smoking is a risk factor for certain 

i 

|>hy does R.J.R. advertise and promote the sale of 


cigarettes? 


15 million adults choose to smoke in this 


countrye are in the business of selling cigarettes, a 
legal p£^uct, and the reason we advertise and promote our 


cigarep 


is an effort to interest more of those adult 


smoker y,^ap proximately 75 percent of whom do not choose to 
smoke R.J.R. products, but choose to smoke cigarettes made 
by our competitors, so we market our productsi in an effort 
to capture a greater share of those 45 million adults who 
choose to smoke. 

Q. Do you believe the Surgeon General's health 
warnings adequately inform the smoking public of the risks 


of smoking? 


MR. BEACH; Objection to the form of the 


'tici.'dyqOiTaOO/pdf 1 


52189 0445 



118 


question, grounds of relevance. 


A. I think -- I think the risks, health risks, 
associated with smoking are universally known and have been 
for as long as I remember, and I think the warnings aid in 
the continued reinforcement of those health risks. 

Q. Well, what are the health risks that are stated 
on the |*qigarette warning labels? 


All four? 


i -huh. 


‘pu'd like me to recite the -- Cigarette smoke 


contai hg«*oar bon monoxide. Smoking by pregnant women can 
fl fult ^^^remature birth and I believe reduced birth 
ill%ht^^|garette smoking can cause lunge cancer, 
emphysema^. n eart disease. And quitting smoking now greatly 
reduce#'"wdious risk to your health. 

Qkss^pien you said the health risks associated with 



smokind 


universally known, were you referring to all 


the statements made on the cigarette warning labels? 

A. I was referring to, in general, thei, f act that 
cigarette smoking has been linked to various diseases, and 
that people know cigarette smoking is not good for you. 

Q. Well, do people understand the range of health 
risks that are associated with smoking -- 
MR. BEACH: Let me obj ect -- 


-- that you -■ 
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MR. BEACH: I'm sorry. Are you done with your 

question? 

Q. Do people -- 

MR. CASSIDY: No. 

Q. Do people understand the range of health risks 
that are associated with smoking, whether that's limited to 
the Su General's health warnings or not? 

BEACH: Let me object to this question on 

ounds. First of all, it calls for speculation, 
re this is an objection as to form. Second of 
ke to make the observation, Mr. Cassidy, I have 
eleyance objection to this whole line of questioning 



which @flmi| to me to be improper, well outside of Mr. 

Leary's J^pertise. 

CASSIDY: Are you going to continue to make 

speaki|i|F§bjections throughout this deposition and violate 
the st^glilition? Can you just not say relevance? 

MR. BEACH: Are you going to continue to pound 
your fist on the table? I'm simply telling you. that I have 
a concern about the fact that you're wasting this 
gentleman's time, you're wasting my time, and everybody 
else associated with this deposition asking questions that 
are improper. 

MR. CASSIDY: Fine. We can continue past 5:30 if 
we're going to spend the whole deposition talking to each 
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other. 

Q. Are you aware of the types of cancers that are 
identified by medical authorities as caused by smoking? 

A. I'm aware of lung cancer. 

Q. Are you aware of any other types of cancer that 
are identified by medical authorities as caused by smoking? 


the cancers that afflict women today, are you 



aware 


breast 



^whether more women die from lung cancer or 


Stolon cancer? 


f . BEACH: Objection to the form of the 

t's well outside the area of his expertise. 

. 

ons are improper and irrelevant. 

Q. jjjgga this outside of your expertise? 

A.^ TOJ J3'es, I know nothing of the -- 

BEACH: He's not a scientist, Mr. Cassidy, as 

you wel ^^n ^jw. 

MR. CASSIDY: Are you testifying? 

MR. BEACH: No, I'm simply reminding you of what 
you know, Mr. Cassidy. Why don't you move this deposition 
so we don't have to be here past 5:30. 

MR. CASSIDY: Counsel, we can go until 6:00 p.m. 
if you want to keep on talking. 

Q. Have you ever reviewed any articles or studies on 
the health consequences of smoking? 
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A. I've seen articles written on the health 
consequences of smoking. I don't think I have ever 
reviewed specifically a study on it, no. 

Q. Well, in those articles that you have seen, did 


you read them? 

A. Yes. 

^gp you attempt to keep updated on what the 
;o5^nunity considers the hazards of smoking? 

BEACH: Same objection to these questions. 
ie cigarette industry and topics related to it 
on widely in the press, and I read articles 
it i^^oiT a regular basis. I do not make an attempt my 
own to ; keS|£ up with the status of the medical community, 
no. 

Q you have an awareness of how many people are 

identifplsii^by the Center for Disease Control as dying from 
tobaccd ilse! each year? 



MR. BEACH: Objection to the form of the 
question, foundation, assumes facts not in evidence. 

Q. Do you have an awareness that the Center for 
Disease Control issues statistics with respect to medical 
issues in America? 

A. I've heard that, yes. 

Q. Okay. Do you have an awareness of how many 
people the Center for Disease Control estimates die from 


f.esMtrd, 
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questions, you know it, Counselor. Why don't you move 


along? 


MR. CASSIDY: He can say he's not aware. He can 


say he's not aware. 


MR. BEACH: Well, he's not -- You're assuming 


that what you're testifying to is accurate. Your testimony 
is inacihiyate. Why don't you ask him a fair question, 
Counselor, ..and move this deposition along. 


are ide 



I smokers understand the hazards of smoking that 
|ed on the warning labels of cigarettes? 

$at I do is talk to adult smokers about the 


jtihjMof marketing programs for our brands. I only 


ft smokers in assessing their interest level. I 


don't tal kst o smokers about smoking habits in general. I 


believe Hon-my own personal opinion, that smokers and -• 


are vert 


hre of the potential health risks associated 


with smoking. 


Q. Do you have any understanding as to teenagers who 
smoke, if they are very aware of the health risks of 


smoking? 


MR. BEACH: Same objection. This whole line of 


questions is improper. 

MR. CASSIDY: I'll stipulate that there's a 
continuing objection. 

A. Again, let me just repeat my answer to the former 
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question. I spend my time, and have since I came to this 


company, talking to nothing but adult smokers about the 
brands that R.J. Reynolds make. I have not, am not, or 
intend to talk to anyone under legal age about smoking. So 
I have no knowledge of underage peoples' opinions on 
Bmoking. I can voice my own opinion that I believe that 
health brisks associated with smoking is universally known 
among everybody. And, in fact, my own company has engaged 


in a pippin to educate people in high school that smoking 
is not ^^i|thing that they want to do. 

plipiih addition, we have been actively involved with 
£efcai 1 a program called We Card in an effort to 

flftri<fPl!l|;ess to cigarettes among minors. In addition to 
that, aSy?5rogram that we execute requires a signature on 


the paft of a smoker that they are a smoker 21 years of age 

■.V.V.W.VAV;. . * ^ 


or olde 


id when it involves a one-on-one contact, as it 


does, j^|'^lstance, at a Winston Cup event, an adult smoker j 
is required to show a photo ID, sign something that says 
they're an adult smoker at 21 years of age or<older. They ^ 

can then go to a place to get cigarettes where they are j 

again in the presence of a security guard, asked to show 
their photo ID again. So those are the steps that we take 
to make sure that we are communicating effectively with 
adult smokers and only adult smokers. 

Q. With respect to your belief that's universally by ■ 
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everyone, am I to interpret that phrase as everyone would 
include teenagers with the understanding that you have not 
studied teenage smoking? 

A. It is my opinion that teenagers in this country 
are aware of the health risks of smoking. But I do not 
talk to nor do I have any information as regards to 
teenagers,. 

QJ' Nj ls teenage smoking a serious problem in America? 

Ap5ffl|[y position and my company's position is that we 
do not^H^. anyone, any adult, under the legal age to 
smoke.I don't believe teenagers should smoke, I don't 
ievllj*^I know my company doesn't believe teenagers 
^flluld|^8i3iie, and so if teenagers are smoking, it's a 
problefP5Kui we don't want that to go on. It's an adult 
decisi lfr "arid -- which is why we have been involved in 
coramun^^ng to high school students with the Right 
Decisi^^^^ight Now program, as well as the We Card program 
with retailers to restrict access to people underage. 

Q. Well, do you have any understanding as to the 
number of teenagers that are smoking in America? 

A. No. 

Q. You haven't read anything in the popular press? 

A. I have heard discussion of teenage smoking, but I 

do not have knowledge of what the statistics are. I have a 

-• * *■ 

general feel that approximately 98 percent of the 
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cigarettes sold in this country are sold to adults, at 


least 2 percent of how many people underage smoke I don't 


know. 


Q. What are the total volume of cigarettes sold in 
America then? 

A. I'm not sure. 

QiN v Wjiat are the total volume of cigarettes sold by 
R.J.R. ^Reynolds? 

A.»^nt not sure of that either. 



at are the total volume of Winston cigarettes 


x>ut 24 billion. 

ive you heard a report in the popular press that 


3,000 teenagers begin smoking each day? 


sold? * 


1 A “ 


guesti<| 




BEACH: Objection to the form of the 


can't recall. I've heard teenage smoking 


thrown around in many articles and reported, and I don't 


remember the numbers. < 

Q. But you have read articles and reports then on 
teenage smoking in the popular press? 

A. Uh-huh. Yes. 


Q. Well, is one of the reasons why R.J.R. Reynolds 
is engaged in all these activities with respect to teenage 
smoking because it believes that teenagers don't have the 


m 
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market 


to smp 


^ ^ISthe 
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if som 


1 

made t! 


maturity necessary to make an informed decision as to 
whether to begin smoking? 

A. I think that's one of the reasons this company is 
involved in that. And again, we have no desire for anybody 
underage to smoke cigarettes. 

Q. Are there any other reasons that you are aware of 
as to kfcy F.J.R. Reynolds is engaged in these activities? 

A^T Well, one common sense business reason is that 
every someone underage smokes, we're blamed. And our 

market ^^^^ fforts are criticized for provoking that person 
to So from a pure standpoint -- First, we don't 

||j|8|t underage to smoke. But secondly there' s 

WillthefilliMltson which is the point of view is put forth that 
if someone?underage smokes, it must be the marketing that 
made tjjferfn&o that. And as 1 have stated before, I, in 
fourteb&ssg^fears ■ Have never spoken to one smoker under the 
age ofSfi^about any of the programs we're doing, and we 


age ofrxfr”about any of the programs we're doing, and we 
take great'steps to make sure our efforts hit the right 
adult smoker group. t 

Q. So there's an aspect of self interest in also 
promoting efforts to reduce teenage smoking consumption? 

A. I think there's -- Yeah, clearly we don't want 
anybody underage to smoke, period. It's an adult custom. 
There are risks that we recognize that are clearly stated 
on every warning. There are 45 million adults that smoke. 
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98 percent of the total market I understand is adults, and 
2 percent perhaps that are underage. So there's a number 
of reasons we don't -- there's plenty of business in the 
adult market. But yes, an additional reason is if someone 
is seen with a pack of Winston or Camel and they are not of 
legal age, some draw the conclusion that our marketing 
effortshaust have provoked that. And yeah, there is a 
degree or self interest in not wanting kids to smoke, 


amongst 


ir reasons. 


Q. L l iid 1 was trying to get to the amongst other 


reasons 


|. Would one of the reasons be because the 


efjJ'JierHlpinonset of smoking, the greater the likelihood 

th^^^etime of the smoker that he or she may develop 
one of tTteyiiseaBes mentioned on the cigarette warning 


labels? 



, BEACH: Objection to the form of the 


questio |l?|Tcj ck of foundation, assumes facts not in 
evidence, and calls for speculation. 

Q. Well, do you have -- t 

MR. CASSIDY: I'll rephrase the question then. 

Q. Do you have any understanding as to whether the 
earlier the onset of smoking, the greater the likelihood 
over the lifetime of the smoker that he or she may develop 
one of the diseases that are listed on the cigarette 
warning labels? 
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A. No. 

Q. Do you have any understanding as to whether 
teenagers erroneously believe that if they only smoke for a 
few years, they will be able to easily quit smoking 
thereafter? 


I don't have any knowledge of any teenage 


percept& o^ of smoking at all because, as I've mentioned, 
for fou^Lte^i years we have done nothing but talk to adult 


smoke r# s itttq develop programs that interested adult smokers 


in buyi 


about 



ir brand. So that's the limit of my knowledge 
ides. 


you have any knowledge as to activities with 


irespecd 



eenage smoking by R.J.R. Reynolds prior to your 


employmenegisin 1984 with R.J.R. Reynolds? 



ve you ever seen a teenage smoker? 


A. yjyy have seen teenagers smoking, yes. 

Q. Have you seen any teenagers smoking this year? 

A. I don't know. < 

MR. BEACH: Can we get some clarification in the 
record here. Steve, I'm not trying to -- When you say 
teenagers, are you talking about people below the age of 
18, or are you including 18 and 19 year olds in your 
question? 


MR. CASSIDY: I'll be happy to ask, and I was 
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going to get to that too, 

Q. You early mentioned that 98 percent of the 
cigarettes sold in America are sold to adults. What's your 
definition of adult? 

A. Well, there's two parts of that. The legal age 
to purchase cigarettes is 18 nationally 1 believe. When I 
talk about^marketing, we market only to adult smokers 21 
years of age and older, so. 

the 98 percent figure, you're taking that from 
id of life, but marketing is 21 and higher? 
believe the 98 figure, 98 percent of the 
ss^sold, and this is again read in articles, 98 
Icigarettes sold are to the legal age to purchase 
cigaretfSs’? so I'm assuming that's IB plus, 
o t..d kay. Has R.J.R. -- 

A^l*^gain, let me just clarify. I'm not an expert on 
all th^^^tistics of who smokes, who doesn't, what's going 
on with the CDC. You pointed out some of those things, 
that's just -- I've read casually articles the 98 and 2 
percent. 




Q. Okay. Has R.J.R. Reynolds always taken the 
position that it only markets to adults as defined as 
persons 21 and older? 

MR. BEACH: Objection to the form of the 
question, lack of foundation. 
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MR. CASSIDY: This is a foundational type 

question. 

A. We have all -- 

MR. BEACH: I mean, I'm just quietly disagreeing 
with my co-counsel's statement. 

A. We have always taken the position, ever since I 
have vfith the company since 1984, that we only market 

to adults of legal age to buy cigarettes. Several year6 
leve it was in 1992, there was a controversy or 
»g raised about who were we marketing to. At 
and time, in order to build a buffer in between 
ige to purchase cigarettes and our marketing 
we built in a three-year buffer in an effort to 
doubt and not have anything happen that could be 
critic even though we were only talking to 18 years of 

age a ier smokers, we moved that up to 21 plus. So I 

was 1992, I could be wrong on that date, several 
years ago, we began only doing marketing program 
development among 21 plus adult smokers. <■ 

Q. And do you have any memory as to what time in 
1992 that was -- that proposal was adopted? 

A. No, I do not remember the month. 

Q. Is it possible it was adopted in 1992 and not 

implemented until 1993? 

My recollection of that was it was immediate is 



belie 


A. 
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my recollection, but I'd have to go back and look, but 

Q. Do you make marketing plans one year in advance? 
A. Yes, we do. 

Q. Is there the possibility that some of the 
implementation did not occur until 1993 if the decision was 
made in 1992? 


A.K* I'm really not in a position to answer how that 

transpired. I'd have to go back and look. 

r" ^ 

Q.^^^^iat's happening to the size of the cigarette 
market «^^^j\erica in the 1990s? Is it increasing or 


decrease 



decreasing? 


declini 


than t 




e total market I believe is decreasing, 
you have an idea as to by what percentage it's 


ve heard the 2 percent figure, 2 percent a year 
percent, but I'm not sure. It could be more 


If the market is declining by 2 percent a year 


and if no teenagers ever smoke cigarettes, dotyou have any 
idea as to how long it would take before there would be no 
cigarettes sold in America? 

MR. BEACH: Objection to the form of the y, 

ro 

_ H 

question, it calls for speculation. “ 

MR. CASSIDY: Well, the witness has just ® 


testified that the market is declining, 
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MR. BEACH: You don't have to comment on my 
objections, Mr. Cassidy, with all due respect. I've 
objected to your question, let him answer it. 

MR. CASSIDY: Okay. 

A. The answer to do I know when it -- Could you 
rephrase it? I'm sorry. 

&X. pkay. You testified that the market, and again 
we'refusing approximates, it's declined by 2 percent a year 
in and you also said that in the press you have 

seen ^^ ^ts that the size of the teenage Bmoking -- or the 
numbe^^^teenage smokers represents 2 percent of the 

rkeiff^ifo; you have any knowledge as to when there would no 
tnymore cigarettes sold in America if teenagers 
ske? 

BEACH: Same objection to the question, 

think it would be a long time before the 
id your question was before how many teenagers 
would not smoke, or before there would be no cigarettes 
sold? v 

Q. If there were no teenagers smoking in America, 
would eventually there no longer be a market for cigarettes 
in America based upon a 2 percent decline in the market 
each year? 



U1 

K) 


00 

A. I don't know the answer to that. I know that ® 

o 

currently 45 million adults smoke. I have been at the M 
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company for fourteen years. I'm not sure what's happened 
to the cigarette industry over that time. I'm willing to 
speculate it's declined a great portion of those years. I 
suspect it will continue to decline. But as far as I can 
see in the foreseeable future, there will always be a 
portion of adults in this country, as long aa the product 
is leger^which it is now, that will continue to choose to 
enjoy c|iga^£ttes. So I don't have the math in front of me. 

doubt that the cigarette industry will go away 
jeeable future because it's something that's 
in four adults in this country, it's 25 
"and it's a big group of people who choose to 



tell, what is the foreseeable future in your 

employment. 

*enty more years? 

Perhaps not that long. But I'm not pinning it in 
to twenty years, I'm just saying that I don't-t-know the 
answer to what -- how long that lasts. I believe that 
adults choose to smoke, and they will continue to choose to 
smoke. 


Q. Is smoking expensive for most smokers? 

A. If your question is how much do cigarettes cost, 
I think they vary from probably $2.00 to $5.00, depending 
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on where you buy them. Expensive is a relative term. 

Q. Why is it a relative term? 

A. Because what's expensive to one person may not be 
expensive to another. 

Q, Well, do you have any understanding as to the 
socioeconomic class of individuals that typically buy 
cigaret 

o specific information. Again, when you're 
t 45 million adults, you're talking about a 
spectrum of this country. That's one in four 


s it fair to say that smokers are generally less 
have lower income than the general population? 
don't know that that's fair to say. 
ell, do many people find that smoking creates a 


'. BEACH: Objection to the form of the 

question. 

Q. Do many people find that smoking creates a foul 

odor? 

MR. BEACH: Do you want to define who you're 
talking about? 

Q. Do you have any awareness of whether smoking is 
considered to create a foul odor? 

A. i can speak to my experience on new brands. when 
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we developed a cigarette that had a more pleasant odor, we 
found that among some adult smokers that they appreciated 
that more pleasant odor, bo that's the laBt time I have had 
any extensive discussions with adult smokers about the 
aroma of cigarettes. But at that point and time, back in 
'88 to '90, that was something that interested a portion of 
adult jokers. 

Because a portion of adult smokers disliked the 
they were presently smelling from cigarettes? 
phey preferred the aroma of Chelsea and Horizon. 
?hey preferred because they disliked the present 



They liked it better than the current odor. 

Joes smoking stain one's teeth? 

have heard in the course of my business that 
ioncern for some adult smokers. I haven't dealt 
to adult smokers about teeth stain. 

Are you aware of any toothpaste that's sold on 
the market that is advertised specifically tc^, smokers? 

A. Now that you have mentioned it, I think I have 
seen some ads for a toothpaste like that. 

Q. Well, given these issues, why do people choose to 
smoke? 

A. I can speak to why I smoke. I enjoy it. I like 

the taste of it. I don't -- I talk to adult smokers who 


http.://legacy.library.ucsf.edto/tid/dyqQ^aO©i ,, pdf i1 


52189 0464 







have already chosen to smoke in the development of our 
marketing programs, and I have never talked to them about 
the choice to smoke or not to smoke. 

Q. How many cigarettes do you smoke a day? 

A. Probably a-pack-and-a-half, two packs. 

Q. Do you enjoy the taste of chocolate? 

AKv I, like chocolate occasionally. 

QT But you don't eat it on a daily basis? 




people! 


ell, do you think nicotine plays any role in why 


R. BEACH: Let me object to the form of the 
the same grounds that I've objected in the 


past, tl rair Vou're straying outside of the area of this 
gentleman 7 "! expertise. 



questi 



IR. CASSIDY: Okay. I'll stipulate to all my 
lith respect to nicotine as an ongoing objection. 


A. I can speak for -- Can you repeat the question? 


I'm sorry. < 

Q. Yes. Do you think that nicotine plays any role 
in why people smoke? 

A. I can't speak with any scientific knowledge of 
how the various components of a cigarette operate. It is 
my own personal opinion that nicotine plays a role in the 
taste characteristics of a cigarette, and I think it 
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probably has a mild relaxing affect. But again, I don't 
know the ins and outs of cigarette design or the scientific 
way that a cigarette operates. That's in try own personal 


opinion, 


Well, is nicotine found in cigarettes? 


A. Uh-huh. Yes. 


Q.k. What is nicotine? 


I really don't know, other than it is a part of 


the tobb^ggSsfjlplant. 





similar 


that y< 


stimul 




11, is nicotine a drug? 

don't know the answer to that, whether nicotine 
cally classified as a drug or not. In my mind, 
just a layman's point of view, I look at it 
ike caffeine, where it is a part of something 
est like coffee. I think caffeine has a mild 
affect, and I think nicotine probably has some 


mild afl§ipiP|to, but I don't know what nicotine would be 
characterized as. 

Q. Well, maybe we're dealing with semantics here. 
Can you give me a definition of the word drug? 

A. No. 

MR. BEACH: I think these questions are 
ridiculous, Mr. Cassidy. Why don't you try to ask some 
questions within the realm of this man'B expertise and 
experience at the company. You're wasting his time and 
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you're wasting my time. 


MR. CASSIDY: Well, I'm not here to give speeches 
with you. Okay? So just state your objection and let me 
continue. 

Q. Is nicotine a poison? 

A. I don't know where nicotine is classified. I 
don't Relieve it's a -- I don't know. I do not know. 

You'repasking me questions about nicotine and its 
scient k2 



|definitions. I don't know., 
ell, do you have any understanding that if a 
umed, say, a single shot glass of liquid 


hat would happen to him or her? 
o. 

ave you ever reviewed any studies or written 
ead any articles involving the topic of 


ave you ever reviewed any studies or read any 
reports concerning the affect of nicotine on ^a body? 


A. No. 

Q. Can you define the word addiction? 

MR. BEACH: Can I have my same objection to these 
questions as well? 

MR. CASSIDY: Yes. As long as I'm on the topic 
of nicotine, I am stipulating that you have an ongoing 
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objection to every question that I'm asking. 

A. Can I define addiction? 

Q. The word addiction. 

A. I can speak to how I believe addiction is used in 
today's common vernacular. Addiction is used to refer to 
any activity, luxury, pastime that people do habitually, 
and foiKqnei reason or another don't want to stop or find it 


difficult to stop, be it jogging, eating chocolate, love. 


AddictJ 


lot of ,L 



say yes 


would 



ether nicotine is addictive, I don't know. I 
at under the description I gave you of how 


s used to describe any activity that people do a 

slieve is how it's used today. 

ill, under your definition of addiction, is 


&£s,ptirg^ari :: addictive substance? 

you ask me do people smoke under the type of 
definition, that I used to describe addictive there, I would 


people t^.y^ ddlction, addicted to love, I'm addicted to 
chocolate, I'm addicted to jogging, I can see how in 
today's environment people would describe smoking as 
addictive. Now, my own personal opinion is that smoking is 
habit forming. And it can be more difficult for some to 
quit than others, but the sheer fact that 45 million adults 
have quit smoking, myself included for years at a time, I 
think it can be done. And -- But again, back to your 


addiction question, as addiction is used today, I can see 
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how people would characterize smoking as addictive. 

Q. Well, do you think we ought to consider the 
physiological effect of a substance in evaluating whether 
something is addictive? 

MR. BEACH: Who's we? 

MR. CASSIDY: We as in lay people. 

A>v Should we consider the physiological -- What was 




the other?. 


physiol 


addict: 



ould we consider whether if there is a 
1 effect into evaluating whether something is 


fbu're into a area on physiological whatever of 
that I'm just not 

fo you have an understanding of the word 


physiofogTca1? 


i-huh. 



A. But you're into -- 

Q. Well -- <• 

A. Physiological effects of addiction and this and 
that, I think there's a scientific community out there that 
studies that I think is -- 

Q. And what has the scientific community stated with 
respect to nicotine being addictive? 

A. Well, I have read in the paper where many -- As I 
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just said, I can understand how some would say it's 
addictive. I have read in the paper where some have 
characterized cigarettes as addictive. 

Q. Should we rely upon that opinion of the 
scientific coihmunity? 

A. That's a personal decision. I don't have an 
opiniqn on whether science is to be believed or not. 

Should that guide R.J.R. Reynolds in its 
operations? 

lat guides our marketing operations is the law 
jht thing to do, and ever since I have been at 
ly, fourteen years, we have responsibly marketed 
:s to adults who choose to smoke, and that's 
ed our marketing, and I think that's what ought 
to guide our marketing. 

^>id you study any courses when you were taking 
sses that touched upon addiction? 

fly premed stint was brief, and I don't recall any 
courses on that topic. V 

Q. Now, you mentioned that you quit, but you correct 
me if I'm wrong, you did not quit successfully? 

A. No, when I wanted to quit, I quit. And then I 
started back. 

Q. So it was always a free choice to quit and then 
to start? 
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A. Uh-huh. 

Q. You have mentioned that the law -- that R.J.R. 
Reynolds follows the law and also does the right thing to 


A. (Nods head affirmatively) 

Q. Are you aware of a -■ 

K> KIR. BEACH: Hang on just a second. Ned, you have 


to answer verbally. 



|mta|lTNESS: I'm sorry. 

|^g|lR. BEACH: And let me just object to his 
statem|i@^®|hat he's mischaracterizing your testimony, which 
itself. If you want to ask a different 
^f^stii^P^sk- a different question. 


Q. \A m I mischaracterizing your testimony to say that 
R.J.R.Reynolds attempts to follow the law and, quote, the 


right | 


to do, unquote? 


A^^^jnd I think R.J.R. has followed the law, and the 
right thing to do would be to follow the law. 

Q. Well, is there sometimes a difference between 
what is legally required and what is, quote, the right 
thing to do, end quote? 

A. I do not think that there's a law that governs 
every -- every right and wrong out there. What I can say 
as it relates to cigarette marketing is that the proper way 
to market cigarettes in accordance with the law and the 
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the -- this product is to market it responsibly to adult 


smokers that choose to smoke, and that's what we've done. 


That's what I've done since I've been at this company. 


Q. Have you seen any of warning labels on cigarettes 


sold by the Liggett Company? 


A. I don't know that I have. 


QK Are you aware that there's something unique about 


the watfnina labels sold on cigarettes by the Liggett 


Company 


opposed to any other tobacco company in 


Americ 



think I did read something about they added 


ino.the: 



nother warning. 


at's your understanding of that additional 


warning 



AJ I 1 think they may have added one relating to 


addicti 



Q.rTlSre they legally required to do that by federal 


law? 


MR. BEACH: Objection to the form of the 


question. 


Q. Do the federal warning labels require mention as 


to whether smoking is addictive? 


MR. BEACH: Objection to the form of the 


question. 


Q. Can you answer it? Do you have the ability to 
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answer the question? 

A. I think I already stated the four warning 
statements. 

Q. And within those four warning statements is there 
any mention as to whether cigarette smoking is addictive? 

A. Only in my opinion the warning that speaks 
somewhat tp quitting now greatly reduces risk to your 


healthThas^ some implication to result --to say you can 
quit ni^Sfcf 


to wh« 


fell, do you think that fully informs people as 
| cigarette smoking is addictive? 

Ct informs people that quitting smoking now 
luces serious risk to your health. 


Q. ^J Jould R.J.R. Reynolds be placing cigarette 
warning^Talbe 1 s on its packages if it were not required to 


do so 


question. 



le federal government? 

IR. BEACH: Objection to the form of the 


Q. R.J. Reynolds agreed, I think it was in the late 
'60s and early '70s, to place warnings on its packs, on its 
cartons, on its print ads, on its billboards, and we've 
faithfully done so for the whatever that is, twenty-eight 
years. 

Q. Have you ever seen any advertisements by the 
United States Tobacco Company with respect to smokeless 
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tobacco products? 


A. I don't know the company. I have seen smokeless 
tobacco ads. 

Q. Have you ever reserved as to whether there are 
any warning label on those products with respect to cancer? 

MR. BEACH: Objection to the form of the question 
as to dtej^evance. Do you understand the question? 


I have 


the prc 



the adv' 


exhibi 


1998 i 


products 





have seen ads by smokeless tobacco people, and 
warnings on them. 

it have the warnings mentioned whether consuming 
can lead to any type of cancer? 
can't recall. I don't purchase smokeless 
lucts, therefore I don't pay much attention to 


.. CASSIDY: I'm going to introduce as the next 
dvertisement that is found within the August 
f Penthouse magazine on Copenhagen tobacco 


(Exhibit #6 marked for identification.) 

MR. CASSIDY: After you look at it you can just 


put it there, 


MR. BEACH: Do you have extra copies of this? 
MR. CASSIDY: No, we're going to have to copy 


that during a break. 


MR. BEACH: I object to the use of this on 
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relevance grounds. 

MR. CASSIDY: Okay. 

Q. Could you please just display it there so that 

the video camera can get a look at it. Is there any 
warning label on that advertisement that mentions the word 
cancer? 


all th 


MjR. BEACH: Can I have a continuing objection to 
estions relating to this exhibit? 

CASSIDY: Sure. I'm Btill on the topic of 
iction issues, so I think it's fine, 
don't see anything, 
kay. Have you seen any advertisements for cigar 

may have. I don't recall seeing any recently, 
ell, then you don't have any recall as to 
re's any warning labels with respect to cigars 


No. 

Do you think it's easy to quit smoking? 

MR. BEACH: Excuse me. Before you answer that 
question, are you done with that exhibit, Mr. Cassidy? 
MR. CASSIDY: Sure. 

MR. BEACH: Why don't we take it down. Do you 
have the question in mind? 

WITNESS: His question? 
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MR. BEACH: Yeah, do you think it's easy to quit 
smoking I think is what it was. 

A. I think when someone makes up their mind to quit 
smoking, they can quit smoking. 

Q. Well, do you think it takes motivation by the 
smoker to quit? 


A.^ I think accomplishing anything takes motivation, 
including quitting smoking because I think it's -- it's a 



up you 


millior 


habit - fhdmaiha type thing, and -- But I think when you make 
up yourj^%^ to quit, you can quit, as evidenced by 4 5 
milli oi&mduslte who have quit. I understand most of the 
l^a^e i^|j||l^^.ty of whom without any -- any assistance. 

* Q.|ldbss^ll, do you think it often takes several 
attemptfelfliore a smoker can permanently cease smoking? 


they 


an indi^ 



don't study how people start smoking or how 
loking. It is my own personal opinion that once 
il makes up their mind and commits themselves to 


quit smoking, you can quit smoking. 

Q. Well, but you haven't studied this ^irea, correct? 

MR. BEACH: Objection, argumentative. I mean, 
come on, why don't we move along here, Mr. Cassidy. He 
already testified to that effect. 

Q. Have you studied the issue of cessation of 
smoking? 
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Q. Is your knowledge, with respect to cessation of 
smoking, limited to your personal experience and the 45 
million figure that you have mentioned? 


Q. Do you have any knowledge as to whether, when 
smokers seek to quit smoking, they suffer from withdrawal 


symptoms.? 




Q|wfei^e you aware of the percentage of smokers that 
are peiplg^nt daily users of cigarette products? 

A you repeat that? The number of smokers that 

|Wj peipS§§ipnt users of cigarettes? 

O iroigLg e ^ ah. Let me phrase it a little bit different. 
Are youNafpIre of the percentage of smokers that are daily 


users 


larettes? 


'm still a little unclear. You mean how many 


smokers 


:e daily? 


"Kfc. BEACH: On a daily basis. 

A. No, No. i 

Q. As opposed to someone who identifies themselves 
as a smoker, but only smokes every other day or once a 


week? 


A. No. 


MR. CASSIDY: We've been going about an hour. Do 


you want to take a break? 
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MR. BEACH: Yeah. 

V1DEOGRAPHER: We're going off the record at 2:08 

p.m. This is the end of tape number two. 

(There was a break taken.) 

VIDEOGRAPHER: We're back on the record at 2:23 

p.m. This is the beginning of tape number three. 

QK. Mr. Leary, do you understand that you're still 
under <§ath? 

A |es. 

|ou mentioned a number of R.J.R. Reynolds efforts 
|he consumption of cigarettes by teenagers. Do 
le efforts inform teenagers of the health risks 
las set forth in cigarette warning labels? 

BEACH: Let me interpose an objection to this | 

questii ind presumably there are going to be more to 
^Mr. Cassidy. One of the areas, as you know, 
lecifically asked for in terms of a person most 
knowledgeable in your deposition notice was as to Reynolds' 
youth nonsmoking programs and the components ^pf those 
programs, and it's my understanding that we have offered 
and identified a specific person most knowledgeable in that 
area. For that reason, these questions, it strikes me, are 
improper and beyond the scope of this deposition. 

MR. CASSIDY: Can you tell me who that person is 
and whether R.J.R. Reynolds is willing to produce that 
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person? 

MR. BEACH: I refer you to your cocounsel, Mr. 
Sobol I believe is his name, and the deposition of Ed 
Blackmer that he took a while back. 

MR. CASSIDY: Well, this is the sole question 
I'll have on this topic, and I realize that you're not 
testif^ 4 ^ 9 ,here as the most knowledgeable person with 
reepec^ toR.j.R. Reynolds on this topic. 

Q;liiil£>o you need the question to be repeated to you, 

a J 

answer it? 

am not familiar with the materials. I know 
e circulated, if I'm not mistaken, in hundreds, 
^not|i^i§|sands, of high schools material designed to 
dissuaSeSplople in high school about smoking, as well as 
the prp§rli! I described earlier about access to smoking 


or canj 

*1 

: 

it w! 



with r 
Q 


eers. 


'11 ask one follow-up question. When you said 
you're' not familiar, does that mean you haven't actually 
read these materials? < 

A. No. 


Q. Okay. 

MR. CASSIDY: I'd like to mark this as the next 
exhibit, please. 

(Exhibit #7 marked for identification.) 

Q. The court reporter has handed you what's been 
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marked as Exhibit #7, and this is a photocopy of a New York 



Times magazine article, and also the cover. Do you 
recognize the person on the cover of this article? 


Q. Who is this person? 


A. Steve Goldstone. 


Have you ever met Mr. Goldstone? 


A JT Yes. 




i how many occasions? 
robably four or five. 

id can you tell me the context of those 



reviewi 


also mi 


believ 




st of those meetings were in relation to 
e Winston No Bull proposition with him. I have 
, however, at NASCAR Winston Cup races I 


wo occasions. 


.d he have the ultimate authority in the 


approval of the No Bull campaign? 

A, My chain of command and who I dealt<with on the 
recommendation to launch this was my boss, Lynn Beasley, 
and Andy Shindler, C.E.O. of Reynolds Tobacco. And how the 
decision was made beyond Mr. Shindler, I'm unaware of. 

Q. You have no knowledge, either personal or through 
someone speaking to you sb to Mr. Goldstone's role, if any, 
in the decision to launch the No Bull campaign on a 
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national basis? 

MR. BEACH: Objection to the form of the 
guestion, asked and answered, argumentative. 

MR. CASSIDY: I'm trying to be precise here. 
Okay? I have a general statement from the witness and I'm 
trying to get a precise answer. Can you repeat the 
question to the witness? 


person 



iOURT REPORTER: You have no knowledge, either 
| through someone -- or through someone speaking 


to youfi^fto Mr. Goldstone's role, if any, in the decision 


to laul 



was ma 


depart 


decisil 




|o No Bull campaign on a national basis? 

I'm aware that Andy Shindler reports to Steve, 

ley had discussions about this. How the decision 

| 

I do not know. 


™ftould anyone else within your marketing 


ave any greater knowledge as to how the 


Is made? 


A. 1 think my boss, who reports to Andy, Lynn 

Beasley is probably closer to that decision-leaking process, 
and I suspect Andy is even closer than Lynn to how he and 
Steve made that decision. 

Q. And they never communicated to you as to whether 

Mr. Goldstone was involved or not involved in that 

decision, and they being Mr. Shindler and Ms. Beasley? 

. - < 
A. I know that Andy -- Mr. Shindler and Mr. J 
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Goldstone -- I mean, I presented it to Mr. Goldstone. My 
boss, Lynn Beasley was there, Mr. Shindler was there. I 
know Mr, Shindler, given that he reports to Mr. Goldstone, 
was in discussions with Mr. Goldstone about this decision. 
How they made it, I don't know. 

Q. Okay. Well, I'd like you to turn into the 


article, and I just want to quickly highlight a couple 


quotesmere and ask you your opinion as to some of the 


statenv 


And I'll preface this by saying I'm not asking 


you toJ 


^h for the accuracy of these statements. Let's 


go to 


|3B of the article. 



at the 


states? 


could 


they wp 




d if we look in the middle column, it refers to 


jom of the second full paragraph, the article 
lie certainly one of the only CEOs in America who 
Itheir employees and shareholders that the most 
Achieve for them is," internal quotation, "slow 


and manageable decline in an increasingly obsolete 
industry," close internal quotation. Do you^hare a 
similar opinion with respect to the tobacco industry? 

A. I believe, as I have stated earlier, that 
cigarette smoking will most likely continue to decline, 
simply based on historical trends. 

Q. Over -- Is it not though the goal of R.J.R. 
Reynolds to increase its share of the cigarette market? 


Ws M ut?s?^u/^c^?qnH l i^01 


52189 0482 









A. It is. 


Q. Is it not also R.J.R. Reynolds goal, if possible, 


to attempt to avoid having the cigarette market go into a 


slow and manageable decline? 


A, We are not -- Let me speak to the context of what 


I have done and what I have seen this company do. We do 


not have not been involved in talking to people that 


don't ffnoke, nor people under the age of 18, or 21 since 


1992, 


have any discussion about how to stop people 


from stopping to smoke. I pay no attention to the decline 


of the! 


jistry, and the reason is there are 45 million 


iltsFwhlRchoose to smoke, my company has 25 percent of 


ss, my brand has € percent of that business, 


that's 


Percent of the market, in the case of Winston, 


adultsfTKai choose to smoke that don't pick my brand. 


There' 


®ot of room for improving my business performance 


among 



5 million adults that smoke, and I spend no time 


nor have any interest in changing the course of public 


smoking tendency. 


Q. But if the overall rate of smoking in America 


does drop substantially like 2 -- I mean, if we're looking 


at a 2 percent decline a year over ten years, is it fair to 


say that that's a 20 percent drop? 


MR. BEACH: objection to the form of the 


question. 






wm? 
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Q. Okay. Over a ten-year period if the rate of the 
cigarette consumption was declining by 2 percent, what 
would the total rate be? 

A. I don't know. I'd have to figure that out. 

Q. You took statistics in business school, is this 
too hard of a question for you just to answer off the top 
of you%Jhead? 

A. Well, if you take -- 

BEACH: Hang on a second. It's improper. 

♦ 

jumentative with this witness, please, Mr. 

told you that it was a difficult question. 

Ly more difficult than you understand it to be. 
ill, if you can tell me. 

le cigarette industry has been declining ever 
to work with the company. It's a big 
!5 percent of this country's adult population 
It's 45 million smokers today. This decline has 
been in place since I have been at the company, which is 
fourteen years, I believe, I have not looked ^t every year, 
but that's my gut'. The industry today is big and it is 
competitive and it is profitable, and there are business 
gains to be had in my opinion for the foreseeable future. 
And I cannot foresee a situation in which there will not be 
business opportunities for R.J. Reynolds Tobacco Company 
among the adults that choose to smoke in this company -- or 
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in this country for the years to come. And that's what 
I've done for fourteen years, and I'll continue to do it 
for the foreseeable future. 

Q. Let's go further into the article. And it's kind 
of small in the lower left, it says page number 58, but 
it's the third to the last page of the exhibit. Okay. And 
I'm lobbing at the right-hand column. And have you read 
this article previously? 


a! 

Q 


fes. 



as this topic A at R.J.R. Reynolds after it came 


jfet 
where 

Q? 

talkin 

actual 

A". 





out? Wgd 

his was in the New York Times Sunday Magazine, 
ew York Times at home on Sunday, and that's 
d it. 

ell, when you got to work on Monday, were people 
ut this article, whether they had read it 
not? 

i knew the article was going to come out on 
Friday. I read it on Sunday. And Monday thegre were some 
people talking about this article. 

Q. Did you talk to some of your colleagues on the 
senior brands units, such as Ms. Creighton, about this 
article? 

A. I can't remember whether I talked to her about 

it. 
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Q. Okay. I'm just looking specifically at the 
quote, and I'm going to start here, "I can't tell you that 
people down at our company in Winston-Salem might not hope 
that 16 years old who smoke smoke our brands." 

A. Wait a minute. I'm sorry. I can't find where 
you are. 

Q.k, 4 Okay. I apologize then. I'm in the upper 
right-hlind corner of column number 2. 

>t it. * 

:ay. And I'm reading I guess it's the last two 
It's quote, "I can't tell you that people down 
iny in WinBton-Salem might not hope that 16 
10 smoke smoke our brands. If you're asking how 
it, negatively, man, negatively." 

:. BEACH: Let it reflect for the record that it 
:tly read by Counsel. 

CASSIDY: What did I incorrectly -- 
incorrectly' read? 

MR. BEACH: I believe you used the ^ord might 
instead of may. 



was in 


MR. CASSIDY: Okay. If I did say that, I 

I 

misspoke. 

Q. Do you have any idea as to which people in 
Winston-Salem Mr. Goldstone might be referring to? 

MR. BEACH: Objection to the form of the 
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question, calls for speculation. 


1 have no idea. 




Q. Are you one of the persons in Winston-Salem that 
may not hope that 16 years olds who smoke smoke R.J.R. 


brands? 


MR. BEACH: Objection to the form of the 


question, same grounds, calls for speculation. 


years 


solel 


choos« 




As I have stated over and over, for fourteen 


^ I came to work at this company, we have been 
^ised on marketing our products to adults that 

^moke. I have never heard one conversation, I 

* 

d 

1 seen one indication that anyone is interested, 




mm bap^l^literested, that any marketing plan has been 
develoflBt^ that any action has been taken to do anything 



but atl 


producj 



adult smokers of competitive brands to our 
That, in and of itself, is a hefty challenge, 


and progress against that objective is difficult. 

And it takes every ounce of time and energy to build brands 
among the 45 million adults that choose to smoke, and I 
have never seen any evidence of anything to do with 
attracting people underage to smoke our brands. 

Q. And so we're clear for the rest of the 
deposition, when you say adult, currently you're talking 21 
or older, prior to 1992 it was 18 and older; is that 
correct? 
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A. is years of age is now I believe the national age 
for the purchase of cigarettes, and in many states 1 think 
it was 18 way back. That has been the legal age to buy 
cigarettes. Our marketing activities have been developed, 
prior to 1992, adults 18 and older. Beginning in 1992, I 
believe that's the correct date, it was -- it began to be 
21 and ioidej. So there was a change in who we develop our 
marketing programs among. The legal age, as far as I know, 
has alvH^^^ een 18, and I think some states were lower than 
that, 

not going to ask anymore questions on this 
3W does one become an 18 year old smoker? 

BEACH: Objection to the form of the 


>w does one become an 18 year old smoker? You 
aging from 17 into 18. You become a smoker by 
i smoke. I mean, I'm not sure I understand where 
you're’-- what you're 

Q. Well, you can correct me if I'm wrong, but I 
think there's two possibilities, you're 18 years old and 
you decide to smoke, or you're a 17 year old smoker and you 
turn age 18. 

A. The only thing I can speak to you about with 
firsthand knowledge is talking to smokers. Up until 1992 
we talked to 18 and over smokers, already they smoked. 
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they're 18. Beginning in 1992 we only speak to people that 
are 21 and smoke. Their behavior prior to that I have no 
knowledge of. I can tell you that they were at least 18, 
and in most cases we talked to 18 to 34 would be an average 
group. Now, we speak a lot to 21 to 34 year old adult 
smokers. 

Q■ K v Dj-d R.J.R. Reynolds ever track the buying habits 
of persons less than 18 during your employment that you're 
aware 

i>t that I'm aware of. 

Ld R.J.R. Reynolds ever track the cigarette 
:s of persons under the age of 18 under your 
phat you're aware of? 

>t that I'm aware of. 

l. CASSIDY: Would you pleaBe mark this as the 


Exhibit #8 marked for identification.) 

i 

Q.' MaL Leary, the court reporter has handed you what 
has been marked as Exhibit #8. Can you pleas^ identify 
what the title of this document is? 

A. Down here or up here, R.J.R. Secret Number 386. 

Q. Specific internal title then. 

A. Younger Adult Smokers: Strategies And 

Opportunities. 

Q. And at the time that this memo was written, do 



ro 

a> 

ko 

<s> 

•Ck 

00 


http://legacy.iibrary.ucsf.edto/tid/dyqQ^aO,©^df 


jU7 






1 

2 

3 

4 




IV, 
1 

?3 

8 

1 

1 
16 
1 
1 
19- 
2 
2l! 
22 

23 

24 

25 



162 

you have an understanding as to what the word younger adult 
smokers meant? 

MR. BEACH: objection to the form. 

A. I wasn't with the company in February of 1984. 

Q. When- did you join the company in 1984? 

A. June. 

Was the term younger adult smoker ever used 
tenure as an employer of R.J.R. Reynolds? 


Q? 

during 

A 

Q 

meant? ; ; 
A 
il 

whenevi 

younge 

Q 

younge 



ees. 








kay. Do you have knowledge as to what that term 

hat it has meant to me is when you look at a 
le of adult smokers that ranges from 18 until 
d the younger adult portion of that is the 
tion of that profile of the adult smokers, 
d can you give me the specific ages of that 
ile that the term younger adult smokers refers 


to? 

A. It can be used -- I think my -- Mos£ of my 
experience would use it in 18 to 34 year old age group. 
Sometimes it's used to describe IB to 24 year old adult 
smokers. 

Q. Has it ever been used to identify 18 to 20 year 
old smokers? 

A. I've never used it to describe that narrow a 
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MR. CASSIDY: And Counsel, correct me. 

Q. --a number of issues. What were those issues? 

A. Well, for instance, you could look at market 
share within that group. You could look at smoking 
preference in terms of full flavor, lights. I mean, you 
can cut the data any number of ways. You can -- Back when 
we did |sork among 18 year olds, you could go out and talk 
to 18 t^p2?! 18 to 24, or you could do an 18 to 34 year old 


group, 


number 





segment! 


and 25 




possible to cut it among adult smokers any 


d R.J.R. Reynolds, so the speak, cut the data 

of ways with -- that showed information with 

imoking by 18 to 20 year olds? 

think it's possible that marketing research 

le market by age in groups smaller than 18 to 24 

l, for instance, 18 to 34 can be cut 18 to 24 


But I'm just -- I'm sorry. 


A. Yeah, I mean, you can cut the data ^ny way you 


want 


Q. Okay. But these questions -- I want to be clear. 
These questions that I'm focusing on, I'm thinking of 


cutting the data specifically with 18 to 20s, and that 
could have been within a document that was dealing with 18 
to 24 year olds? 
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MR. BEACH: Seems like part of the confusion may 
be as to whether you're asking whether they did it or 
whether it's possible. I'm hearing it's possible, and I'm 
hearing did you do it. 

Q. Well, I went from possible to did you do it. Did 
you do it? 



MR. BEACH: In other words, in your experience 
with tllS company. 

l my experience with the company I may have seen 
that way. I can't recall any specific 
: that. But if you have a document with that in 
refresh my memory. I can speak to what I'm 
|and what I did when I was on Camel, our primary 
lit smokers we looked at were 18 to 34. We 
oftent ^divided that 18 to 24 and 25 to 34, but there 

may ha len times when things were produced that looked 

at tha la, 18 to 20, 21 to 24, and on down the line. So 

what I'm saying is I'm not denying it was ever done. I'm 
not denying that I may have seen it. I don't recall a 
specific document that did that, but you may have something 
that would refresh my memory. 

Q. Okay. Did you ever participate in any focus 
groups in which one of the test groups within that focus 
group activity was limited just to 18 to 20 year olds? 

A. My recollection is that most of those groups were 
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18 to 24. 


That's fine. But do you have any memory of. 


within a focus group dedicated to 18 to 20 year olds, 
whether you specifically tested as a subgroup 18 to 20 year 


olds? 


A. I do not have a specific recollection of doing 
focus $£Oups among 18 to 20 year olds. I do have 
recollection of doing focus groups among 18 to 24 year 


olds. 


to gat' 



ay be that we segmented that in different ways 
ifferent learning among adult smokers. If you 


have bo < %^ing to refresh my memory, I'd be happy to look 
|PP%t, flPfiPll don't recall that instance. 



before 


know wt 



iay. Have you ever seen this particular memo 


do not know whether I have seen this. I don't 
: I have seen this specific one. 
len you joined the company in June of '94, were 


you given any materials with respect to how the company 
went about its marketing activities? < 

MR. BEACH: I believe it's June of '84. 


Q. I apologize if I misstated the year. 

A. I know as part of a marketing assistant 
indoctrination program we went through I believe it was a 
six-week program, and X think it was called the management 
development program. And as part of that we had 


amt 
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presentations by every department, and one of those was the 
legal department, which thoroughly reviewed all the rules 
and regulations relating to the marketing of cigarettes. 


Q. As part of that six-week indoctrination program 
did Ms, Burrows ever give a presentation with respect to 
the topic of younger adult smokers? 

I don't recall. 

Did you receive any information during that 
aining program that dealt in any way on the 
mnger adult smokers? 

don't recall that at all. 

»o you have any idea as to Ms. Burrows' position 
that this memo was written? 
do not. 

Ian you tell me as to your understanding of the 
the first person listed on recipients on the 
ide of the front page? 

A. ’That's Jerry Long. 

Q. And what was his position in February of '9 -- 



' 84? 


A. 

Q. 


I think he was president. 

And can you tell me the positions of the other . 
individuals underneath him? 

A. I think Marty Orlowsky was head of marketing, and 
I think the H.J. Lees worked for him I believe. 






Q. Do you have any understanding as to whether in 


your experience as an R.J.R. Reynolds employee marketing 
reports are generally transmitted -- marketing research 
reports are generally transmitted to the president of 
R.J.R. Reynolds? 

MR. BEACH: Objection to the form of the 
question, calls for speculation. 


underst 


object 





questi 


R.J.R. 


market! 



i. CASSIDY: Again, I'm asking if he has any 
lg. If he has none, then he has none. 

1. BEACH: Well, you don't -- I reiterate my 


R. CASSIDY: Okay. 

'm sorry. You're going to have to repeat the 


io you have any understanding as an employee of 
lolds as to whether research reports from the 
department were regularly forwarded to the 


presidentdf R.J.R. Reynolds? 

A. I don't know that. They may have. j.I don't know. 

Q. Have you personally prepared any reports in your 

tenure as an employee of R.J.R. Reynolds that listed as the 
first recipient the president of the company? 

A. Yes, I have, 

Q. And how many such reports? Do you have any idea? 
A. No, I do not, but I have done it in more than 
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reports. What my role would be is presentations. I have 
given numerous presentations to the president of the 
company, but on a few occasions I have written memos. 

Q. And when you wrote the those memos to the 
president of the company, did you seek to have accurate 
information used within your memorandum? 



if yoii 


the f 








Yes. 

id you make sure that you checked your sources, 
ed upon any sources? 

made sure I was reporting what I believed to be 


kay. Ms. Burrows eventually was a co-employee 
of yours in the Camel brands unit; is that 

h-huh. That's right. 

fhy don't we look at page number 2 of this 
and it's more than two pages into the 


A. Roman numeral two? 

Q. I'm looking at the bottom of the page. The 
internal pagination two. If you look at.the bates number, 
which is the number on the right-hand side, the last four 
numbers are 8471. 


A. Okay. 

Q. Can you identify the title of this section of the 
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memorandum? 

A. The Importance of Younger Adult Smokers. 

Q. Okay. Then can you look to the first point on 
number one, what does that say? 

A. Volume. 

Q. Can you read please the first sentence through 
the two bullets points that are listed there. 

I#" MR, BEACH: Before you do that, Mr. Leary, I'd 

¥%S'% 

like t< kJlaai e a continuing objection to questions about a 
docume^S^^at you have already had the witness testify he 
has no pers onal knowledge about. 

R. CASSIDY: I don't know if he quite testified 
£ely, but I'm fine to note your continuing 






jjhat do you want me to do, read? 

ah, juBt through the second bullet point, 
jnder one volume, 
es. 


e5 

objecti 
a; 

i 

a; 

q! 

A. "Young to adult smokers are the onlj' source of 
replacement smokers. Repeated government studies (Appendix 
B) have shown that: Less than one-third of smokers (31%) 
start after the age 18, only 5 percent of smokers start 
after age 24." 

Q. Have you ever heard the term before replacement 
smokers? 
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A. I have heard that term used in the press. I have 
never in my experience at R.J. Reynolds over the past 
fourteen years in the marketing department heard any 
discussion of replacement smokers. 

Q. Well, in terms of your understanding of that term 
as used in the press, what is your understanding? 

I think it's the same points that you were 
Bpeakjng to earlier about how do you build -- I mean, the 


repre 


the 1 


as I 





to co: 


worry 





plans 


So the 



rion is made that unless you go get smokers under 
ige, that your business is going to decline. And 
spoken at length about, 45 million adults smoke, 
*rter of the population, there's plenty of adults 
1 there's plenty of business opportunity for me 
rate on. I've never spent one second of time 
jout, thinking about, brainstorming, developing 
: how do I attract smokers under the legal age. 

*hy I'm not very familiar with the term. I've 


seen ftirv the press, but I don't spend any time with that. 

Q. Okay. Prom your knowledge of seeing the term as 
used in the popular media, do you have any further 
understanding as to who these replacement smokers actually 
are? 


Q. Or who they would actually be replacing? 

A. No. I mean, I understand the concept of this 
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person no longer smokes, you have to have someone else 
smoke, but that's a concept that I have never acted on or 
spent any time thinking about. The reason is my job and my 
days is completely filled by trying to convince adult 
smokers of other brands to switch to my brand, so -- and 
there's 45 million adults that smoke, it's plenty of 
challei$ge right there. 

qFdI you understand in terms of the concept of 
smokers that it also includes the number of 
die from smoking-related diseases each year, in 
the number of quitters? 

’m not that familiar with the term, but I 
:ould include that. 1 don't know. I don't use 
don't think about the term. I'm not that 
:h it. 

:ay. Have you ever received any information as 
of R.J.R. Reynolds that approximately one-third 
start after the age of 18, or phrased in the 
reverse, two-thirds of smokers start under th£ age of 18? 

A. No. 

Q. Have you ever received any information in any 
form whatsoever as an employee of R.J.R. Reynolds that only 
5 percent of smokers start after the age of 24? 

A. No. 

Q. Just by looking at these two figures, what does 
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it mean with respect to the number of people that are 
starting under the age of 18? 

A. I'm sorry. Can you repeat the question? 

Q. If less than one-third of smokers start after the 
age of 18, what percentage of smokers start under the age 


of IB? 

AK V I, don't know. You're dealing in an area that I 
don't nlive any -- it's an area that I don't deal in. And I 

fVI 

have s^lMgi several times to what I do and it's a 

^foreign area to me that I would have to sit down 
|hrough what it is you're -- the point you're 
lake. The point I'm trying to make is you're 
^somebody that has spent most of my career 
; adult smokers, and that's what I'm familiar 

ikay. Let's take this out of the context of 

| 

if -- And let's look at United States Senate, 
there's 100 senators. If 31 -- If all senators are present 
and all senators vote, and if 31 vote for the.bill, how 
many voted against the bill, and assume no one has 
abstained? 

A. Are you asking me what is 100 minus 31? 

Q. Yes. 

A. I believe that number is 69. 

Q. Okay. So going back though to the statement, and 



in 

W 
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00 
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again I'm not asking, you know, based upon whether you have 
any understanding as to teenage smoking rates, but if we 
analyzed the statement less than one-third of smokers start 
after the age of 18, how many smokers must have started 
prior to the age of 18 in percentage terms? 

A. I don't know. You're in an area that I don't -- 
I don'te^deal with at all. And you know, you've got some 


words in'here, less than one-third of smokers start. What 


do you 


what tl 


you is 




by start? I mean, I don't know. I don't know 
lamics of starting smoking are. What I can tell 
we deal with 21 plus smokers. There's 45 
:hem out there, and that's what I do. And I'm 
>repared to analyze -- 
:ay. Well, -- 

■ what she -- she was putting forth here, 
ill, we do know what she's referring to. 


correct 


A. f Pdon't know what she was referring to. 

Q. Doesn't the memo say repeated government studies 
and refers us to Appendix B? Why don't we go to Appendix 
B, which is -- it's fairly far into the memo now, and the 
bates number on the lower right-hand corner, just the last 
four digits, is 8526. 

MR. BEACH: Mr. Cassidy, obviously this is your 
time, this is your day, but you are -- a fair warning that 
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this iB -- these kinds of questions are supplying quotes 


for a protective order that I am going to look for in the 


very near future. You have spent at least fifteen or 


twenty minutes asking this gentleman about this document 


that he has already told you he doesn't have any knowledge 


about. You're asking him to construe a document which 


speaks^for itself. You're asking him to talk about 


statistics' he has told you at length he doesn't know 


anythj 


>out. This is a waste of his time, it's a waste 


of my 



it's a waste of your time. 


1R. CASSIDY: Well, thank you for giving me 


on how I should conduct my deposition, and thank 



r speaking objection also. 



ave you gone to Appendix B? 



hy don't you take a look at it for a second? 


Lookiil 


the middle and very bottom of the page, does 


this cippendix identify sources for the data that's listed 


here? 


A. Are you referring -- Yes, in two places I see the 


word sources. 


And what is the source of that data? 


A. The first one says average of HEW data reported 


in the adult use of tobacco 1970 and 1975. The second 


source says HEW changes in cigarette smoking habits 1955 to 
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' 66 . 

Q. Do you have an understanding as to what the term 
HEW refers to? 

A. That's a government agency. I can't recall what 
that acronym is. 

Q. Okay. Let's put this exhibit to the side. 

MR. CASSIDY: Why don't we take a break now 
realize I have only one copy of this, and you'll 
at this as I question the. witness. 

1DE0GRAPHER: We're going off the record at 3:04 


becaus 
want t 





p.m. 




(There was a break taken.) 

DEOGRAPHER: We're back on the record at 3:15 


p.m. 

CASSIDY: I'd like the court reporter to mark 

t 

this a&..t,hel next exhibit a matter that was already used as 
an exhd|^l|^%ith Ms. Creighton yesterday, and that's why 
there'e^lmFCxhibit number on it. 

* 

(Exhibit #9 marked for identification.) 

Q. And Mr. Leary, taking a look at what's been 
marked as Exhibit #9, can you identify the topic of this 
exhibit? 

A. "White paper" On Camel Advertising Development. 

Q. Have you ever previously seen either the cover 
memo here, or if you go to the next page, the white paper 
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Q. Why don't we turn into the document itself, and 
let's go to what's --of the white paper what's been 
marked --or what's stated as page one at the bottom, and 
on the bates number the last four numbers are 8602. Do you 
recognize what is the first point that's identified in this 
memorandum, or can you state what is the first point 
identified in this memorandum? 


It's importance of younger adult smokers. 



that' a 




questi 



pould you please read the first bullet point 
ied there in this memorandum, 
pnly about -- 

pR. BEACH: I'm sorry. Excuse me for a second. 

^Cassidy, have a continuing objection to 

\ 

$ 

ibout this document? 

SR. CASSIDY: Are there -- What's the basis of 


the obdectjon, so we're clear? 


SR. BEACH: Foundation. 



QkssjDY, okay. 

A. Only about 5 percent of all smokerststart smoking 
after the age of 24 years old. 

Q. Have you, aside from today, ever seen reference 
in any R.J.R. Reynolds document to the statement or 
substantially similar to that only about 5 percent of all 
smokers start smoking after the age of 24 years old? 

A. I don't recall discussion or documentation of 
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that fact. I may have been exposed to this memo, but I 
don't -- I don't recall. 

Q.• You don't recall this memo, that's correct? 

A. I don't -- I don't remember this memo. It's not 
to say I wasn't exposed to it. I don't recall it. And 
your question of have I seen this figure 5 percent of all 
smokers start smoking after the age of 24, I don't -- I 
don't recall that. 


questi 


that s 



p that we're clear, I'm not -- that latter 
pn't with respect to just this memo, but just 
lent made in any document by R.J.R. Reynolds 
pany that's -- in terms of your knowledge 
e today? 


A. ^,3. don't recall it. That's not to say that it 
wasn'tfcTr<§ulated in other documents, but I don't recall 



any dil 


don't recall any discussion of -- or 


sion of when people start smoking and how do we 


get people to start smoking. As I have said before, when I 
started and even before I started on Camel, and all we were 
focused on was talking the adult smokers 16 years of age or 
older, and that's all we did. And I never had any 
discussions of people starting to smoke. 

Q. Not focusing on either of these documents for the 
moment, was a common knowledge in the tobacco industry in 
the 1980s that two-thirds of all smokers start smoking 
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before the age of 18, and only 5 percent started after the 
age of 24? 

MR. BEACH: Objection to the form of the 
question, calls for speculation. 

Q. Do you have any awareness as to whether there was 
common knowledge as to that? 

A§^ No, I do not. 

q|^ lias there any awareness of the statement that I 
just mbd&sdEn R.J.R. Reynolds Tobacco Company in the 1980s? 

R. BEACH: Same objection, 
don't know what the awareness was of this 


A 

Item 1 
Q 

that t 
18, an 


id you have any personal awareness in the 1980s 
irds of all smokers start smoking by the age of 
5 percent start after the age of 24? 

. BEACH: Objection, assumes facts not in 
eviden ked and answered. 

. CASSIDY: I think we have discussed the 
factual basis for this already. < 

A. Is your question did I have knowledge of this? 

Q. Of this statistical relationship of two-thirds of 
all smokers start smoking before the age of 18, and only 
one-third start after the age of 24. 

MR. BEACH: Same two objections. 

A. No, I don't have any knowledge of those facts. 
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Q. Did you gain any such knowledge of those facts in 
the 1990s, and take that from January 1st, 1990 until 
today? 

MR. BEACH: Objection again to form of the 
question, assumes facts not in evidence. 

MR. CASSIDY: Well, let's -- 

All I can reiterate, which I've done several 
times. Pis what I have done since 1 came to work with this 
d that's talk and try and market cigarettes to 
mokers, 45 million in this country, and that's 


the course of my business, but that's what 


compan; 
the ad 





ou may have seen some in the course of your 
ut unless I show you a specific document, you're 
do not have any specific recall; is that 


do not have any specific recollection of facts, 
theories, figures about smoking trends. > 

Q. Okay. bet's go down to the final bullet point 
here under the importance of younger adult smokers, and it 
states "Marlboro, which has 55 percent of 18 to 24 year old 
smokers, and 75 percent of nonmenthol 18 to 24 year old 
smokers, grows approximately one percent total market share 
points every year due to gains among younger adult 
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smokers." Did you have knowledge as to that statement in 
the 1980s? 

A. I'm aware that Marlboro is very popular among 
adult smokers 18 to 24, as well as a huge popularity among 
every age group of smokers, but I am aware that Marlboro 
has been and continues to be extremely popular among adults 
18 to &4 years of age that smoke. 


year d 


Or"’ And specifically are you aware that it's 
populapy^ amongst 18 to 24 year olds was such that that 
contri jplp ll to a 1 percent total market share point every 
year gains amongst those 18 to 24 year olds? 

am aware of the fact that Marlboro is very 
P^ula|pi^ng 18 to 24 year old adults that smoke, and that 
that cSiflrlbutes to their market share. I can't recall the 


exact 


don't 


a figuf 



e of did you know that it was 1 share point. I 


hat the figure is and I'm not sure that this is 


Iwhat I do know, because we track our business 


among adult smokers, is that Marlboro is very popular 
among, say, that group of adult smokers, and it contributes 
significantly to their business. 

Q. Well, do you have any understanding as to the 
percentage of 18 to 24 year olds that were choosing ^ 

ro 

Marlboro as their brand of choice? oo 

VO 

MR. BEACH: Time frame? S 


Q. In the 1980s. 
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A. I can't recall the numbers in the 1960s. My 
general knowledge of the fact now is that -- I'm not sure 
of what the figure is, but they are a-third of the total 
market, at least that portion of 18 to 24 choose Marlboro. 

Q. Well, you've -- are you aware that it's a popular 
brand amongst 18 to 24 year olds? 

Ak. Yes. As I have said, they're very popular among 
In fact, I think they're probably -- that's 
[\ore popular age groups of adult smokers that 
>oro is 18 to 24, but they're popular among 
of adults. 

re you aware that the popularity of Marlboro 
;o 24 year olds is greater than the percentage 
^smokers who smoke Marlboro? 
am aware that it's one of the -- that they're 
among 18 to 24 year old adults. 

Ire you aware that the popularity of Marlboro 
amongst 18 to 24 year olds is more than two times greater 
than the popularity of Marlboro amongst all l£ plus 
smokers? 



21 

22 

23 

24 

25 


A. I'm not aware of the facts, but I believe that 
it's a very popular brand among 18 to 24 year old adults 
that smoke, so. 

Q. And I'm not asking you to give me a specific 
number. I'm just asking about a two times increase. 
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A. It'e about a 35 share brand, two times is 70. I 
don't know that to be the case. What I do know is it's a 
very popular brand among adults 18 to 24 years of age that 
smoke, and it's one of the most popular -- one of the 
most -- They're very popular amongst that group. It's one 
of the most popular brands among adults of that age. 

Okay. Let's go up one more bullet point and just 
look ajE the first sentence. Quote, "The aging of younger 
adult p^^^rs combined with their brand loyalty guarantees 
of a brand for decades." Looking at that 
:oday, do you agree or disagree with that 


don't believe anything guarantees "the growth of 
:or any extended period of time. 

bo you think there's any relationship between the 
Individuals within the age range of 18 to 24 that 
ind loyalty for -- a relationship between that 
number and the future growth of that particular brand? 

A. On age groups of adult smokers I believe that 
it's important for a brand to have a broad profile of 
adults choosing your brand. No brand can survive in any 
category or in the cigarette industry if the only adults 
that choose it are of one particular group, particularly, 
you know, older, younger. So it's important to have 
smokers, adult smokers, of all age groups choose the brand 
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1 

2 

3 



for vitality over time. And an example of that is, you 
know, "This is not your father's Oldsmobile," which was 
exactly designed to say it's not just people 50 years of 
age or older that buy an Oldsmobile. 

So one of the jobs that I have is to make sure 
that brand's business among adult smokers is fairly 
represented across a wide age group, and if you were to say 
that a'jcigjarette brand or any brand had minimal 18 to 34 
|ults choosing that brand, that is not a good 

J 

^tality over time. So in general I agree with 
jient that I just made. 

Phe brand might not survive over time if it's 
jar away from 18 to 31 year olds? 

.8 to 34, but yes, it is in the best interest of 
any br 5 and as we're talking about cigarettes, to have 

the b Popular among a broad spectrum of adult smokers, 

otherw "It's problematic. 

What does the word aging mean in terms of this 
memo? Or I'm sorry. Let's get away from th\s memo. Do 
you have an understanding of this word aging as it's used 
in marketing discussions within R.J.R. Reynolds? 

A. Well, aging means just what it say6, it's getting 
older. And if you were to talk about a brand profile of 
adult smokers aging, you might be looking at a situation 
that we just described where the brand's appeal among adult 



_____ 
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smokers is limited to one particular age group and does not 
have a broad base of appeal among adult smokers. And as a 
result you could see a brand's franchise age. That is, in 
fact, -- You can see that in any number of brands. Winston 
is an example of a brand's franchise aging. And I would 
argue to the point we made earlier, though I know next to 
nothin^abcsut automobile marketing 

^WITNESS: Yeah, I'd like one of those. 

is exactly what was going on with Oldsmobile. 
til, what's the problem with aging if your 
ou made in reference to Oldsmobile, is 55 and 


cause you want to have a brand that is broadly 


ill, if every one of your consumers is 55 and 
>u don't get younger consumers coming into the 
i't you eventually going to have no market to 
sell td through the death rate of your consumers? 

MR. BEACH: Objection to the question as 



speculation. 

MR. CASSIDY: We're just talking general 
marketing principles here, and I'm using the example that 
the witness gave to me. 

MR. BEACH: You don't have to defend your 


questions with me. 
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MR. CASSIDY: Okay. Okay. 

A. Again, it is important for any brand to have 
appeal, and in this case among adult smokers in, you know, 
in a broad range of age groups, and that's just -- 

Q. Okay. Have you ever heard of the term dying 
cigarettes before in reference to the lack of young adult 
smokers^chposing that brand? 


ay. This memo here refers to the virile 

ou go up one more bullet point. Do you have an 

g of what the term virile segment means? 

BEACH: In the context of this memo or more 



.. CASSIDY: More generally. 

le virile segment was a term that we used to 
:amel, Winston, and Marlboro, 
id why were Camel, Winston, and Marlboro 
as part of the virile segment? 

Because their appeal was more masculine among 
adult smokers as well as the campaigns and the marketing 
often used with them were more masculine-oriented in a 
reflection of where their business was. 

Q. Have you ever heard the term cool segment, 
c-o-o-1? Did I put too many O's there? C-o-o-1. 

A. No. 
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Well, ie looking at the virile segment of the 


market a form of psychographic segmenting that we 
introduced earlier today? 

A. I'm not sure how you would categorize virile 
segment. It's simply a way to group brands in a consistent 
type of brand profile, which in this case was more male, 
and inf*<his case also was often characterized by 
advertifsiijg that reflected that business space among adult 


smokerj 


referrj 



|ng more male and more masculine. 

|ell, if it's more male, I can understand you 
|b it then maybe as gender segmenting, but when 
the concept of masculinity, aren't we talking 


des and likes, and therefore we would also be 


incorpoiatihg concepts of psychographic segmenting? 
• BEACH: Argumentat ive . 




questic 


CASSIDY: It's a long question, but it's a 


MR. BEACH: I said you don't have to defend your 


questions to me, Mr. Cassidy. I'm objecting that it's 
argumentative. 

A. It's possible to describe what you mean by 
masculinity. I can describe that as a gender type segment. 
I mean, it contains the word masculine. You could argue 
similar to what we talked about earlier about No Bull being 
true to yourself, what you see is what you get, reject 
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believe this ran in magazines. 


Q. What does dimensionalize the Camel positioning 


mean? 


Describe, illustrate. 


Q. What was the Camel positioning at this period of 


time. 


I think it was a fun -- a fun brand, a somewhat 


irreverent, entertaining, light-hearted, clever. 


interei 


Qp B ?o you have an idea as to when this supplement 


was ac| 


back a 


magazi 


was. 




(.y put as an insert in magazines? 

| 

t really can't -- I really can't pin it down. It 
i August of '90 and July of '93. I'd have to go 


kay. Do you know if this was used in multiple 
ver different periods of time? 
can't recall. It would not surprise me if it 


Q. Okay. Why don't we go into this. ^There is no 
pagination, so why don't you go into the third page of the 
exhibit. And we're looking here at Joe's Smooth 
Philosophy. And specifically I'm looking at his philosophy 
with respect to dating. It says, quote, "When all else 
fails, pick up a pack of Camels." Was there an intended 
message to be conveyed with that statement to a Camel 
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smoker or a person who was considering switching to Camel 
cigarettes? 



MR. BEACH: Objection, foundation. 

A. it was intended to be a funny statement that was 
appealing to adult smokers and represented a light-hearted 
attitude of a fun attitude that Camel portrayed. 

QK, Wasn't there also another possible 


interpretation, that being if one was lonely and without 
companpisiliifip, smoke Camels? 


|R. BEACH: Objection, speculation. 

fell, aren't all these interpretations, to a 



reeCTPculative? 




subject:'' 


think an interpretation in and of .itself is 
Some are reasonable and some aren't. 


Q;. """""'But aren't you, in terms of advertising a 



product 


the rel 


itempting to create an imagine of that product in 
e mind? 



A. in the mindB of adult smokers we are trying to 
create an image of a brand. - 

Q. Okay. Was one of the images that R.J.R. Reynolds 
was attempting to convey by this statement being if you're 
lonely and without companionship, smoke Camels? 

A. No. And if I can elaborate on that, I can't 
imagine doing research among adult smokers and finding 
lonely adult smokers and seeing if this message made sense 
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to them. This was a tongue and cheek, light-hearted 


statement that appealed to -- that was attempting to appeal 
to adult smokers 18 to 34 years of age, and it simply 
reflects a more fun attitude. 

Q. Well, do you think people at times experience 
loneliness in their lives? 


I think loneliness exists. 



which 


about 




lookss 


this 


Okay. Let's go on to Midnight at the Oasis, 
he second to last page. When you were talking 
ads seeking to be clever, is what's occurring in 


the ufes>eag«i; left-hand corner an example of cleverness? And 
lilybep^Plually, we should first start with saying why 


<tell me what's occurring in the upper left-hand 


^There's a camel pulling a camel mask off of what 

k 

I a cowboy that apparently is trying to get into 


!• And what's the -- What's occurring with the 


left-hand of this camel? 


A. He's pointing in a direction. 

Q. Isn't that the same hand symbol that's used by 
umpires in baseball to say that someone's out? 

A. I think it is. I don't know. I mean, that 
clearly is spoof on a Marlboro man trying to come to the 
camel party. It's another light-hearted attempt to being 


/dyq:CpfeiO0/p4f. i n 
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humor and clever. 


Q. But this is advertising cleverness geared more 
towards fellow advertisers and Marlboro Tobacco Company 
than the general 18 year old would pick up on, correct? 

MR. BEACH: Objection, speculation, 
argumentative. 

A.K T}?is was done under my watch. We went to 18 to 


34 year 5 old adult smokers of both Camel and Marlboro and 


develo 


entert 





is piece, and they found it funny, clever, 

, so. 

t did you ever ask anyone, by the way, did you 
was happening in the upper left-hand corner? 


id what did they tell you? 


A.[ Funny. 




d they recognize that you were basically 


tellinc p ye MarIboro camel to -- the Marlboro cowboy to get 
out of a Camel smoking area? 

A. I'm digging way back, but I do recall that that 
little commentary' was appreciated by adult smokers 18 to 24 
of Camel and/or Marlboro. 

Q. Okay. Let's go to the final page and let's look 
at the letters here. And let's go down to the third letter 
from the top. it says -- Oh, I'm sorry. Let's go down to 
the very final letter. It says "Dear Smooth: I feel it is 
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my civic duty to inform you of a rumor about your mascot 


that has been circulating throughout my community. 


Apparently, when you turn a picture of Smooth Character 


upside-down, his face looks just like an upside-down camel 


who's smoking a cigarette. I know this sounds incredible. 


but I thought you should know. That is all." What is that 


reallyN^eferring to? 


you co 



It's referring to -- It’s spoofing things that 


ook at it one way or play --or put in it a 


mirror 



it looks different. In this case she's just 


laughii 


it it looks exactly the same way. 



n't you know what I'm referring to here? 


, what -- 


witnes 



BEACH: JuBt a second. Don't argue with the 


Cassidy. It's improper. You know it. Why 


don't 


ist ask a question. 


ive you ever heard critics of Joe Camel 


advertising state that if you turn Joe Camel upside down, 


it appeared to -- appears as a male penis? 


A. I heard criticism from some that -- I don't 


recall the upside down portion, but I recall some say his 


face was developed to look like a penis, yes 


Q. And aren't you mocking those critics with that 


specific letter there in this supplement? 


A. Let me speak to that issue. One of the things I 
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just knowing the title of it, but without having to look at 


it today? 

A. No. 

Q. Why don't you take a look into it a little bit. 
And I'll just direct you to the very first page, and I'm 
looking at the bottom bullet point that says speaks of the 
key 18M;p 24 male smoker group. Was that the key target 
group for Joe Camel advertising? 


divide 


smokeri 



ref res! 


recall the target, being 18 to 34, and we 
:t between 18 and 24 smokers and 25 to 34 
'm not sure what Teresa Paggert meant when she 


jlR. BEACH: Do you need to take some time to 
ir recollection with this document? Why don't 


you take "a*few minutes and just look through it before he 


asks 



ditional questions about it. 


Q. 6kay. Well, does looking at the title of this 
report and then also the date of the report that was just 
listed here as January 21st, 1991 refresh your recollection 
of when the previous exhibit of the Camel Smooth character 
was run in magazines in America? 

A. It was definitely before this report. I was 


looking to see if they said when it actually ran. I don't 


see that. 
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I'm not aek -- I don't see any reference within 


the report myself. 

A. It ran in 1990, then apparently sometime, maybe 
second half. 

Q. Okay. What is this report? 


A, This is, as is it says, a day after recall study. 



It ta 


to adult smokers 18 to 34 about that their 


percepEons of this insert, did they remember it, what did 



they r 


study 




^er, and what did they think of it. And -- 
^s it a tool used in marketing, to do such a 
lhave a report? 



* Q 



this 



[6 it a tool? 


h-huh. 


A^ ~^ t > s something we did and it's -- 

'" v "And what was the purpose of the report then and 


i?o measure whether people saw the magazine 



insert, whether they remembered the magazine insert, 
whether they -- I mean, everyone is -- Whether they liked 
it, what did they think it said, what did they dislike 
about it, what articles do you recall, on and on, to assess 
whether this was a program that created positive 
perceptions among adult smokers, in this case 18 to 34. 

Q. That's looking at, so to speak, what occurred in 
the past. Is this report also designed to give you 
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guidance as to what you should do with future marketing 
activities? 

A. Well, yes, given that it assesses these -- how 
that was received by adult smokers 18 to 34, you would use 
that to make a decision as to whether or not you wanted to 
continue to do something like this. 

Okay. Let's go to bates number 5621, and the 
-his particular page is Summary of Idea 
|ion. And I'm looking at the bottom column that 
fence to Camel user. What's a Camel user, or 
appropriately who is a Camel user? 

.. BEACH: In the context of this document? 

.. CASSIDY: Yeah, as it was being used in 1991. 
To be honest, I'm not sure what they mean there, 
simply referring to what does it say about 
irs. What does it say -« You know, I don't know. 

sit down and look at how are these questions 
^his looks like it was open-end, which means that 
they simply volunteered -- the adult smokers Volunteered 
what they thought and a research person attempted to 
tabulate that in a way that you could count the answers. 

Q. Well, talking now more about just market 
activities of Joe Camel and the Camel brand in the early 
1990s, were you attempting to create the image in the mind 
of Camel smokers and competitive brand smokers that the 
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person who uses Camel is someone who's cool, someone who 
has a sense of humor, someone everyone likes to be around? 

A. As I mentioned earlier, we were trying to create 
the perception of Camel as a fun, clever! light-hearted 
brand. And in scanning through here, there were -- I was 
reading just that, that people were -- adult smokers were 



prior testimony. Third of all, this was aske^l and answered 


twice. 

Q. Do you understand my question? 

A. Your question is what were you trying to 
accomplish with Smooth Magazine? We were trying to 
describe the Camel positioning as light-hearted, 
irreverent, fun, clever. And I see all those throughout 
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this. I also see where she -- this person wrote down cool. 
That was not a part or a word that I recall using to 
describe the Camel positioning. This, again, is open-end, 
which means the adult smoker could say whatever they wanted 
and a researcher tabulated it. To find out what we wanted 
to communicate, there are questions in here that we crafted 
the ag^ree, disagree statements, and those are exactly what 
we weipe looking for. 

c L^W-X hy don't you tell me which page you're looking 

on. 

4^s$dPn 5628. Or -- Yeah, start there, the Camel 

izine is original, we want it to be unique. Was 
ind entertaining? That's what we wanted. The 
:h Mag -- well, there's unique again. It's 
final and unique. The kind of ad I would stop 
Are you with me, 5628? 

I'eah. 

3o those were the kind of things. And if I can 
just mention on 5626, which is two pages befcare, it speaks 
to the cigarettes have a smooth taste, they're high 
quality, or a brand my friend would smoke, or for people 
who know how to have fun, or for someone who could be one 
of my friends, or for someone who is outrageous, which I 
guess you could argue part of that insert was a little 
outrageous. But that's what we were trying to accomplish, 
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and in looking back at these numbers, I think it worked. 

Q. Okay. Well, looking at the page that you were 
directing me towards, 5626, as I look at those -- let's 



see, it's six questions. The first two relate to the 
product, and the remaining four relate to the image of the 



product. Is that a correct characterization or not? 

AjK, I, would say the third one could go either way, or 


a brand'my friends would smoke. That can refer to, you 



know, 



is a cigarette your friends would like. But two 


or thrdewfj them are related to product and three of them 


are re 



to the image of the brand. 

cay. Well, then let's look at one of the ones 
intified as related to the image of the brand. 


And that 


istion, and the first one here, and that would 


be are frorpeople who know how to have fun. Was that one 



of the 


forward 



nts of the positioning that you wanted to put 
i Camel? 


"un, yes. 


Q. Okay. t>o you think people who know*,how to have 
fun are also cool? 

A. I don't know the answer to that. 

Q. Okay. Let's go towards the last part of this 

memo, and I'm looking at 5631. And what was the question 
that you were asking the members of the test group here? 

A. Now we're -- This is a little unusual. Every 
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research has a little bit different twist to what you're 
trying to get at. It appears, given the guestion at the 
top, is we asked adult smokers 18 to 34 what do you think 
the next issue of Smooth Magazine will feature? We were 
simply looking for what was on their mind, did they think 
this was thought of as perhaps an ongoing publication. 

Q.hv. Ojcay. And is one of the responses that you got 
beach s party on the beach? 

A. oparently 1.9 percent of the adult smokers 

talked jre thought there might be a beach scene. 

it when we look at that 1.9 percent figure, 
a substantial number of 18 to 24 year olds 
it answer 

11, if you look at the -- 
compared to the number of 25 to 34 year olds 
that -- 

.. BEACH: Objection to the form of the question 
on the grounds that Counsel is testifying. The document 
speaks for itself as to the results reflectediin the 
document. 

Q. Okay. What's the number of 18 to 24 year olds 
that thought the next issue of Smooth Magazine would 
feature? 

A. I'm sorry. What number of 18 to 24 year olds 
thought the next issue of Smooth Magazine would feature 
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what? Anything? Something? 

Q. No. No. I'm looking -- 

A. Half of them thought it would feature something. 

7 percent thought it would feature nothing. 

Q. Again, I'm looking at -- 

A. You're down here at scene/setting. Okay. 
Whatev^r^ 4.4 percent of 50 is. 10 percent I think is 5, so 
two-ancf^a-half 18 to 24 year olds thought it would feature 
ie, as opposed to .6 25 to 34 year olds, 

there a substantial difference between 4.4 and 



do not know. I don't have a statistical 
i in here. I don't know. 

ill, if you were selling a cigarette that had a 
share of the market, and you had another 
lat was selling a .6 percent share of the 
Ld you consider the cigarette that was selling 
4.4 to be substantially greater in sales than the one that 
was .6? ^ 


MR. BEACH: I object to the form of the question 
on the grounds that you're mischaracterizing this document. 
The sample size of the two groups is clearly different. 

MR. CASSIDY: Are you now testifying? 

MR. BEACH: No, I'm objecting to your 
mischaracterization of the document. 











Q. If you can't answer the question, just -- 
A. Four point -- if you want to say -- If the 
question is is a 4.4 share significantly greater than a .6 
share, if you're talking total share of the market of the 
cigarette industry, the answer is yes, a 4.4 share of total 
smokers in this instance with this sample size. But even 
so, thjare were four 18 to 24 year old adult smokers that 


thought that the next issue might have a beach scene is 


exactl 


please^ 




t this says. 

kay. Well, let's go to the next page then. 



identi 


Smooth E 



Ih-huh. 


d what was the question that was asked as 


W this page? 

ihat would you like to see in the next issue of 
^zine? 



at response was rated the highest among 18 to 


24 year olds? 


A. Would like to see something. 


Q. And then what was the second? 

A. Don't know. 

Q. But amongst the people that would like to see 
something, what was that their setting or scene that was 
favored the most? 

A. Let's see. Looks like how they tabulated this. 
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women, pretty women was the number one. 

Q. Okay. And what was number two? 

A. Looks like it was Well, now hold on here. I 
don't know whether these are additive or coming off the 
total, whether the 5 percent is of the 14.9. I'd have to 
figure that out. I mean, it looks to me like there were 2 
to 5 pe^ipent of every 18 to 24 that answered that picked 
one of ffnese categories, so you know, they're picking -- I 
volunteered all these. I'm not sure. 

:ay. Well, looking at just the category of 
itting, what were the top two favorites within 



>men, pretty women, and beach scene. 

:ay. Was a camel -- 

jain, you're talking about probably four members 
versus two people mentioned it. 

:ay. Okay. Well, with respect to Exhibit #10, 
the magazine insert itself, was there any commentary ever 
made concerning any of the magazines that that -- and 
particular editions of those magazines that that insert ran 
in? 

A. There was -- There must have been discussion 
because there was planning in order to put them in those 
magazines, so. 

Q. And when you plan to put a supplement in a 
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magazine, do you sometimes know what that topic of that 
magazine will be about? For example. Sports Illustrated 
College Football Preview. 

A. Sometimes. 


Q. Other timeB you don't, right? 

A. Right. 

Q-K Okay. But after the Joe Camel supplement ran in 


the latifer part of 1990, was there any commentary with 


respect 
that si 



my magazine -- particular magazine in which 
lent ran, negative or positive commentary? 



do not recall. 


ay. What topic do you think interests 


ire than anything else? 




. BEACH: Objection, speculation. 


have no idea. 


at's the physiological development that 


charactl 


ss the teenage period of development? 


question. 


M&. BEACH: Objection to the form of the 


I don't know. 


Q. What's the difference between a child and adult 
in terms of their reproductive cycle? 

MR. BEACH: Objection to the form of the 

question. 


I don't know. 
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Q. Can a child procreate as opposed to an adult? 

MR. BEACH: Objection to the form of the 

question. 

A. At some age. I mean, clearly during the course 

♦ 

of maturing, women can have babies. Are you asking -- 
Q. And when does that possibility first occur? 

I (have no idea. 

ee that possibility first occur during the 
s? 

do not know. I do not know. I think that 
1 kinds of issues. I don't know. You're truly 
don't know the answer to. I can talk to you 
rketing of cigarettes at Reynolds. I don't 
know th ea. 

Q. ^.Af e teenagers more interested in sex than any 

other tf 

j 

A.y |T^at I do not know either. That strikes me as 
As an adult it's an interesting area, but I can't tell you 
about differences. < 

Q. Do you think that being attractive to the oo 

opposite sex is one of the highest values that a teenager ® 

CJ 

cn 

has? 

A. I do not. 

MR. CASSIDY: Okay. Can we mark this as the next 
exhibit, please? 
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MR. BEACH: Are you going to enlighten us, Steve, 
or are you just going to keep all these open issues? 

MR. CASSIDY: Enlightenment is coming. 

(Exhibit #12 marked for identification.) 

Q. What's the cover article of this edition of 
People magazine on? 

Aik. Teens and Sex. 

jpould you please open the magazine and tell me 
Smooth Character Magazine is found within this? 

Apparently it is. 

I 

fas there ever any commentary at R.J.R. Reynolds 

| 

!act that this Joe Camel Smooth Character was 
|n edition of People magazine that had the cover 
Sns and Sex? 
don't recall any. 

SR. CASSIDY: Okay. Let's move on to the next 

exhibit 

MtR. BEACH: This is maybe your copy, Steve. It's 
got some highlighting on it. < 

MR. CASSIDY: Okay. Excuse me. 

(Exhibit #13 marked for identification.) 

Q. Could you please identify what has been marked as 
Exhibit #13? 

A. It's three pages of photocopy with the headline 
of "Bored? Lonely? Restless?" 
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Q. Well, waB this actually another edition of a Joe 
Camel Smooth Character supplement? 

A. It may have been. This was something that was 
done I believe -- before my time I believe. 

Q. Okay. Would you characterize -- Actually, do you 
have any knowledge as to when this was, and if it was, 
produced? 


Af I think it was produced, and I think it was 


before 


the da 




Lme. So sometime in the late '80s -- '80s. 
cay. You don't think this was produced after 
the previous document that was on the 
^ns report with respect to the original Smooth 


azine, and I believe that date was January of 


aFt^ know this wasn't produced -- did you say prior 


to or 



QFWfter. 



know this was not produced. 


Q. How do you know that? ^ 

A. Because this was a program that I did, Smooth 
Character, this was not. 


Was this not a further development of Smooth 


Character? 


Q. And how do you know that? 
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A. Because this was produced when I was in charge of 
Camel. This was produced before I believe. 

Q. What's the title on the second page of this 
exhibit? 

A. Camel Smooth Character, Smooth Moves. 

Q. Would you classify the woman on the first page of 
this ep^hibit as a pretty women? 

fn my personal opinion is that an attractive 


ee. 


ased on this black and white copy, she looks 



hy do you think or do you have any knowledge as 
1 was asking the reading public if they were 
nr^ly, and restless? 

BEACH: Objection, foundation and its lack 

Jhat is the question that -- What are the three 
questions that are posed at the beginning of this exhibit? 

A. "Bored? Lonely? Restless?" 

Q. Okay. Why was those three questions -- Why were 
those three questions used in a Camel advertisement? 

A. I have no idea. 

Q. Looking at this advertisement, what does it imply 
one should do if one is bored, lonely, and restless? 


LTI 

to 

00 
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MR. BEACH: Objection, speculation. 

Q. Well, you're involved in the marketing. Was 
there any intent to lead the reader after these three 
questions into the second page of this document? 

MR. BEACH: Same objection. 

A. 1 was not involved in this, and I really can't 
speak ^o what it was designed to do. 

^>kay. Well, can you tell me just as someone 
at R.J.R. Reynolds that did work at one time on 
flow is in charge of a whole brand of cigarettes 
^you believe the reader should do after those 
i-ions? 

Jo. 

f 

Jould you agree as a general principle that if, 
ft page of an insert, you would like the reader 
^ance to the second page of the insert? 
would agree with that, that consecutive pages 
are deSTgnM to be. 

Q. And would you agree that you would $?ant the 
reader to actually read all three pages of your insert, if 
there was a three-page insert? 

A. Yes. 

Q. Okay. Well, let's look at page two of the insert 
then under smooth move number 334. What is the first 
smooth move that's identified? 
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A. Run into the water, grab someone, drag her back 
to the shore, if you've saved her from drowning, the more 
she kicks and screams, the better. 

Q. Okay. Again, it wasn't if you saved her from 
drowning, it was as if you saved her from drowning. 

A. I'm sorry. Let me speak to this since I see 
where you're headed here. This issue, you may or may not 


know, #ls raised at the Congressional level with Jim 


point 


institf 


Johnst|^g§|||§|He apologized for the company. The company's 
point p^^^ew was this was totally out of line. We 
institj^gesyright after that an advertising review panel 

teW^de up of employees of various age groups, with 
P^^iou^is^ily sizes, of various backgrounds, in a specific 
attempf^lpavoid ever running anything like this again. 

And sopfSt'fier than me sit here and try and defend it, this 


was not 


clearlt 


ie - - I was not involved in this. I do recall 
St this was brought up in a Congressional hearing 


and thfe president of the company apologized for it and gave 
his word that it would never happen again. Apd so the 
company moved quickly to address what it thought was out of 
line for this company to be doing. 

Q. What was specifically wrong with this 
advertisement when we look at all three pages? 

A. Well, specifically speaking to the point you 
raised on -- At the time I think that the feeling was, and 
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I agree, that grabbing people .from the water and having 
them pretend like they're drowning and you're dragging them 
out, particularly a male doing that with a female, which I 
think is what this -- Actually, this -- No, it says her, is 
just -- It's not appropriate. 

Q. What do you -- How would you characterize her 
facial i^xpression of the woman that's being dragged? 

I can't really see it clear enough with this 


jt doesn't look like she's screaming? 

|t could. It's real rough. Again, the company 
Ithis in front of Congress as something that 
lave happened, and we took steps immediately to 

ia?t. 

* 

lave you ever heard of this referred to as the 
the Joe Camel beach rape scene? 
io. I've heard to it referred to as bored, 
lonely ,^ar^ restless. 

Q. Was there ever an apology for asking smokers if 
they were bored, lonely, and restless, or was the apology 
limited only to the scene that we have been discussing 
right here under number 334? 

A. I don't recall what else was done. I do recall 
specifically action taken on this. 

Q. Do you find it offensive to ask individuals with 
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respect to a cigarette advertisement if they're bored, 
lonely, and restless? 

MR. BEACH: Steve, haven't we like covered this 

enough? 

MR. CASSIDY: This is my last question. 

A. Do I find it offensive to do an advertisement for 
adult ^nokers that includes the words bored, lonely, and 
restle^^^ 

question marks. 

. BEACH: If we're going to move into a new 
take a little short break? We've been going 
r. I'd like to make a request to the court 
reporte^^When you include this exhibit in the -- with the 
origin^-“"txfenscript, I'd like a copy of the entire magazine 
includes&^vd^h the exhibit, not just the cover page. 

fR. CASSIDY: Okay. Let's go off the record. 
VIDEOGRAPHER: We're going off the record at 4:17 
p.m. This is the end of tape number three. <. 

(There was a break taken.) 

VIDEOGRAPHER; We're back on the record at 4:28 
p.m. This is the beginning of tape number four. 

Q. Mr. Leary, do you understand that you're still 
under oath? 

A. Yes, I do. 
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Q. Okay. 

MR, CASSIDY: Could the court reporter please 
mark as the next exhibit the document I've handed her. 

(Exhibit #14 marked for identification.) 

Q. Have you had a chance the review the document? 

A. Uh-huh. Yes. 

Mr. Leary, what is the subject of this document? 
Camel Performance By Age Group, 
id what age groups are broken down within this 


he 18 to 24 adult smoker group is segmented by 

ult smokers and 21 to 24 adult smokers. 

ell, if we look at the next page, what two age 






groups shown on this document? 




fhe two age groups that comprise the 18 to 24 

Irs in this census are the 16 to 20 adult smokers 

? 

i4 adult smokers. 

ls there any mention within this document of the 
age group 18 to 24? - 

A. In the instance of the fact that 18 to 24s are 
made up of IB to 20s and 21 to 24s, that is that age group 
that is contained in this report. It's split 18 to 20 and 
21 to 24, but that is the age group that they're talking 
about. 

Q. But have you not combined the two age groups that 
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are identified in this document? 

A. Yes, the 18 to 20 and 21 to 24 comprise the 18 to 
24 group. Yeah, I mean, that's a -- 

Q. Is there any specific reference within this 
document to an 18 to 24 age group? 

MR. BEACH: Objection to the form of the 
quest ibi^, asked and answered, in addition the document 
obviouJIy speaks for itself, Mr. Cassidy. 

n you answer my question? 

at age -- What is the group that this document 
It talks about the totality of the 18 to 24 
It smoker group, and it segments and reports it 
oups within that, 18 to 20 adult smokers and 21 
Id adult smokers. 

s this document addressed to you? 
s, it was. 

d who was the author of this document as 
identified ’here? 

A. J.R. Hribar. * 

Q. And can you tell me his title at R.J.R. Reynolds 
at the time? 

A. I cannot recall. 

Q. Was he a person that worked underneath you? 

A. He worked in the research department. He did not 
work in the marketing department. Well, marketing is part 
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of business information, that department has had various 
names, but he was in marketing research, which did not 
report to me. 

Q. Well, did he regularly submit reports to you, 
amongst other people? 



A. I do not recall him regularly reporting -- 
sendinghrfpqrts to me. I don't recall him aB being someone 
that I interacted with on Camel performance on a regular 




basis, 



6136, 


you recall receiving reports, as you have 


identif j£«^ip|on the 18 to 24 year age group that broke that 
afc^groun down then to 18 to 20 year olds and 21 to 24 year 



seen in document? 


think that that segmentation could have been 


done, ahd pbviously it was done in the case of this 


documei 


1990? 



s it not done on a monthly basis at least in 


A. I don't recall. It may have. I don't recall. 

Q. Was this document created in the regular course 
of business for R.J.R. Reynolds Tobacco Company? 

A. It was done as part of his job. 

Q. Okay. Do you think there's anything unique about 
tracking 18 to 20 year olds in terms of one's ability to 
have an understanding with respect to smoking rates among 
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16 to 17 year olds? 

A. I think we were, in this instance, tracking our 
performance among adults who smoked, 18 to 24 years of age. 
As I have stated several times, I never spent a minute 
thinking about or planning or studying anyone under the age 
of 18. That's all we talked to, and that was what -- 
that's &hat has occupied my time. 

During your tenure with R.J.R, Reynolds did 
that you are aware of spend a minute or a 
ing or targeting activities with respect to 
r the age of 18? 

don't recall ever being exposed to that. 

. CASSIDY: Okay. Let's mark the next 
ease, as Exhibit #15. 

"Tlbchibit #15 marked for identification.) 

t's go to the cover page, please. Who is 
s the author of this document? 

Jdhn Hribar. 

And what is the date of this document? 

December 31st, 1990. 

Are you listed as one of the recipients of this 


Q. 

anyone 

second 

persons! 

! 

A. 




document 



[ Q. 
identif 
A. 

Q. 

A. 

Q. 

document? 

A. I am. 

Q. Having seen this document presently, do you have 
any recall as to whether you saw this document on a 
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previous occasion? 


A. I don't recall it, but since I'm on the list, I'm 
sure I received it. 

Q. Do you have any recall of whether you received 
during the year 1990 adult smokers 18 to 24 performance 
tracking reports, not necessarily the December 30th 
editioi^y^bm: just did you receive such reports? 

I may have. 

id the fact that I have now shown you this 
>es that at all cause you to believe that you 
see such documents during the year 1990? 
is, the fact that my name's on here, it appears 



ay. Was this document prepared in the normal 
course llF'TSlisiness of R.J.R. Reynolds Tobacco Company? 

A.believe so. 

Q.F^^YT&ay. Let's go to what's listed as page 6236 by 
bates number, and I've read the last four numbers of a 
bates number. ^ 

A. Uh-huh. 

Q. What do the tables here show? 

A. They show performance by company among the 18 to 


24 year old adult smoker group. 

Q. Okay. And is the adult smokers group broken into 
any subdivisions? 
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A. Yes, it is, 

Q. And what are those subdivisions? 

A. is to 20 year old adult smokers and 20 to 24 year 
old adult smokers, as well as by male 18 to 24 adults and 
female 18 to 24 adult smokers. 

Q. And is that -- Are you referring to the November 
year tck$late 1990 category? 

Uh-huh. Yes. 

:ay. Let's go over to the next category, which 
id as change versus year 1989. Are the numbers 
figure in percentage terms? 
don't know. 

ill, I don't know either. But what would be the 
>ility that these numbers could be listed as if 
5t percentage terms? 
ley could be absolute change, 
tay. But they reflect change one way or the 
other, correct? 

A. Yes. x 

Q. Okay. How was Camel doing in terms of November 
year to date change versus the year 1989 within the total 
number of 18 to 20 year olds? 

A. It appears that Camel was gaining something, I'm 
not sure what these numbers are, among 18 to 24 year old 
adult smokers. 
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Q. It was up 2.6, correct, but we don't know what 
2.6 stands for? 

A. Among 18 to 24 year old adult smokers it was up 
2.0, and among 18 to 20 adult smokers 2.6. 

Q. So it was doing better amongst the 18 to 20 year 
old group than it was -- It was doing better within the 18 
to 20 |y^ar old group than within the total young adult 
smokeir 18 to 24; is that correct? 



this 


|t would appear from this, yes. 

pkay. Was any other cigarette brand as listed in 
| here on this particular page doing better than 


ms of total number of 18 to 20 year olds? 
n absolute terms in terms of share of market, 


Marlbdro^^was, it looks to be, six to seven fold as large, 



but inT^fUis of change, Camel appears to be -- to have 
poste dsssthe# biggest change. 

C^jf^&kay. Let's go back to the previous exhibit, 
please. Exhibit #14, and if we look on the second page of 
that. What is the time frame that's described there at the 
bottom of this graph? 

A. That is -- Is that June or -- Oh, January. 

January of '88 to October of 1990, or maybe November. 

Q. Okay. What does this chart show with respect to 
Camel sales to 18 to 20 year olds commencing in January of 
1988 to either October or November of 1990? 


edh/!t;id/dyqQ^aO,©^d# .in 
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A, This doesn't reflect share of sales. This is 
what percent of adult smokers 18 to 24, broken down 18 to 
20 adult smokers and 21 to 24 adult smokers, that claim 
that their usual brand of cigarettes that they smoke I 
believe is Camel. I'm not familiar with the asset term, 
but share of smoker generally means you talk to an adult 
smoker fsap.d pan ask them what brand of cigarettes do they 
usually smoke. And this -- 

uuld -- I'm sorry. I interrupted you. 
lis graph would indicate that from January of 
>oks like August of '90, with several spikes, 

18 to 20 year old share was relatively flat 
ro or three year period, as was 21 to 24. And 
ibars that for a period from August to -- of '90 
rember of '90 there was some movement in the 18 
>ld group, but it appears that the 21 to 24 
gains, but it's hard to tell from this. 

Well, at the end of this graph is it true that 
Camel was doing better amongst 18 to 24 year plds than it 
was among 21 to 24 year olds in percentage terms? 

A. It appears that over the course of -- Let's see 

here. 

Q. I'm just focusing in on the -- 

A. No, I know what you're doing. I'm trying to 
evaluate accurately what this thing says. Let's see. 
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August, September, October, November. It appears over this 
three-month period that, yes, the 18 to 20 year old adult 
smoker group was -- it had a higher share among them than 
the 21 to 24 year old adult smoker group. 

Q. And over the entire period of this chart does 
this not show that the 18 to 20 year share went from a 
little N^t tpver 2 in January of 1988 to, let's say, 
approximately ll by October and November of 1990? 

A.^^l^iose two points, yes. You can also point in 
November"!^''* 1988 the brand had no 18 to 20 year old adult 
losing it, and the next month it had an 8 share, 
irly erratic graph, but those two points, yeah, 
there's a great deal of swing in the 
t it's up one month, down the next, but -- 
fluctuates, correct? 
ods head affirmatively) 

t when we look at the start point and the end 
point there’is an increase of possibly 9 percent? 

A. If you pick the 2, 2 minus 11 is 9,<.but there's a 
great deal of swing in these numbers throughout. 

Q. Well, do you have any memory, outside of these 
charts I've just shown you today, how Camel was doing 
amongst the 18 to 20 year old smoking segment in 1990? 

A. I don't recall the actual numbers. I do know 
that over the course of when I had the brand, we were 


numbers^ 
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attempting to broaden Camel's appeal among a broader group 
of adult smokers. And -- 

MR. CASSIDY: Now, let me mark as the next 
exhibit, and I believe this is Exhibit #16. 

(Exhibit #16 marked for identification.) 

Q. Having looked at Exhibit #16, can you identify 
who the .^author was of this exhibit? 

Ar Scott Cairey. 

n you identify Mr. Cairey's position with 
plds in 1991? 

, I cannot. 

re you one of the authors -- I'm sorry -- one 
ients of this memorandum? 


Q 

R.J.R. 
A 
Q 
:he 
A 
Q 

produc 




it your understanding that the memorandum was 
the regular course of business of R.J.R. 


Reynolc 

A.^^T'm not sure I know who -- I recall Scott Cairey, 
and there's some names on here that I'm not femiliar with. 
I'm not sure -- In this case I don't know him. 

Q. Well, at that time wasn't Mr. Blackmer your 
supervisor? 

A. Yes. 

Q. And Mr. Weber, was he a senior person with the 
company at that time also? 
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A. Yes. 

Q. Okay. 

A. Or he was -- he worked in the research 
department. 

Q. Okay. Is it fair to assume that Mr. Cairey also 
worked in the research department given the nature of this 
memo? _ 

MR. BEACH: You're asking the witness to 

He 'b already told you that he doesn't know. 

SR. CASSIDY: Well, I asked if it was fair, 
if it's not fair, tell me it's not fair. If it's 

i 

ill me it's a guess. 

IflTNESS: Excuse me. But there's a big fire over 

there in the middle of downtown. Look at the 
fire o here with the trucks and everything. You can 



see thi 


p .m, 


mes on top of that -- 

IOURT REPORTER: Off the record? 

MR. BEACH: Yeah, off the record. 

VIDEOGRAPHER: We're going off the<record at 4:47 

(There was a break taken.) 


tn 


CO 


VIDEOGRAPHER: We're back on the record at 4:48 ® 


U1 

u> 


p.m. 


MR. BEACH: In addition, I note for the record 
that this document does not appear to bear any Reynolds 
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bates numbers. 

Q. Do you have an understanding as to what the word 
Mezzina refers to? 

A. I think it refers to Mezzina/Brown, the 
advertising agency. 

0. Okay. Thank you. Did you receive in 1991 
monthl^Camel asset flash reports? 

Air I cannot recall. 

o lm^^ kay. Why don't we go into what's identified by 

I 

bates |r as 012142. 

S 

A js this the same document? 

les, I'm looking at the bates number in the 
|he right-hand page. 

Sn the right? 

?R. BEACH: Next to the last page. 

Ih-huh. Yes. 

that is the title of this chart? 

October 1991 Adult Smokers 18 to 24 Share 
(Weighted). < 

Q. And within this chart does it list the shares for 1 
18 to 20 year olds? 

A. Yes, this chart documents share among the total 
18 to 34 adult smoker group, and breaks it down, as well 
as -- as well as 16 total -- 18 plus adult smokers, and it 
breaks it down by 18 to 20 adult smokers, 21 to 24 adult 
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smokers, 25 to 34 adult smokers, and as I said, total 18 
plus adult smokers. 

Q. Was the 18 to 20 year old adult smoker market a 
significant market for you in your marketing activities 
with R.J.R. Reynolds? 

A. The 18 to 34 year old market has been a target 
that H^have used on several brands, 18 to 34 year old adult 
and it's been broken down at various points in 
*ays. The most common one that I recall using 
J4 adult smokers and 25 to 34 adult smokers, but 
down a number of ways. 

[ncluding 18 to 20 year olds apparently? 

[■hat's right, 18 to 20 year old adult smokers, we 
business among those adult smokers, 
fould R.J.R. Reynolds have broken the cigarette 
between 18 to 20 year old smokers if it did not 
siness purpose for R.J.R. Reynolds? 

7e broke it down among different age groups to 
better understand what was going on with our-^business among 
adult smokers of a variety of age groups, and that's one of 
the age groups we looked at, as well as 25 to 34 and 35 
plus. 

to 

MR. CASSIDY: Okay. Let's go to the next £ 

VO 



exhibit. 


(Exhibit #17 marked for identification.) 


G> 

cn 

(.n 

cn 
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Q. Have you had a chance the review this document? 

A. Yes. 

Q. Could you please identify for me the author of 
this document? 

A. Reggie Pasterczyk. 

And could you please tell me Mr. Pasterczyk's job 

She's I think been a research manager for -- when 
is, and I'm not sure what her title is now. 

S a research manager more senior person than 
rcher? 

m not sure what the various titles are in that 
She's a member of the research department. 


ve you ever had any reason to doubt the quality 


fve worked with Reggie for quite some time and 

] 

I but from time to time we have disagreements. 

Q. Did you ever have any disagreement with respect 
to this memorandum that she presented to you?^, 

A. I don't recall. 

Q. Okay. Having reviewed this document, do you have 
any independent memory of this document, aside from 
obviously just showing it to you right now? 

A. I don't recall this specific document. I'm 
trying to remember the issue that we were looking at here. 



52189 0556 









1 

2 

3 






1 

1 

2 f 

21 

22 

23 

24 

25 


229 

Q. Well, I mean, having reviewed the document, do 
you have an understanding now as to what issue you were 
looking at? 

A. 1 don't recall the context of'why this was -- why 
this was written. It's -- 

Q. Well, -- 

A^ I mean, again, it looks like -- to me like an 
effortflx^track how is Camel doing among adult smokers, and 
she's i^i^ating that the brand is performing well among 

»r and older smokers, and that the positioning is 
|o both. 

paving reviewed this document, there's nothing 
[nd disturbing about this document in any way? 

Iro. 

i>kay. But correct me if I'm wrong, it's not 
[ust Camel, it's also examining two other brands 
to Camel, correct? 

tes, she references Marlboro and Newport. 

Well, not only references, but wher^ we look at 
the graphs, what is the first graph for? 

A. The first graph is about Camel. 

Okay. And what is the second graph about? 

The second graph is about Marlboroi 
And what is the third graph about? 

The third graph is about Newport. 



Q. 

A. 

Q. 

A. 


Ul 

N> 

CO 
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Q. Okay. Did the author produce this document in 
the regular course of business as an employee of R.J.R. 
Reynolds? 

A. I expect. 

Q. Do you have any memory as to whether you 
requested her to produce this chart and report to you? 

A^. s No, I do not. 

Qr Who is Ms. Beasley, who was also listed as the 
Lent of this document? 
boss. 

id she was your boss in 1994? 
is. 

id what is her position today? 

le is the executive vice president of marketing. 
Lnce 1994 have both you and Ms. Beasley advanced 
irate ladder, so to speak, of R.J.R. Reynolds? 
^ie's been promoted since 1994, and so have I. 

Ts she now on the board of directors of R.J.R. 
Reynolds Tobacco Company? * 

A. No, not to my knowledge. 

Q. The person who is in charge of marketing is not 
on the board of directors of R.J.R. Reynolds Tobacco 
Company? 

A. There's not a board of directors for R.J.R. 
Reynolds -- or R.j. Reynolds Tobacco Company. There's a 
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board of directors for R.J.R. Nabisco, and to my knowledge 
she's not on it. She may be, but not to my knowledge. 

Q. When was the board of directors of R.J.R, Tobacco 
Company dissolved? 

A. 1 have no idea. 

Q. Okay. Let's go to the first chart here. Again, 
I'll as^ you in looking at this chart is there anything 



that ajjpear's disturbing to you? 



honest 


I'm not sure I understand this chart to be 



at 18. 


range 



|fell, let's ask some questions about it then to 
^your understanding. What is the age range 
sicted on the horizontal line of this chart? 


h, I see. It's looks like the tracking begins 


lend I'll again ask my question. What is the age 

Is depicted on the horizontal line of this chart? 

| 

?his looks like it goes from zero to over 80. 


Q. Is not the zero on the vertical line of the chart 
with respect to share of smoker? 

MR. BEACH: Counselor, you're arguing with the 
witness. The document speaks for itself, and anybody can 
sit and look at this document and make their own judgments 
about it. The witness has already testified he has some 
confusion as to what this graph is. You're asking him to 


[ HUSEBY/INTERIM court reporting 
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speculate. I object to all these questions. The document 
speaks for itself. 

Q. In looking at this document today, do you believe 
the age range that's depicted on the horizontal chart 
starts at age zero or starts at age 10? 

A. I'm not sure. I can see the 10 here, but let me 
just agrees what I think you're talking about. She's 


discussing age. She's broken adult smokers share by age. 






stake 


smoker 


here s 


she spe 





[to 18 to 24 throughout the document. If the 
e making is because there's a 10 there, that 


ling a share of smokers among 10 year olds, it's 
m every graph on here that the graph starts at 
ju know, I can see there's a 10 there. I will 
hreer that there is no intent here to measure 
the age of 10, which is why every single graph 
? at 18, and which is why every piece of verbiage 
to starts at 18. So that's what it is, it's a 


tracking of share smokers among adults 18 to 24. And the 
fact that in the computer she lined up the horizontal axis 
at 10 to 80, there are also no numbers over there -- no 
tracking at 80, she starts every single graph at 18. 

Q. Do you smoke many cig -- Do you sell many 
cigarettes to persons that are age 80? 

A. Well, she's got it out here at 75. 

Q. What is the empty space between the data that 
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starts at age 18 and goes to age 10? 

A. That's space that we have no data for because 
we -- according to -- I mean, I know the tracking that 
we've received, that we've done, is my recollection since 
1984, this is ten years later, is 18 to 24 adult smokers, 
25 to 34, and on up. And what Ms. Pasterczyk has done is 
track t^js data beginning at 18, the legal age to buy 
cigaret|^&,"and on out. 

Q. 

ages 10 
Newport 
ise 
A. 

appears 
is spea 
beginni 





es each chart show the share of smokers from 
0 by cigarette brand for Camel, Marlboro, and 
that the data listed within each chart only 
ersons ages 18 to 75? 

e data that's purported on this chart 
'm not real sure what these graphs do, but she 
to something among the various age or by year 
18 and it appears to go to 75. 

Q.p§P88111, the years that she identified are listed at 
the bottom of the chart, correct? 

A. There are years at the bottom, uh-h^h. 

0. And there's a different line for each year, 




correct? 

A. Yes. 

Q. How hard is it to look at this chart and to come 
to a reasonable idea as to what Camel was doing in the year 
1985 with 17 year old smokers? 
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A. I have no idea how you would use this chart to do 
that. This is a report that speaks to the brand's 
performance among 18 to 24 year old smokers. And she 
also -- And she speaks to Marlboro and Newport. We talk to 
18 year old adult smokers on up through higher age groups. 
This one refers to 16 to 29. It refers to 18 to 24 year 
old adiy.t smokers. That's what she was reporting on, and I 
don't any implication here that this was designed to 

iformation as to how the brand is performing 
under the age of 18. 

it do you see an indication of how the brand was 
/ith 18 year olds from 1985 to 1993? 

11 be honest with you, I'm not sure what this 

ill, let me give you a possibility and tell me 
or not. That in 1985 the share of 18 year 
is than 3 percent, but by 1993 it was 
approximately 14 percent? 

A. Can you repeat your analysis of thl§? Say that 
again, please. 

Q. Yes, in 1985 the share was approximately 3 
percent, by 1993 the share of 18 year old smokers was up to 
approximately 14 percent for Camel? 

MR. BEACH: Objection to the form of the 
question, calls for speculation. 
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A. I do not understand how this chart works. 

Q. Okay. Let's go to the Marlboro -- 

A. I can understand the verbiage that's written here 
that speaks to 18 to 24 year old adult smokers. 

Q. Let's go to the Marlboro chart,-please. What is 
the share of smokers for Marlboro at age 18 in the 1990s? 

K MR. BEACH: Objection to the form of the question 
on theiflfatmt grounds as the prior question. The only thing 


we've 




is change the chart. 

|R. CASSIDY: Well, if the witness says he cannot 
|this particular chart, let him say so, and I'll 
fthe next question, 
m not sure I understand this chart, 
io you have an understanding though that the 
'onjokers of Marlboro from zero to 75, as depicted 
ical line, is a larger share of smokers than 
the preceding vertical line for Camel 


cigarettes' 


MR. BEACH: Objection to the form of the 
question. The document speaks for itself and it's being 
mischaracterized by Counsel in that question. 

A. I do not understand how these -- what these 
graphs purport to show. 

Q. Okay. Then do you have any understanding as to 
respect to the Newport chart that's shown on the final 
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page? 

A. Not a clear enough understanding to state with 
confidence that this is exactly what these graphs are 
showing. 

Q. Okay. Let's go back to the first page where it 
says -- the indented paragraph, "In fact, if you look at 
er tables on the diagonal lines (18 year old in 
e is in 1989 and 20 in 1990)." Can we not look at 
.ent in reverse and say that a 20 year old in 
‘19 year old in 1989, was an 18 year old in 1986, 
fer in 1987 was a 17 year old? 

R. BEACH: Who's we? 

R. CASSIDY: We, the reader. 

would infer from this that what she is talking 
e brand's appeal among adult smokers is growing 
among those adults that choose to smoke, and 
it says, and that's what I take from it. 
ell, what do you think about the Marlboro share 
of smokers over time from age IB to age 75? 

A. It appears from what she said that Marlboro and 






21 

22 

23 

24 

25 


Newport, according to this document, have a higher share 
among 16 year olds and their -- as they move through time 
they lose smokers. 

Q. Is that your historical understanding of the 
sales of Marlboro cigarettes in the 1990s, that they do 
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better with 18 year olds than they do with persons 
substantially older, say in their fifties? 

A. Well, there's various ways to look at the brand. 
There are more Marlboro smokers of an older age of adult 
smokers than there are younger, but in terms of their 
appeal among a younger segment of -- and their share among 
a younger segment of adult smokers I think is largest. 


I was 


Again, I was not speaking in aggregate numbers. 
y$|ing in percentages, correct? 


A^^p^Nods head affirmatively) 

0L And is it the similar understanding with respect 
Newport cigarettes? 
pi AgLrm not sure. 

oNj^Hkay. Do you have any idea as to why this memo 
addres^^^nly three cigarette brands, and those three 
cioare ttejfe -ands are Camel, Marlboro, and Newport? 

A|ilpll| do not know why she picked these three brands. 

Qj Sould it possibly be because those three brands 
were the most popular brands among persons ag£ 12 to 17 in 
the early 1990s? 

MR. BEACH: Objection, call four speculation. 

MR. CASSIDY: Could you please enter this as the 


next exhibit. 


(Exhibit #18 marked for identification.) 
Have you had a chance to review what's been 
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marked as Exhibit #18? 


238 


2 

3 

4 



A. I've not reviewed it enough to discuss it. I see 
what it is, but this would take me quite some time to read 
and understand. 

Q. Well, have you ever seen Exhibit #18 before? 

A. No. 



Q. Would you be surprised to learn that it was 
Newport? 

MR. BEACH: Objection to the form of the 
question. Counsel is testifying, assumes facts not in 
evidence. 
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MR. CASSIDY: Well, I'm trying to trigger a 
memory here. 

Q. Would you be surprised -- If I said that the 
third brand was Newport, does that cause you to remember? 

A. Well, here's what I would say about underage 
smoking as I have said before, what I know about, because 
what I ^ve done for fourteen years is talk to adult 
smokersp^and I do not track, read up on, I have no contact 

with in| |tion about anything other than adults over the 

I 

ind marketing products to them, and building 
fograms to smokers 21 years of age and older. 
1‘ess reports occasionally, they're not top of 
[h me. I have heard a press report that Camel 
are popular, but I have no evidence to that 
4's simply what I have read of others reports, 
ill, you might not have talked to anyone under 
L8 personally, but did researchers in R.J.R. 
Reynolds marketing department look at the buying habits of 
persons under the age of 18 during your tenure with R.J.R. 
Reynolds? 

A. Not to my knowledge. 

Q. Let's take a look at Exhibit #18 for one second. 

MR. BEACH: Do you want him to sit here and read 
the document now? 

MR. CASSIDY; Well, I'm going to read one 



http-//legacy.library.ucsf.etiU/tici/dyc]07a00/p'ifr.incfusffydocumenis.LrcsT.edu/abcs7qnTii 


52189 0567 





1 

2 

3 

4 





11 

12 

1’3 

P 

14 

15 

16 
17 
16 

19 

20 
21 
22 

23 

24 
'25 



240 


particular sentence and ask him if he has any knowledge as 
to the statement that's made within the sentence. 

Q. I'm looking at the bottom of the first page. It 
states "Marlboro, Camel, and Newport were" and then it 
continues on, "frequent -- were the most frequently 
purchased brands for 86 percent of adolescents. Marlboro 
was the^ most commonly purchased brand for both male and 
scents,- the second most commonly purchased 
males was Camel and among females was Newport.• 
idea as to whether that statement is true or 



you have any understanding as to how Camel 
lid amongst the teenage or the underage market 
1980s -- '90s? 

Ijhave no knowledge of any information about 
|es to smokers under the legal age. What I do 
adult smokers. For fourteen years that's who 
I've talked to. We've developed marketing programs to 
interest them in buying our brands. That's all we -- that 
I've done any marketing among, and I have no knowledge of 
what goes on under the legal age. 

Q. Okay. Why don't we turn to page 580 of this 
exhibit. And look at the chart that's listed there, and 
the first -- in the top part of that chart where it talks 


cn 

to 


09 


G> 

u\ 

00 
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about adolescent preference. What's the percentage of 
adolescent's preference for Marlboro as identified in the 


year 1993? 


MR. BEACH: Objection to the form of the 


question. This document speaks for itself. The witness 
has already testified he has no knowledge about it. Maybe 
what we need to do is give Mr. Leary an opportunity to sit 


and read this document, Mr. Cassidy, if you're asking him 


to con 


this d ; 


certaia 



^on the content of specific tables contained in 

| 

^nt. If you want him to do that, we can 
lake the time to do that. 



time t 


re leva* 



SR. CASSIDY: I'm asking him to simply read one 


R. BEACH: Mr. Leary, why don't you take some 
d this document. He apparently thinks this is 
what he thinks you know about. 


am asking you simply to read the numbers for 


MarlboirdT'Eamel, and Newport that are listed in percentage 
terms of adolescent brand preference on the $op of page 


580. 


MR. BEACH: Why don't you read them, Mr. Cassidy? 


I mean, you're certainly as capable of reading them as Mr. 


Leary is. 


MR. CASSIDY: If you would like me to. I'll be 


happy to. Marlboro is listed at 60 percent. Camel is 
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listed at 13.3 percent. Newport is listed at 12.7 percent. 


Q. Now, going back to Exhibit #17, the memorandum to 
you dated March 21st, 1994, does percentage share of 
smokers for Camel, Marlboro, and Newport roughly 
approximate the shares that are listed within the CDC 
report, and specifically the shares that I just mentioned? 

A.|x, Amongst which adult smoker group and which brand? 


I'm looking solely at 18 year olds within all 
for the final year, and that being 1993, of 
by age, Newport share by age, and Marlboro 



don't know what it would accomplish. I'm not 
rstand what you're asking, and I'm completely 
?ith this. 

Q . jr” o kay. if it's not fair to ask you to comment or 
to cor^lif^ the two charts, I won't ask you to then. 

CASSIDY: Let's enter into the next exhibit. 


1 9 ® 

please.' 


(Exhibit #19 marked for identification.) 

Q. Could you please review this exhibit which has 
been identified as Exhibit #18. Excuse me. #19. 

A. Okay. 

Q. Can you please tell me who D.S. Burrows iB? 

A. That's Diane Burrows I believe. 

Q. Was she a Benior manager on the Camel brand at 
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this point and time? 
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A. I don't recall. 



Q. Okay. But we do know that at one point and time 
she was a senior brand on the Camel -- senior manager on 
the Camel brand with you? 

A. That's right. 


Snyde 






Okay. Can you identify for me who is S.L. 


believe that was Steve Snyder, 
hat was his role within the company? 

can't recall. I believe he worked in research, 
y can't recall. 

o is this one researcher communicating to 


anothelFurese archer? 





role Wi 


did. 



don't know. I don't know what Diane Burrows' 
re. I can't recall exactly what Steve Snyder 


Sut you identified one of her projects later in 


time as being a forecaster, correct, for Carnal? 

A. No, she was in charge of Special Lights, which 
was a line extension to Camel, and she worked on Camel 
as -- 

Q. I thought you also said that she did forecasting, 
she was projecting possibilities of action to take two to 
three years down the road. 
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A. Well, it wasn't forecasting. It was just working 
on projects that had a longer time frame. 

Q. Okay. And she at one point was one of three 
senior managers on the Camel brand, correct? 

A. I believe that's right. 

Q. Can you tell me, after having read this, what is 
the subject of this memorandum? 

A.p^it appears that she's attempting to estimate 
Camel' slsffl&Wth rate based on a gaining share among 18 to 24 


year ol 



It smokers, 


Q.WsJjtejd where does she say 18 to 24 year old adult 


the second sentence. 



bay. And what does SOM mean? 


A.r“’" m Share of market. 



est imat 


bes she -- And in trying to identify what is the 
nmel share of market gains amongst 18 to 24 year 


olds, what are some of the factors that she identifies by 
the bullet points as necessary to make an accurate 


forecast? 


MR. BEACH: Are you asking the -witness to read 


this document into the record, Mr. Cassidy? 

MR. CASSIDY: I'm asking him to identify the 
factors, if he could start from the top. 

MR. BEACH: Based on what's contained in this 
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document? 


MR. CASSIDY: Uh-huh. 





Q. You don't have to read the full sentences. I 
mean, correct me if I'm wrong, she identifies, first, 
government population projections; second, continuation of 
existing incidence trends by age and sex; third, 
continuation of the rate per day life cycle. Do you have 


any idfa what that refers to? 


which 


fourth, very rough estimates of underage volume, 

[ 

feflected in industry sales, but not measured in 

j, 

i by R.J.R. What possibly could underage volume 


1 don't know what she was talking about there, 
(fell, when we talk about cigarette sales and we 
^cigarette sales to persons underage, who are we 
inferring to? 





talk a! 


actual] 



A; underage smokers refers to people not of legal 
age to buy cigarettes. \ 

Q. Teenagers, correct? 

A. People not 18. 

Q. Well, maybe even children if we're talking about 
10 year olds, right? 

A. I've told you who I talk to, which is adult 
smokers. And anyone under the legal age to smoke 
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cigarettes, 18, and now 21, I don't talk to. 

Q. Having examined this document here, do you still 
maintain that it's your understanding during your tenure at 
R.J.R. Reynolds that no one ever spent a single minute 
looking at cigarette sales to minors? 

A. What I said was I have never seen evidence or 
been ir^, contact with anyone who spent any time developing 
stratecpSls Or discussing how we can get underage smokers to 
switch ifcoyoh r brands. Now, based on this document of ten 
Apparently Diane Burrows was trying to estimate 
apparently she looked at that volume, 
ae was trying to estimate volume, being the 
of market, and in trying to estimate that, she 
>king at saleB to minors, correct? 
m not sure what she was doing with this. It 
/ith the term underage volume she may have been 
factor in for that. I don't know what she was 

If she was doing that, why would sh£ have done 

cr 
to 



MR. BEACH: Objection to the form of the 
question, speculative. 

MR. CASSIDY: I'll rephrase the question. 

Q. To have a truly accurate picture of one's share 
of market and then to forecast how that share of market 


CO 

© 
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will do within the next few years, don't you have to know 
how your brand is doing amongst teenagers? 

A. I track market share every day via retail sales, 
and build my marketing programs for adults 21 years of age 
and older, and that's where my efforts drive my market 
share. So no, is the answer to your question. 

But you're a marketing man, correct? 

That's right. 




And she was a numbers person, right? 

I don't know how I would characterize her. 

She did quantitative research that you've never 
an employee of R.J.R. Reynolds, correct? 



She may have. I don't know. She was more 
with the research department than I. 

MR. CASSIDY: Why don't we break for the day. 
VIDEOGRAPHER: We're going off the record at 5:24 
s is the end of tape number four. 

(Signature reserved.) 

(Whereupon, at 5:24 p.m., the deposition 


adjourned for the day.) 


Signature of the Witness 
SUBSCRIBED and SWORN TO before me this 
’ day of _, 19_. 


Notary Public 


My Commission Expires: 
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ERRATA SHEET 

RE: THE STATE OF CALIFORNIA vs. PHILIP MORRIS, INC. 

DEPOSITION OF: EDMUND CONGER LEARY, VOLUME I 

Please read the original deposition with care, and 
if you find any corrections or changes you wish made, list 
them by page and line number below. DO NOT WRITE IN THE 



DEPOSITION ITSELF. Return the deposition to this office 
after i|r is 1 signed. We would appreciate your prompt 


attent 


use the 




this matter. 

sist you in making any such corrections, please 
below. If supplemental or additional pages 


ry, please furnish same and attach them to this 



Page 


read: 


Page 


read: 


Page 




Line 


Line 


should 


should 



Line 


should 


read: 


Page 


Line 


should 


read; 


Page 


Line 


should 


read; 


Page 


Line 


should 


read: 
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STATE OF NORTH CAROLINA ) 


COUNTY OF MECKLENBURG 


I, Marne L. Hamilton, Notary Public, the officer 
before whom the foregoing deposition was taken, do hereby 
certify that the witness whose testimony appears in the 
foregoing deposition was duly sworn by me; that the 

| -ran- I 

tes|^gm|y of said witness was taken by me to the best of my 
abi^^and thereafter reduced to typewriting tinder my 
dir&sfeibn; that I am neither counsel for, related to, nor 
by any of the parties to the action in which this 
^dep|piiij^on was taken, and further that I am not a relative 
or SlflRlyee of any attorney or counsel employed by the 


parrasTSithereto, nor financially or otherwise interested in 
theLouyfcjome of the action. 



Marne L. Hamilton, 

Notary Public in and for 
County of Mecklenburg 


State of North Carolina 


My commission expiree July 28, 2003. 
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San Franciscd 




'ADMITTED IN aUMCMUlim ONV> 


VIA FACSIMILE & HAND DELIVERY 

( 415 ) 399-3041 





California, et at. v. Philip Morris, et al.. 
or Court Case No. 980864 


Pursuant to o ur pr evious agreement and pursuant to the plaintiffs' previous section 
■of deposition of R§!|,this letter serves as a notice of the depositions of the following 
ledgeable as to4|$e;ilibject matters listed in the section 2025 deposition notice. At 
n of RJR's origifirdeiignee, Edward Blackmer, held in Winston-Salem on May 19 
, he testified thallffe vi%s not the person most knowledgeable as to any of the subject 
'position notice. Mr. Blackmer also testified that he had 
bbying activities in the Commonwealth of Massachusetts, 
positions of the following persons: (1) Patricia Ittermann; 
Weber; (4) Edmund Leary; (5) Rhonda Plummer. We have 
the deposition of Francis Creighton, during which we intend to inquire as to 
matter listed in the 2025 deposition notice. 


id in the section 
io knowledge of 
t, plaintiffs notio 
Pennell; (3) J. 



June 1: 


Please promptly call me or Pierce Gore to schedule these depositions prior to the 
discovery cutoff. 


Very truly yours, 

/« jV./ fy Sf/CL 


Michael W. Sobol 


MWS:ls 

cc: Owen Clements, Esq. (via fax 554-3837) 

Frank J. Janecek, Jr., Esq. (via fax 619-231-7423) 
Timothy N. Opsitnick, Esq. (via fax 216-579-0212) 
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PERIOR COURT OF THE STATE OF CALIFORNIA 

{ 

1 FO R THE CITY AND COUNTY OF SAN FRANCISCO 


THE PEOPLE 
CALIFORNIA; 
SOCIETY, C ' 
AMERICAN 
CALIFORNIA 
MEDICAL AS 




STATE OF 
CAN CANCER 
IA DIVISION; 
ASSOCIATION, 
ATE; CALIFORNIA 
“ON; and 


CALIFORNIA DISTRICT OF THE 
AMERICAN ACADEMY OF PEDIATRICS, 


Plaintiffs, 


v. 


’HILIP MORRIS, INC.; R.J. REYNOLDS 
TOBACCO COMPANY; BROWN & 
WILLIAMSON TOBACCO 
CORPORATION; B.A.T. INDUSTRIES 
P.L.C.; LORILLARD TOBACCO 
COMPANY; THE AMERICAN TOBACCO 
COMPANY; THE COUNCIL FOR 
TOBACCO RESEARCH — U.S.A., INC.; 
and THE TOBACCO INSTITUTE, INC., and 
DOES 1-100, inclusive. 

Defendants. 


Case No. 980864 

NOTICE OF DEPOSITION OF 
R.J. REYNOLDS TOBACCO 
COMPANY - 
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DEPOSING PARTY: 


ALL PLAINTIFFS 


RESPONDING PARTY: R.J. REYNOLDS 

\ Pursuant to Section 2025(d) of the California Code of Civil Procedure, you are 

J 

P requested to produce for deposition the person(s) most qualified to testify on your behalf 
Regarding the subjects described herein. The deposition(s) will take place at the offices of Lieff. 
LsCabraser. Heimanun & Bernstein. LLP, Embarcadero Center West. 275 Battery Street. 30th Floor. 

X i 

an Francisco. Caiifd^^ 94111-3339. on April 20. 1998, and will continue day to day until 


an Francisco. 94111-3339. on April 20. 1998, and will continue day to day until 

>mpleted. All dgposiftfens will be videotaped as well as recorded stenographically. 


jromotional activi 


Ssf avcnis J 


idverti 


catalogues. 


used herein. "ADVERTISING" or "ADVERTISEMENT" means any 
REL ATING TO TOBACCO INCLUDING, without limitation, printed 
&S{«ipers and magazines, billboards, television and radio broadcast 
sorship of sporting events, distribution of free samples and use of mail order 


used herein. "CIGARETTE-RELATED MERCHANDISE" means any 


Merchandise soldpl-distfibuied to PERSONS in California which bears any logo, decal, or other 
^identifying mark £socia| ed with a brand of cigarettes including, without limitation, clothing and 
Accessories, schodl supplies, compact disks, or cassette tape recordings. 

| 3. ^^JaTaLOGUE ADVERTISING" means all methods of promotion, 

^marketing, or advertising relating to the purchase of cigarettes or CIGARETTE-RELATED 

? 

MERCHANDISE by consumers through the use of mail-order catalogues or brochures. 

/ 4. As used herein, "MARKETING RESEARCH" means any efforts by YOU 

I 

W determine the opinions, demographic or personal characteristics, attitudes, beliefs, or 
preferences of consumers or potential consumers of cigarettes or other TOBACCO products, 
including, without limitation : (1) written or oral surveys; (2) individual or group interviews or 
interactions: or (3) focus groups. 

5. "INCLUDING" means "including, but not limited to" or "including without 

limitation." 


J| Notice of Deposition of R.J. Reynolds 
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6. "CIGARETTE ADVERTISING CODE" means any existing or proposed 
guideline, standard, rule, agreement or convention in the TOBACCO industry governing, 
regulating, or restricting the sale of cigarettes or other TOBACCO products to persons under a 
specified age on public or private property within the State of California or any part thereof. 
INCLUDING any MINOR ADVERTISING CODE restricting the ADVERTISING or sale of 
cigarettes or other TOBACCO products in designated areas near schools or other areas frequented 


by minors. 

marketing or ad 
special or incem 
8 

Cigarettes, . 




^POINT-OF-SALE ADVERTISING" means all methods of promotion. 
|g in or concerning retail points of sale, including product placement, 
angements with retailers and discounts to retailers. 

^TOBACCO" means any product containing TOBACCO, INCLUDING 


111 P* e 


9,.;’‘YOU" and "YOUR" refer to each party responding to these requests and 
its jj^f^H^sors IPf^iest, subsidiaries, affiliates, parents, holding companies, divisions, 
departments, op^^^punits. and other subdivisions; its present and former directors, officers, 
employees, ager^^^meys. consultants and representatives; and all PERSONS either acting or 
purporting to act'orTE$l|alf of any of the above. 

"RELATING TO” means, without limitation, relating to, constituting, 
mentioning, ref e|mfg t| . describing, summarizing, evidencing, listing, relevant to, demonstrating, 
tending to prove or disprove, or explaining. 


[•1U U«M i¥3 MI tan 


YOUR outdoor ADVERTISrNG in California, including stationary and moveable 

24 I billboards. INCLUDING the following: 

25 | a. YOUR total annual expenditures in California for activities RELATING 

26 TO this form of ADVERTISING. 

27 b. YOUR decisions regarding the brands selected for outdoor 

28 ADVERTISING in California. 
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11 


c YOUR decisions regarding placement, location and volume of this form 
ADVERTISING in California. 

d. YOUR decisions regarding the substance, nature and content of this form of 
ADVERTISING in California. 

e. YOUR decisions regarding limitations or restrictions imposed on the 
location, placement or content of outdoor ADVERTISING in California. 

fK v Y OUR analyses, studies or evaluations of the effectiveness of this form of 
ADVERTISIN(MfcSifomia. 

g. "T" YOUR efforts to avoid influencing minors in California with respect to this 
form of ADVEI^^I^G. 

hfSlil^'OUR reports, records or documents relating to each of the foregoing 

subjects. 


SUBJECT NOJP«EiAGAZINE ADVERTISING 


14 



tagazine and periodical ADVERTISING in California, INCLUDING the 

« pSSSsSSSSSSSS 

following: 

a . r m^ YOUR total annual expenditures in California for activities RELATING 
TO this form of^J^ERTlSING. 

l isg^l 'OUR decisions regarding content, placement and volume of this form of 
ADVERTISINCj^^ifomia. 

cfirflll|f''OUR decisions regarding the selection of magazines or periodicals sold or 
distributed in California RELATING TO this form of ADVERTISING. 

d. YOUR decisions regarding the brands selected for this form of 
ADVERTISING in California. 

e. YOUR decisions regarding limitations or restrictions regarding the 
selection of magazines and/or periodicals for this form of ADVERTISING in California. 

f. YOUR analyses, studies or evaluations of the effectiveness of this form of 
ADVERTISING in California. 


SFT 


3 - 
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M 


H 


11 


TO this form o 


MERCHANDI 


^lERCHAN-DI 







24 

25 

26 

27 

28 


g. YOUR efforts to avoid influencing minors in California with respect to this 
form of ADVERTISING. 

h, YOUR reports, records or documents relating to the foregoing subjects. 

SUBJECT NO. 3 — CIGARETTE-RELATED MERCHANDISE 

YOUR sale of other distribution of CIGARETTE-RELATED MERCHANDISE in 
California, INCLUDING the following: 

OUR total annual expenditures in California for activities RELATING 
RTISING. 

OUR reasons for the sale or distribution of CIGARETTE-RELATED 
lifomia. 

OUR decisions regarding the type of CIGARETTE-RELATED 
or distributed in California. 

OUR decisions regarding absolute and comparative volumes of the types 
MERCHANDISE sold or distributed in California. 

OUR decisions regarding the selections of brands of CIGARETTE- 
NDISE sold or distributed in California. 

.ny information on limitations or restrictions on the types of 
D MERCHANDISE or persons eligible to receive CIGARETTE- 
DISE in California. 

ny information on any other limitations or restrictions RELATING TO 
the sale or distribution of CIGARETTE-RELATED MERCHANDISE in California. 

h. YOUR decisions regarding content, placement and volume of this form of 
^ADVERTISING in California. 

i. YOUR analyses, studies or evaluations of the effectiveness of this form of 
ADVERTISING in California. 

j. YOUR efforts to avoid influencing minors in California with respect to this 
form of ADVERTISING. 


RELATED MEI 


CIGARETTE- 
RELATED M 




!:i 5FT 
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I 


I 


YOUR repons, records or documents RELATING TO the foregoing 


"* B subjects. 

SUBJECT NO. 4 — FREE CIGARETTES 



YOUR distribution of free cigarettes in California, INCLUDING the following: 
a. YOUR total annua! expenditures in California for activities RELATING 

YQUR reasons for utilizing free cigarettes. 

YOUR decisions regarding the brands of cigarettes selected for this form of 


UR decisions regarding the locations and times of distribution of free 

identities of. and the terms of the arrangements with. ihird»party 
O the distribution of free cigarettes in California, 
itaiions or restrictions as to location, persons eligible or times for the 
es. 

y other limitations or restrictions RELATING TO the distribution of free 

Sections or instructions given by you to third-party contractors 
uions or restrictions on the distribution of free cigarettes in California, 
fy information regarding efforts or steps taken to monitor or verify 
Compliance by third-party contractors with respect to any such directions or instructions. 

j. Sanctions or actions taken as a result of third-party contractors 
aopcompliance with such directions or instructions. 

k. Any complaints received regarding the distribution of free cigarettes, and 
information RELATING TO any responses or actions taken as a consequence of such complaints. 

l. YOUR analyses, studies or evaluations of the effectiveness of this form of 
ADVERTISING in California. 


j:: sft 
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m. YOUR efforts to avoid influencing minors in California with respect to this 
form of ADVERTISING 

n. Any reports, records or documents relating to the foregoing subjects. 


















j. The terms of any arrangements or agreements with distributors regarding 
this form of ADVERTISING in California. 

k. Information RELATING TO all efforts or steps taken to monitor or verify 
Compliance by retailers and distributors with the arrangements or agreements referred to in the 
preceding paragraph. 

^ I. Information RELATING TO any sanctions imposed or actions taken as a 

ijpsult of the failurl^lidiftributors or retailers to comply with the arrangements or agreements 


ferred to in 


ADVERTISING ii 


of ADVERTj 


pfvU above. 




fUR analyses, studies or evaluations of the effectiveness of this form of 


UR efforts to avoid influencing minors in California with respect to this 


gagsgss o. .^^Instructions, directions or suggestions to retailers or distributors 
LAffWfro tipm^ of ADVERTISING in California. 

p. I^^formation regarding efforts or steps taken to monitor or verify compliance 
retailers and di^C^rs w 'th respect to such instructions, directions or suggestions 


LATFNG TO tl 


tailers or distribs 


O this form of At 





3 ) of ADVERTISING in California. 

brmation regarding sanctions or actions taken as a result of the failure of 
comply with such instructions, directions or suggestions RELATING 
BUriSING in California. 

Reports, records and documents RELATING TO the foregoing subjects. 


m zv&frj 33 i f I JO airi ft g * ai tq 


YOUR ADVERTISING at sporting or other spectator events in California. 

24 INCLUDING the following: 

25 a. YOUR total annual expenditures in California for activities RELATING 

26 TO this form of ADVERTISING. 

27 b. YOUR decisions regarding content, placement and volume of this form of 

28 ADVERTISING in California. 


I '** *« • • 
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c. YOUR decisions regarding the selection of sporting and other spectator 
events for this form of ADVERTISING in California 

% d. YOUR decisions regarding the selection of brands for this form of 

DVERT1SING in California. 

V 

i e. Information on any limitations or restrictions on this form of 

Advertising in California. 

^ f- •''■■--YOUR analyses, studies or evaluations of the effectiveness of this form of 

(^DVERTISrNG iilualifomia. 

g- Lj^llR efforts to avoid influencing minors in California with respect to this 
rm of ADVERTl^^ 

h. Ns^iforts. records or documents RELATING TO the foregoing subjects. 
JE.CT NO. 7 •N^-AL OGUE ADVERTISING 


05 this form of A 
b. 


YO©|p»AL0GUE ADVERTISING in California, INCLUDING the following: 
a- LsJ^ UR total annual expenditures in California for activities RELATING 
ISING. 

R decisions regarding content, placement and volume of this form of 


ADVERTISING iiiCalifomia 




c. pn^formation on any limitations or restrictions on this form of 
ADVERTISING irl^^mia. 

d. F^WlUR analyses, studies or evaluations of the effectiveness of this form of 
21Jp£DVERTISING in California. 

e YOUR efforts to avoid influencing minors in California with respect to this 
of ADVERTISING. 

f. Reports, records or documents RELATING TO the foregoing subjects. 

| SUBJECT NO. 8 — ANTI-YO UTH TARGETING 

a. YOUR efforts or measures (whether direct or indirect) taken in California 
to prevent or dissuade minors from initiating or continuing to use TOBACCO products. 


5::srr 


- 8 
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Information RELATING TO complaints about non-compliance with the 


CIGARETTE ADVERTISING CODE. 


c. The application of the CIGARETTE ADVERTISING CODE to your 

^ADVERTISING in California. 

j d. Studies or analyses of the effectiveness of efforts either to prevent initiation 

^or the continuance of the use of YOUR CIGARETTE products by minors in California, or of 
^ YOUR efforts to ffiev cnt the sale of CIGARETTES to minors in California, and any records. 
^r eports or documents gating thereto. 

[jf e. taXs||OUR efforts or measures (whether direct or indirect) taken in California 


|to prevent the sal 



BACCO products to minors. 

ty reports, records or documents RELATING TO the foregoing subjects. 



ovemmental or 


Jconceming consi 


concerning smo! 



ARKETING RESEARCH conducted by YOU or l on YOUR behalf 
tferences regarding smoking education, prevention, or restriction by 
parties in California. 

ARKETING RESEARCH conducted by YOU or on YOUR behalf 
public knowledge or attitudes regarding smoking and health. 
ARKETING RESEARCH conducted by YOU or on YOUR behalf 
cation, restriction or prevention efforts by governmental or private 


d. MARKETING RESEARCH conducted by others about the subjects 
described in subsections e-g. 

e. Any reports, records or documents RELATING TO the foregoing subjects. 
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DATED: March JO, 1998 

CITY AND COUNTY OF SAN 
FRANCISCO 

Louise H. Renne (SB #36508) 

City Attorney 

Dennis Aftergut (SB #75656) 

Chief Assistant City Attorney 
Owen J. Cleniems (SB #141805) 
Andrew Y.S. .Qi$g(SB #164613) 

Jayne C. Let*jffe # 179055) 

Rebecca M. B*dwe&-Col! (SB #184468) 
Deputy City Attorneys 


LIEFF, CABRASER. HEIMANN 
& BERNSTEIN, LLP 
Richard M. Heimann (SB #063607) 
Elizabeth J. Cabraser (SB #083151) 
Robert J. Nelson (SB #132797) 
Pierce Gore (SB #128515 
Bany R. Himmelstein (SB #157736) 
Stephen H. Cassidy (SB #142034) 


By: 



1390 Market 
San Francisc 
TelapHie: ( 


Cc£S L By: PvujLyucjQ-> 
cdwell-Coll p(g, Pierce Gore 



O 
B 

Alameda Cou; 
Lorenzo E. C! 
Senior Deputy C 
1221 OakStn ^ 
Oakland, CA 
Telephone:* ( 




lifpmia 94102 
-3932 

EDA 

SB #030013) 
nsel 

is (SB #39013) 
Counsel 
uUe 463 

-6700 



ELES 

66073) 


CITY OF LOg 
James K. Ha 
City Attomej 

Donald J. Kaa%^|J 103607) 
Supervising DiptitflCity Attorney 
Consumer Protection Section 
Office of the City Attorney 
1600 City Hall East 
200 N. Main Street 
Los Angeles, CA 90012 
Telephone: (213)485-6370 

COUNTY OF MONTEREY 
Douglas C. Holland (SB #69014) 
Monterey County Counsel 
240 Church Street, Room 214 
Salinas, CA 93901 


275 Battery Street. 30th Floor 

San Francisco, California 94111-3339 

Telephone: (415)956-1000 

COUNTY OF CONTRA COSTA 
Victor J. Westman (SB #34044) 
Contra Costa County Counsel 
Vickie Dawes (SB #81789) 

Deputy County Counsel 
651 Pine Street. 9th Floor 
Martinez, CA 94553 
Telephone: (510) 335-1800 

COUNTY OF MARIN 
Thomas G. Hendricks (SB #35025) 
Marin County Counsel 
Mari-ann G. Rivers (SB #117053) 
Deputy County Counsel 
Room 342, Civic Center 
San Rafael, CA 94930 
Telephone: (415)499-6117 


COUNTY OF RIVERSIDE 
William C. Katzenstein (SB #61681) 
County Counsel 

Robert M. Pepper, Jr. (SB #72222) 
Principal Deputy County Counsel 
Riverside County 
3535 10th Street 
Riverside, CA 92501 
Telephone: (909) 275-6300 
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COUNTY OF SACRAMENTO 
Robert A. Ryan, Jr. (SB #69355) 
County Counsel 
700 H Street, Suite 2650 
Sacramento, CA 95814 
Telephone: (916) 264-5346 


ms 


ll 



COUNTY OF SAN MATEO 
Thomas F. Casey. Ill (SB #47562) 
San Mateo Coitety Counsel 
Brenda B. CarlsgpfSB #121355) 
Deputy CountvptTouniel 
San Mateo County Counsel 
401 Marshall SlnTST | 

Redwood City$PPP|063 
Telephone: (41^.3^4756 


COUNTY OF . 
Steven M. Wocp 
Santa Clara Co 
lAnn M. Ravel 
Chiel^i&lstan 
70 Welding 

Teifllffif: (4 



CLARA 
[SB #58684) 
unsel 
139) 
Counsel 
:eet’9th FI. East 
0 

'2111 


COUNTY OF 
Karen Keating 
Shasta County 
1815 Yuba Str 
Redding, CA 9 
Te lephone: (916) 22 



#80248) 


5711 


CITY OF SANs. 

Joan R. Gallo (^«875) 

Office of the City Attorney 
Ralph C. Green (SB #57160) 

Chief Trial Attorney 
151 West Mission Street 
San Jose, CA 95110 
^Telephone: (408)277-2411 

COUNTY OF SAN LUIS OBISPO 
James B. Lindholm, Jr. (SB #43513) 
San Luis Obispo County Counsel 
Warren R. Jensen (SB #71349) 

Deputy County Counsel 
County Government Center. Room 386 
San Luts Obispo. CA 93408 
Telephone: (805) 781-5400 


COUNTY OF SAN BERNARDINO 
Alan K. Marks (SB #045597) 

San Bernardino County Counsel 
Charles J. Larkin (SB #074027) 
Deputy County Counsel 
385 No. Arrowhead Avenue, 4th Floor 
San Bernardino. CA 92415 
Telephone: (909) 387-5455 

COUNTY OF SANTA BARBARA 
Stephen Shane Stark (SB #063779) 
Santa Barbara County Counsel 
Jerry F. Czuleger (SB #110397) 

Senior Deputy County Counsel 
105 East Anapamu. Suite 201 . 

Santa Barbara, CA 93101 
Telephone: (805) 568-2950 


COUNTY OF SANTA CRUZ 
Dwight L. Herr (SB #39157) 
Santa Cruz County Counsel 
Rahn Garcia (SB # 129825) 
Deputy County Counsel 
701 Ocean Street, Room 505 
Santa Cruz, CA 95060 
Telephone: (408) 454-2040 

COUNTY OF VENTURA 
James L. McBride (SB #039979) 
Ventura County Counsel 
Noel E. Klebaum (SB #077025) 
Litigation Supervisor 
800 South Victoria Avenue 
Ventura. CA 93009 
Telephone: (805)654-2581 

COUNTY OF SAN DIEGO 
John Sansome (SB #03060) 

San Diego County Counsel 
Ellen Pifsecker (SB #15424]) 
Deputy County Counsel 
1600 Pacific Highway, Room 355 
San Diego, CA 92101 
Telephone: (619)5314826 
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COMMONWEALTH OF MASSACHUSETTS 


MIDDLESEX, ss. 





MONWEALTH OF MASSACHUSETTS, ) 

) 

iff. ) 

[P MORRIS INCORPORATED, ) 

REYNOLDS TOMCgO COMPANY, ) 

VN & WILLIAl||i|; i .TOBACCO ) 

’ORATION, B.ATTOUSTRIES P.L.C., ) 


8 -IP MORRIS IN<f 
REYNOLDS TO! 
WN & WILLI AJsj 
CORPORATION. B.A 
LORILLARD TOBA(| 
WEWT.NOLAND WI^ 
CtJJlNC., >^ftRT t 

TWfi* the co^cil 

RESEARSffil.A.. 1 
WlTOBACCO INS] 


3A(p?pipMPANY, ) 

WHOLESALE TOBACCO ) 

*T ETOTINI & SONS, ) 

oiAr JOBACCO ) 

NSSHfijE. INC., ) 


SUPERIOR COURT DEPARTMENT 
OF THE TRIAL COURT 
Civil Action No. 95-7378-J 


NOTICE OF DEPOSITION OF 
R.J. REYNOLDS TOBACCO 
COMPANY 


Pursuant to Rt 


i)(6) of the Massachusetts Rules of Civil Procedure, you are 


xegu ested to produce 6§Plpplsition the person(s) most qualified to testify on your behalf 
^^rding the subjectsfesSled herein. The deposition(s) will take place at the offices of 
Jtfown, Rudnick, Freed & Gesmer, P.C., One Financial Center, Boston, Massachusetts 02111, on 


4,1998. This is a Class II deposition pursuant to the Case Management Order. 

The deposition(s) will be videotaped and will continue from day to day until completed. 


1. As used herein, "advertising" or "advertisement" means any promotional activity 
relating to tobacco including, without limitation, printed advertisements in newspapers and 


exhibit 


PLAINTIFFS 

EXHIBIT 


S’/UA 


http://legacy.library.ucsf.eaa/irdidyoiCp^OQ/pd/ ndustrydocurr 


1/qnhlOOOI 


52189 0593 







magazines, billboards, television and radio broadcast advertisements, sponsorship of sporting 
events, distribution of free samples and use of mail order catalogues. 

2. As used herein, "cigarette-related merchandise" means any merchandise sold or 
^distr ibuted to persons in Massachusetts which bears any logo, decal, or other identifying mark 
associated with a brand of cigarettes including, without limitation, clothing and accessories, 

|ol supplies, compact : 8ftks. or cassette tape recordings. 

|vertising" means all methods of promotion, marketing, or 
chase of cigarettes or cigarette-related merchandise by consumers 
catalogues or brochures. 

i, "marketing research" means any efforts by you to determine the 


3. "Catal 
raising relating to 

through the use of m 

4. 





s use 



ions, d e^^ raphi^ -^p^r sonal characteristics, attitudes, beliefs, or preferences of consumers 
tential consumer feafcfeH garcncs or other tobacco products, including, without limitation: (1) 


ien or 


oral surveyp^lfi^dividual or group interviews or interactions; or (3) focus groups. 
5." "Includmg Vf fi|eans "including, but not limited to" or "including without 


tation." 

6. "Cigar«se:adyertising code" means any existing or proposed guideline, standard, 

agreement or convention in the tobacco industry governing, regulating, or restricting the 
I of cigarettes or other tobacco products to persons under a specified age on public or private 
within the State of Massachusetts or any part thereof, including any minor advertising 
code restricting the advertising or sale of cigarettes or other tobacco products in designated areas 
near schools or other areas frequented by minors. 
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7. "Point-of-sale advertising" means all methods of promotion, marketing or 
advertising in or concerning retail points of sale, including product placement, special or 

live arrangements with retailers and discounts to retailers. 

8. "Tobacco” means any product containing tobacco, including cigarettes. 

9. "You" and "your" refer to each party responding to these requests and its 





:essors in interesi^osiliaries, affiliates, parents, holding companies, divisions, 
depa^nents, operating|jp pr.l jnd other subdivisions; its present and former directors, officers, 
?yees, agents, attopse|0|lonsultants and representatives; and all persons either acting or 
sorting to act on be^al^ol^ny of the above. 

\o. j^Re latini^ti^ateans. without limitation, relating to, constituting, mentioning, 
referring to^cfes.c«bing|^^imarizing. evidencing, listing, relevant to, demonstrating, tending to 
s'vsl or disprove, or csj 







DEPOSITION 


ifis 


iCXNQ. 1 - QVpPQQfc A DVERTISING 

- Your outdoor advertising in Massachusens, including stationary and moveable billboards, 
^ing the followmgWltaj|| 

a. Your total annual expenditures in Massachusens for activities relating to 
t srm of advertising. 

Eigssssfsii^ b. Your decisions regarding the brands selected for outdoor advertising in 
Massachusetts. 

c. Your decisions regarding placement, location and volume of this form of 
advertising in Massachusetts. 
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d. Your decisions regarding the substance, nature and content of this form of 
advertising in Massachusetts. 

f | e. Your decisions regarding limitations or restrictions imposed on the 

pHocation. placement or content of outdoor advertising in Massachusetts. 

f. Your analyses, studies or evaluations of the effectiveness of this form of 
tising in Massac* 

g. Your efforts to avoid influencing minors in Massachusetts with respect to 
?rm of advertising^ J 

h. |PPOT%jorts, records or documents relating to each of the foregoing 



MAmZTNE ADVERTISING 

Your magazine |and^ ~iodical advertising in Massachusetts, including the following: 

a. annual expenditures in Massachusetts for activities relating to 

t his j& rm of advertising™™^. 

b ffraraecisions regarding content, placement and volume of this form of 
|ising in Massach ^l^ ; 

c. Your decisions regarding the selection of magazines or periodicals sold or 
juted in Massachusetts relating to this form of advertising. 

d. Your decisions regarding the brands selected for this form of advertising 
in Massachusetts. 

e. Your decisions regarding limitations or restrictions regarding the selection 
of magazines and/or periodicals for this form of advertising in Massachusetts. 
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f. Your analyses, studies or evaluations of the effectiveness of this form of 
dvertising in Massachusetts. 

g. Your efforts to avoid influencing minors in Massachusetts with respect to 
rm of advertising. 

h. Ypur reports, records or documents relating to the foregoing subjects. 

gMjgCTNO- 3 • Cf<^^E-RJELAJE P M ERCHANDISE 

Your sale or oth jwafcgtt iibution of cigarette-related merchandise in Massachusetts, 





ng the following: 



a. 


of a#*P§$ing 



1 annual expenditures in Massachusetts for activities relating to 


5 S 



ons for the sale or distribution of cigarette-related merchandise 


ir#Ms£sachusens. 



c. Y»ardecisions regarding the type of cigarette-related merchandise sold or 
disUkuted in Massachussy&^J 

d. Yoiipi^isions regarding absolute and comparative volumes of the types 
oflffarette-related merll^lSe sold or distributed in Massachusetts. 

e. Your decisions regarding the selections of brands of cigarette-related 
|andise sold or distributed in Massachusetts. 

f. Any information on limitations or restrictions on the types of cigarette- 
related merchandise or persons eligible to receive cigarette-related merchandise in 
Massachusetts. 
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g. Any information on any other limitations or restrictions relating to the sale 
or distribution of cigarette-related merchandise in Massachusetts. 

h. Your decisions regarding content, placement and volume of this form of 
’‘'advertising in Massachusetts. 

i. Your analyses, studies or evaluations of the effectiveness of this form of 
|i$ing in Massach^^^ 

j. ^Ht^eJTorts to avoid influencing minors in Massachusetts with respect to 
'thWTo rm of advertising^ 

k. YHurYljsorts, records or documents relating to the foregoing subjects. 

Na 4 - FR^teiRETTES 


Your <sffn%utio#§|free cigarettes in Massachusetts, including the following: 

1_A_i 

1 annual expenditures in Massachusetts for activities relating to 




fell cigarettes. 

b. VouTni&sons for utilizing free cigarettes. 

cisions regarding the brands of cigarettes selected for this form of 

8 - 

d. Your decisions regarding the locations and times of distribution of free 
c^pl%tes in Massachusetts. 

pssiM! e. The identities of, and the terms of the arrangements with, third-party 
contractors relating to the distribution of free cigarettes in Massachusetts. 

f. Limitations or restrictions as to location, persons eligible or times for the 
distribution of free cigarettes. 
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g. Any other limitations or restrictions relating to the distribution of free 


cigarettes in Massachusetts. 


h. Directions or instructions given by you to third-party contractors relating 
pM&flimiutions or restrictions on the distribution of free cigarettes in Massachusetts. 

i. A$y information regarding efforts or steps taken to monitor or verify 
[compliance by third-parlf‘contractors with respect to any such directions or instructions. 




pliance with sue 


in|g^uion retiring to 




sing in Massachu 1 


of advertising 






or actions taken as a result of third-party contractors 


tions or instructions. 


|plaints received regarding the distribution of free cigarettes, and 
|onses or actions taken as a consequence of such complaints, 
ilyses, studies or evaluations of the effectiveness of this form of 


rts to avoid influencing minors in Massachusetts with respect to 


rts. records or documents relating to the foregoing subjects. 



Your point-of-sale advertising in Massachusetts, including the following: 
y a. Your total annual expenditures in Massachusetts for activities relating to 


this form of advertising. 


b. Information on the types of promotional materials offered or provided to 


retailers in Massachusetts. 
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c. Information on the placement of promotional materials in or around retail 
establishments in Massachusetts and any instructions, directions or suggestions made to retailers 
regarding such placement. 

d. Your decisions regarding the brands selected for this form of advertising 
Lin Massachusetts. 

K j 

ition on incentives provided to distributors or retailers relating to 
tK'is'Llprm of advertising rrrMassachusetts. 

cisions regarding the categories or locations of retailers selected 
Massachusetts. 

rections, instructions or suggestions to distributors or retailers 
of^i^ertising in Massachusetts. 

tion relating to the terms of any arrangements or agreements with 


!pnt or other marketing an-angements relating to this form of 


i, Informa tion relating to the amounts and forms of payment, compensation, 
or offered to retailers in Massachusetts relating *o this form of 




The terms of any arrangements or agreements with distributors regarding 


p&ra&ln of advertising in Massachusetts. 

k. Information relating to all efforts or steps taken to monitor or verify 
compliance by retailers and distributors with the arrangements or agreements referred to in the 
preceding paragraph. 


* 8 * 
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l. Information relating to any sanctions imposed or actions taken as a result 
of the failure of distributors or retailers to comply with the arrangements or agreements referred 
to »| paragraph j. above. 

m. Your analyses, studies or evaluations of the effectiveness of this form of 


advertising in Massachusetts. 

hv i 




n. ■ Ytp^fforts to avoid influencing minors in Massachusetts with respect to 
gprm of advertisif^: , . ' ; 

^ _ o. ’^tt^ptions, directions or suggestions to retailers or distributors relating to 

this form of advertisir|Plill|assachusetts. 

p, , ^inSfjnT^ation regarding efforts or steps taken to monitor or verify 

lance ss^ttailerp^d distributors with respect to such instructions, directions or 

# jgjadW 

stions relating tcy^^^rm of advertising in Massachusetts. 

q. ]|y0?ttation regarding sanctions or actions taken as a result of the failure 
ailers or distribuf&rs'W^omply with such instructions, directions or suggestions relating to 
brm of advertisin rMassachusetts. 

s, records and documents relating to the foregoing subjects. 

JEC-T NO. 6 - SPONSORS HIP OF SPORTING EVENTS 

Your advertising at sporting or other spectator events in Massachusetts, including the 
ng: 

a. Your total annual expenditures in Massachusetts for activities relating to 
this form of advertising. 




.9. 
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b. Your decisions regarding content, placement and volume of this form of 
advertising in Massachusetts. 

r \ c. Your decisions regarding the selection of sporting and other spectator 

'’iSiifts for this form of advertising in Massachusetts 

d. Your decisions regarding the selection of brands for this form of 
%l^fnising in Massachusetts, , 


e. Information on any limitations or restrictions on this form of advertising in 


ichusetts. 


agjy&ifctsing in Massachij 



lyses, studies or evaluations of the effectiveness of this form of 


this form of 



>rts to avoid influencing minors in Massachusetts with respect to 


h. Reports, records or documents relating to the foregoing subjects. 

iCT NO, 7 ■ CAfgroVE APVERTlS iHS 

Your catalogue |$!^gj§ing in Massachusetts, including the following: 


th^form of advertising'. 



annual expenditures m Massachusetts for activities relating to 


b. Your decisions regarding content, placement and volume of this form of 


Rising in Massachusetts. 


c. information on any limitations or restrictions on this form of advertising in 


Massachusetts. 
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d. Your analyses, studies or evaluations of the effectiveness of this form of 
advertising in Massachusetts. 

e. Your efforts to avoid influencing minors in Massachusetts with respect to 
fthis form of advertising. 


f. Reports, records or documents relating to the foregoing subjects. 




SI. NO . 6 - A ? 


T 


H TARGETING 




a. ^p^ef|orts or measures (whether direct or indirect) taken in 
:husetts to prevem&rd&suade minors from initiating or continuing to use tobacco 
products. 

S l n5|n.at ion relating to complaints about non-compliance with the 
g CO(|l^ 

c. Thexftppiication of the cigarette advertising code to your advertising in 

shusetts. 

d. studies^ analyses of the effectiveness of efforts either to prevent - 
inM^tlon or the continua nc e of the use of your cigarette products by minors in Massachusetts, or 

|le of cigarenes to minors in Massachusetts, and any records, 


o%oUr efforts to prevei 



or documents relating thereto. 



e. Your efforts or measures (whether direct or indirect) taken in 
to prevent the sale of tobacco products to minors. 

f. Any reports, records or documents relating to the foregoing subjects. 


■n- 
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— & xJjJiujLjSx _ a 

Richard M. Heimann 
Robert J. Nelson 

LIEFF, CABRASER, HEIMANN 
& BERNSTEIN. LLP 
275 Banety Street, 30th Floor 
San Francisco, CA 94111-3339 
(415)956-1000 



Thomas M. Sobol (BBO# 471770) 

BROWN, RUDNICK, FREED & GESMER. P.C. 
One Financial Center 
Boston, MA 02111 
(617) 856-8200 





'gyifi, _ A/k rx/j / 7 

Susan Nial, Esquire / 

Ness, Motley, Loadholt, Richardson &'Poole 

151 Meeting Street, Suite 600 

P.O.Box 1137 

Charleston, SC 29402 

(803) 577-6747 




DavidC^ftrouss, Esquire (BBO; 546253) 
Thornton, Early & Naumes 
60 State Street, 6th Floor 
Boston, MA 02109 
(617) 720-1333 


jL 




r 



Jeffrj^ 1 

Schneider, Reilly, Zabih & Costello, P.C. 1 
Three Center Plaza, Suite 430 
Boston, MA 02108-2003 
(617) 227-7500 
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CITY AND COUNTY OF SAN FRANCISCO 
LOUISE H. RENNE, Stale Bar #36508 
Chy AUoowy 

DENNIS AFTEROUT, State Bar #75656 

Chief Assistant City Attorney 

OWENJ. CLEMENTS, State Bar #141805 

ANDREW Y.S. CHENG, State Bar #164613 

JAYNE C. LEE, State Bar #179055 

REBECCA mTbEDWELL-COLL, State Bar #184468 


Fox 

1390 Market 
Saa Francisco, Ca] 
<41 

ICHARDM. 
IETH 
WILLIAM B. 
JROBERTJ. 
MELANIE M. 
BARRY M. 
STEPHEN H. 
CAB] 

1751*” 



[See signature 
\ttomeys for' 



Floor 

a 94102-5408 
932 

,, State Bar #063607 
ER, State Bar #083151 
State Bar #111609 
tateBar#!32797 
tate Bar #143472 

.State Bar #157736 
State Bar #142034 

ft BERNSTEIN, LLP 


ia 94111-3999 
donal counsel] 

ERIOR COURT OF THE STATE OF CALIFORNIA 
HFOR THE CITY AND COUNTY OF SAN FRANCISCO . 



|THE PEOPLE 
CA LIFOR NIA,. 
i SOCIETY, CAL! 

AMERICAN 
CALIFORNIA 
.MEDICAL ASl 

CALIFORNIA DISTRICT OF THE 
AMERICAN ACADEMY OF PEDIATRICS, 


STATE OF 
CAN CANCER 
DIVISION; 
SOCLATION, 

,TE; CALIFORNIA 
ON; and 


) 


Case No. 980864 

PLAINTIFFS' SIXTH REQUEST FOR 
PRODUCTION OF DOCUMENTS: 
NEW RJ- REYNOLDS CIGARETTES 


v. 


Plaintiffs, 


--IP MORRIS, INC.; RJ. REYNOLDS 

TOBACCO COMPANY; BROWN ft 
WILLIAMSON TOBACCO 
CORPORATION; B.A.T. INDUSTRIES 
P.L.C.; LORILLARD TOBACCO 
COMPANY; LIGGETT GROUP. INC.; THE 
AMERICAN TOBACCO COMPANY; THE 
COUNCIL FOR TOBACCO RESEARCH — 
U.SA.. INC.; and THE TOBACCO 
INSTITUTE. INC., and DOES MOO, 
inclusive, 

Defendants. 


JL 


EXHIBIT 


EXHIBITS 
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10 


13 




23 

24 

25 

26 

27 

28 


DEMANDING PARTIES: . ALL PLAINTIFFS 

RESPONDING PARTIES: R.J. REYNOLDS TOBACCO COMPANY 

SET NUMBER: SIX 

Pursuant to Section 2031 of the California Code of Civil Procedure, you are 
required to respond within twenty days after service is made upon you to the following requests 
for productioii^bC^^uinents, in writing and under oath, and to provide for inspection and copying 
of these documents at the offices of Lieff, Cabraser, Heixnann & Bernstein, LLP, Embarcadero 
Center West, Street, 30th Floor, San Francisco, California 94111*3339 on March 4, 

1998 at 10:00 $m, in answering these requests for production you should identify all documents 
within the pos^fii^ custody or control of you, your attorneys, your agents or your employees. 


1 "DOCUMENT" is used in the broadest possible sense and means any 
palifomia Evidence Code Section 250, including any preliminary versions. 

1 any computer-readable material. 

"YOU" and "YOUR" mean or refer to the responding party and its 
subsidiaries, affiliates, parents, holding companies, divisions, 
units, and other subdivisions: their present and former directors, officers, 
iroeys, consultants and representatives; and all PERSONS either acting or 
ehalf of the above, or any of them. 

INSTRUCTIONS 

1. This Request for Production requires YOU to produce all DOCUMENTS 
.in YOUR possession, custody, or control. 

2. If any DOCUMENT responsive to this Request for Production was. but no 
longer is, in YOUR possession, custody, or control, please state whether such DOCUMENT is: 

(a) missing or lost; 

(b) has been destroyed; 

(c) has been transferred voluntarily or involuntarily to any PERSONS or places, 
and, if so, the identity of such PERSONS or places; or 



msrr 
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(d) has been otherwise disposed of, and in each instance explain the circumstances 
of such disposition and state the approximate date thereof. 

3. Notwithstanding the assertion of YOUR objection to the production of a 

given DOCUMENT, if that DOCUMENT contains non-objectionable matter responsive to this 
Request for Production, the DOCUMENT must be disclosed, but the portion of the DOCUMENT 
for which the ^Objection is asserted may be withheld, subject to further Request for Production or 
motion. r 



DOCUMENT 
10 { regardless of v< 
attorneys, agei 


or cannot be pi 


or maintained 



In producing DOCUMENTS, you are requested to furnish all 
ngs in YOUR possession, custody or control, or known or available to YOU. 
such DOCUMENTS or things are possessed directly by YOU or YOUR 
sloyees, representatives, or investigators. 

If any requested DOCUMENT is not or cannot be produced in full, produce 
le. indicating what DOCUMENT or portion of any such DOCUMENT is not 
1 and the reason therefor. 

All DOCUMENTS should be produced in the same order as they are kept 


Ifem# All DOCUMENTS should be produced in the file, folder, envelope or other 
container in wflii^pilijb DOCUMENTS are kept or maintained by YOU. If for any reason the 
container cam|lt^ 5; |h>duced, please produce copies of all labels or other identifying markings, 
g. DOCUMENTS attached to each other should not be separated. 

9. DOCUMENTS not otherwise responsive to this request shall be produced 
^ if such DOCUMENTS refer to, relate to, or explain the DOCUMENTS called for by this request 

23 and constitute routing slips, transmittal memoranda or letters, comments, evaluations, or similar 

24 DOCUMENTS. 

25 10. DOCUMENTS consisting of reporters' transcripts shall be produced as 

26 both a printed copy and computer readable version of the transcripts. 

27 11. To the extent YOU withhold the production of documents pursuant to a 

28 claim of attorney-client privilege, within 45 days of the date documents responsive to this request 
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10 




are produced, or, in the case of a "rolling production," 45 days from the production date of the set 
of documents from which the documents withheld under a claim of privilege came, YOU shall 
g prepare and produce a "privilege log" which shall include the following information, to the extent 
that providing such information will not destroy the privilege: (1) the document’s Bates stamp 
number; (2) the date of the document; (3) the name, job title or capacity of all persons authoring 
or receiving the document, and the relationship between those persons; (4) a brief description of 
the subject matt|Plf the document; (5) whether the primary purpose of the document was to seek 

r services; (6) whether the document or communication was transmitted 
of the privilege claimed; and (8) a brief statement as to why, under 
privileged. If YOU claim a document is protected from disclosure by 
section 2018, YOU shall also provide the following information, in 
: (9) whether the document contains an attorney's impressions, 
legal research or theories; and (10) whether the document contains 
h as witness statements, or the identity or location of physical evidence, 

; and (11) whether the author has at any time been designated as a 
by YOU or YOUR predecessor-in-interest, successor-in-interest, or 


provide legal 
in confidence; ( 
the law, the doc 
[ode of Civil 
additioifTpthe ft 
co 





evidentiary mi 
documents, or wi 
prospective trial 
corporate affiliati 



action. 


that any DOCl 
DOCUMENT: 


you otherwise object to the production of any DOCUMENT or contend 
s excludable from production in discovery for any reason, for each such 


(a) Identify the DOCUMENT by exact name or title; 

(b) State its general subject matter; 

(c) State its date; 

(d) Identify its authors) and recipients), if any; 

(e) Identify each and every other person who prepared or participated in 
the preparation of the DOCUMENT; 

(0 Identify each and every person from whom the DOCUMENT was 

received; 


« n*srr 

;'sf.edu/*id/dycjC 
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State the present location of die DOCUMENT and ail copies 


(h) . State each objection and tbe grounds for each objection and 


(1) Identify each person having knowledge of the factual basis on which 

or objection is based. "Identify" means dial you are to state each person's full 
r her employer, and that person's last known residence and business 
umber. 

EOUESTS 


documents dated on or after January !, 1995 relating to the 
, including but not limited to internal surveys, reports and test 
promotion, internal scientific research, and product formulas, including 
ents, additives and manufacturing processes, for Red Kamel Originals, 
i documents dated on or after January 1,1995 relating to the 
eting, including but not limited to internal surveys, re po r ts and test 
it, promotion, internal scientific research, and product formulas, including 
eats, additives and manufacturing processes, for Winston cigarettes 
“no additives” and/or “100% tobacco.” 


U1 

N> 


CO 

VO 


s> 

o\ 


<S> 


msrr 


I H Plaintiffs'Sixth Request for Production of Documents 

http://legacy.library.ucsf.ed Sttidr'd§fqBffp@0/|»Blfw.industrydocuments.ucsf.edu/docs/qnhl0001 



DATED: January 28, 1998 

CITY AND COUNTY OF SAN FRANCISCO 
Louise H. Renne (SB# 36508) 

City Attorney 

Dennis Aftergut (SB# 75656) 

Chief Assistant City Attorney 
Owen J. Clements (SB# 141805) 

Andrew Y. S. Cheng (SB #164613) 

Jayne C, Lee, (SB# 179055 
Rebecca M. Bedweil-CoIl (SB# 184468) 
Deputy City Attfeneu 


Respectfully submitted, 

LIEFF, CABRASER, HEIMANN 
A BERNSTEIN, LLP 
Richard M. Heimann (SB# 063607) 
Elizabeth J. Cabraser (SB# 083151) 
William B. Hilscb (SB# 111609) 
Robert J. Nelson (SB# 132797) 
Melanie M. Piech (SB# 143472 
Barry R. Himmelstein (SB# 157736) 
Stephen H. Cassidy (SB# 142034) 


Owen J.| 

1390 Market Stn 
San Francisco, € 
Telephone: (411 



a 94102 
932 



Stephen H. Cassidy 

275 Battery Street, 30th Floor 
San Francisco, California 94111-3339 
Telephone: (415)956-1000 


Kelvin H. Booty. 
Alameda CountJI 
Lorenzo E. Cham 
Senior Deputy Ce 
1221 Oak Street;! 
O akland, CA 946 
Telephone: (510) 


EDA 

iEB# 030013) 

/SB# 39013) 
Counsel 
m3 



CITY OF LOS ANGELES 
James K. Hahn ^TO073) 

City Attorney feissf 
Donald J. Kass (SB# T03607) 
Supervising Deputy City Attorney 
ConsumerProtection Section 
Office of the City Attorney 
1600 City Hall East 
200 N. Main Street 
^Los Angeles, CA 90012 
telephone: (213)485-6370 


COUNTY OF CONTRA COSTA 
Victor J. Westman (SB# 34044) 
Contra Costa County Counsel 
Vickie Dawes (SB# 81789) 

Deputy County Counsel 
651 Pine Street, 9th Floor 
Martinez, CA 94553 
Telephone: (510)335-1800 

COUNTY OF MARIN 
Thomas G. Hendricks (SB# 35025) 
Marin County Counsel 
Mari-ann G. Rivers (SB# 1170S3) 
Deputy County Counsel 
Room 342, Civic Center ■ 

San Rafael, CA 94930 
Telephone: (415)499-6117 


COUNTY OF MONTEREY 
Douglas C. Holland (SB# 69014) 
Monterey County Counsel 
240 Church Street, Room 214 
Salinas, CA 93901 


COUNTY OF RIVERSIDE 
William C. Katzenstein (SB #61681) 
County Counsel 

Robert M. Pepper, Jr (SB #72222) 
Principal Deputy County Counsel 
Riverside County 
3535 10th Street 
Riverside, CA 92501 
Telephone: (909) 275-6300 
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COUNTY OF SACRAMENTO 
Robert A. Ryan, Jr. (SB#69355) 
County Counsel 
700 H Street, Suite 26S0 
! Sacramento, CA 9S814 
Telephone: (916) 264-5346 


10 


13 


i COUNTY OF SAN MATEO 
' Thomas F. Case^ID (SB# 47562) 
I San Mateo County CoimseJ 
Brenda B. Caris#fSB#12!355) 

Count 

|401 Marshall S 
.Redwood City, 

Telephone: (415j 


COUNTY OF S 
even M. Wi 
ita Clara Cot 
: MM (Sj 
;hief /mmtant ' 

zm 

Telephone: (408 




LARA 
# 58684) 

1 

_ 9 ) 

ty Counsel 
" ' FI. East 


80248) 


;OUNTY OF S 
Keating Ji 
161 Shasta County G 
Hs 4#1815 Yuba S' 
(Redding, CA 
|Te!epbone: (91 


CITY OF SAN JOSE 
i Joan R. Gallo (SB#65875) 
Office of the City Attorney 
Ralph C. Green (SB# 57160) 
Chief Trial Attorney 
151 West Mission Street 
i Jose, CA 95110 
Telephone: (408)277-2411 


24: 


COUNTY OF SAN BERNARDINO 
Alan K. Marks (SB# 045597) 

San Bernardino County Counsel 
Charles J. Larkin (SB# 074027) 
Deputy County Counsel 
38i No. Arrowhead Avenue, 4tb Floor 
San Bernardino, CA 92415 
Telephone: (909) 387-S455 

COUNTY OF SANTA BARBARA 
Stephen Shane Stark (SB# 063779) 
Santa Barbara County Counsel 
Jerry F. Colleger (SB# 110397) 

Senior Deputy County Counsel 
10$ East Anapamu, Suite 201 
Santa Barbara, CA 93101 
Telephone: (805) 568-2950 


COUNTY OF SANTA CRUZ 
Dwight L. Herr (SB# 39157) 
Santa Cruz County Counsel 
Rahn Garcia (SB# 129825) 
Deputy County Counsel 
701 Ocean Street, Room 505 
Santa Cruz, CA 95060 
Telephone: (408)454-2040 

COUNTY OF VENTURA 
James L. McBride (SB# 039979) 
Ventura County Counsel 
Noel E. Klebaiun (SB# 077025) 
Litigation Supervisor 
800 South Victoria Avenue 
Ventura, CA 93009 
Telephone: (805)654-2581 
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GENERAL'S WARNING: Cigarette 
ontains Carbon Monoxide. 
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Emphysema, And May Complicate Pregnancy. 
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[Tobacco Won't Quit 

By JcHrev Goldberg 
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Stalling, spinning 
.nd scheming, the nation's 
cigarette manufacturers 
are ^stj uggling to survive 
- aiialio figure out how it 



I got so 


aa 



so fas 


r<n ‘ c v 



S TT.TN r. COipSTC 
ut:vc Officer ol one 
America, looks like 
hk has settled over 
\Vi n 51 o n - N. C,. 

fbisco, is ai^yjp open 

It s re^rp^j&sj out 
iem. one of the last of 
Jbut .almost everyw here 
ft is perhaps the worl 
X CLG. The industry Gold^ 
fAmercan commerce, 
weighing huge tax i 
^measures to let the Fo$ 
the nicotine out of cig3 
1 .1he tobacco companies 
RJR Nabisco Hold! 

^company, and its stock 
• s market cap — the 
§1$ actually exceeded by 

Golds tone, a shorns^'antT combative 52 ►year-old, is Big 
^Tobacco's prime strategist. Last year he led his fellow 
fC.E.O.’s into historic negotiations with their enemies, the 
stare attorneys general who had made it their mission to take 
^aowfi Big Tobacco. Two and a half years ago, before he be¬ 
came president of RJR Nabisco, which owns Pv.J. Reynolds, 
btne nation's second-largest tobacco company, he was just 
£j&£uher rich Wall Street lawyer. But now that Goldstone 
^^ersees the production of Camels, Wmstons and Dorals, it 
seems an article of faun among tobacco's foes that he pushes 
drugs to children, When I asked C- Everett Koop, the for* 
mer Surgeon General, if he thought Goldstone was actual !' 1 
evil, he answered, *Ts it evil to know that the product you 
sell :s going to kill one-th:rd of your customers, and then 
sell it an\'way? >< 

Lvtng m ambush for Goldstone this Mav morning in Wln- 
>ton-Saiem are a number of Koop’s acolytes. Goldstone 


LAlRMAN AND CM!Hi LNi C- 
r most reviled corporations 
eed of a cigarette. A dismal 
on Convention Center in 
■here his company, RJR Na- 
nnuaf shareholders' meeting. The 
”or him, but what is these days? 
ot so much in U mston-Sa* 
s pro-tobacco redoubts. 


in history to be a tobacco 
ads 15 a pariah, the Libya of 
as spun itself into a frenzy 
tobacco and considering 
rug Administration regulate 
1 Street, meanwhile, views 
oan-Kettering views sniok- 
oraiion is a highlv leveraged 
depressed that the compa* 
f all outstanding shares — 
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PatKdtlmjt: Tobacco 


enThU Home Commerce Co mm in *e in January, From left to right: Laurence Titch (Loews): Geoffrey Bibie (Phiiio Moms); 

Vtnsem Gieret Jr. (UST Inc): Sieren GoWstone (RJR Nabisco), and Nick Brookes (Brown L Williamson) ■ 


knows lie's ijrro 
in°s "a continue 
surprise that he. 

Alas, tie quit 2C| 
said. 'Jeez. I'm k 
explains. “The J 
rung to be outwl 
injuring my hca b. 

And so he ha/Seco&ie addicted — if that is tite* 
word — to BrejtfreiSreers, one of the noncontrjtejs 
venial prodqggfgpggjfactured by his eompamt 
He pops oneini fcnisS iouth and, tagged by scefeg 
rity agents, way to the main confer¬ 

ence hall “Let’^SiSfetthis thing,” he says. At the 
firs: opportumWgyMF anti-tobacco contingent 
crowds the micipphorej. The first to speak, a 
Virginia womsnjlaitwaj Anne Donley, asks Gold- 
stone to descr roPtn l provisions made by the 
company shouii^fpjfe or the other directors be 
indicted.” Goic fkotutSrua r.tains his equilibrium, 
thanking her torWrqucition without providing 
an answer. Another entie, a Virginia physician 
named David Lewis, says to Goldstonc: "I had to 
t ell one of your customers a few days ago that the 
shadow in her chest is lung cancer, t Suspect that 
she is still crying.! believe there is higher power, 

Jeffrey Goldberg ti a conrribuung-writer for The 
Times Magazine. Hit aructc about the Teamsters 
appeared in February. 


\ he calls the annual mcci gz 
ychodrama" — so it is no? 
tas if he needs a cigarette, 
pgo. “At some point, I rugj$ 
^myself,' so I stopped,' 1 Ire 

r i component was begi|»“ 
by my anxiety that 1 was 


sy*g|ToIdstone, and 1 believe that one day you 
JwrTnlavc to answer to that higher power. 1 ’ 
TSSSE hank you. Dr. Lewis.” Goldstonc replies. 
We becomes testy only once, when another 
"Wram announces that a petition drive in sup- 
of a Nabisco boycott has already netted 
12, CSC signatures. 

gggSpm sorry that 12,CC3 people are nor using 
TNabisco products." he says, a malevolent grin 
ggsgading across his face. 'bK'e’re doing a great 
pwi Snackwell’s, and when they see their 
up l hev might come back." This 
cfrsws a laugh from his cigarette-subsidiary exec¬ 
utives. who fill the front town and smoke like 
fiends through the meeting. They don't really 
trust Goidstone, who is decidedly not a tobacco 
man, but today be is a hero to them. He is a hero 
to his shareholders too. It's not because he has 
figured out a way to grow the cigarette business. 
Quite the opposite he is certainly one of the 
only C.E-O.'s in America who tell their employ¬ 
ees and shareholders that the most they will 
achieve for them is a “slow and manageable de¬ 
cline in an increasingly obsolete industry." 

Nor is he a hero because he has formulated the 
magic arguments that would convince the coun¬ 
try that his company never manipulated the nico¬ 
tine levels in cigarettes, never marketed its prod¬ 
ucts to teen-agers and never thought, even for a 
moment, that Joe Camel could be attractive to >- 


year-olds. He is a hero instead because on April. S,' 
he stood at the dais of the National Press Club >n 
Washington and let Congress know tr.c, if i: 
wanted to legislate his industry into obiitiofti .it 
could do so without his help. The man who 
marched his industry’s C.E.O.Vimp cease-sire, 
negotiations with the states was marching them 
back to war. “I finally saw that there wasn't a 
chance in hell of anv resolution to this problem 
m the near future," he says. 

Goldstone's pullout wasn’t entirely impetu¬ 
ous: the C.E-O.'s had all been stewing for some 
time about the Republican Congress's election, 
year conversion to thi anti-tobacco cause. But 
it was still something of a cliff jump. Goldstonc 
savs that he made his announcement with only 
the cloudiest sense of his industry's future. "It 
would scare my shareholders to know tr.ts, out 
in mv own mind I do not have an endeatnc 
plan," he would tell me later. “The only thing 
we can do now- is continue fighting." 

After the annual meeting, Goidstone sinks 
into the back seat of hts ehauffeured sedan and 
considers his fate, as laid out to him by the cru¬ 
saders. “So. I’m going to jail or I'm going to 
hell," Goidstone says. “Some choice ' 

ONE'YEAR AGO. bl'HEN GOLDstOM AN.'! His 
fellow tobacco C.E.C 's approved the agree¬ 
ment with 4?'state attorneys general, ■the- pe- 
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heved it would put in end to their troubles. In 
exchange fSFproieWion against future lawsuits, 
the C.E-OTs agreedJo piy the states 5368.5 bil¬ 


lion over 3; 
mg and at' 
uct. For a 
ny to its fi 
futable evi' 
their good sy 
In the 
signing, n 
lie-health 
— which 
into law 
from the idealistic 
billion was 
non. Nine 
when Sen, 


nd many forms of adverbs- 
.A, oversight of their prod- 
ndustnjfhac had never ceded a pen- 
a landmark moment, irre- 
nce, th<? tobacco chiefs believed, of 




at followed the June 1 
ecame clear that the pub. 
rhite House and Cong ^ 
to legislate the settlettibnt 
ed. for reasons ran; 

?he mercenary, that S3 1 
a price to pay for abs 
ter signing the agreemej 
iMcCam, the Arizona 
publican. uitroduceS a bill that would ne: 
double the tax on a pack of cigarettes prop 1 
in the sctiicmfto-j Bjth t he states, Goldstone 
tided that the^wits^eas "off the rails.” 
so, the pullout. - »«« ^ 

Vl'hat he out of 

since Mc QBHaE&BiBr imcrcc Ci 
Big Tobacco's lobbyists tr> 
process. "I could nos allow the; 
veto powej 
Newt Gmgrrri 
bacco, gave mt 
gress would 
menu: “Their 
tion earned th 
stone's pu’iou' 

Was an irreleva nt mi ' 

But it wasnRf^ralong, advocates of a o 
prehensive set|^i|pt argued that industry 
operation wasjjeayg ary to cut the race of n 
smoking, S^VWs the fight against n 
smoking — ntSg^praising of tax revenue 
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:ee barj 
iU-wtv 
people to 
bill,” McCain told 
rdent. if recent, foe of 
explanation for why Con 
listen to tobacco’s arj 
ate mendacity for a gen, 
usion." Referring t©G' 
peaker said, “I thought it 



sible reason for the entire 
fitntj Clinton apparently felt 
ipation was important 
jrtligafter his speech at the Na- 
secretly dispatched Sen¬ 
te Louisiana Democrat, to 
ftried to figure out what it 
"jscone and the C.E-O.'s 


that was the 
process. Presj 
Goldstones 
enough that, si 
tional Press 
acor John Brea 
New York, wi 
would take to [ 
back in the process! Breaux left New York emp¬ 
ty-handed. 

Today, anti-tobacco legislation is moving tor¬ 
tuously through Congress. The tobacco compa¬ 
nies have launched a campaign to convince 
American smokers that Congress is trying to 
oppress them with new taxes. “The slowdown 
in momentum is the result of 550 million of ad¬ 
vertising bv the tobacco companies,” Vice Pres¬ 


ident A! Gore told me “There's no question it's 
eisier for us to pass this with the companies in- 
sido the tent. But we will pass it." 

1 ASKED GOLDsTONI. ONt DAI TO Ht Be¬ 
lieves tobacco's enemies, faced with a 
C.E.O. who claims he’s ready to compro¬ 
mise. would rather make w-ar than reach a 
peaceful settlement. 

'jTbey're more comfortable demonizing us 
anything else,” he replied. "They think they 
caff demonize u> out of this business, and when 
try to explain to them that this product is 
b| disappearing, it only angers them more. It 
t a resolution they're looking tor, it's eradi- 
on. In political terms, that's prohibition." 
paused and then added: “This process is 
W completely irrational. I didn’t count on 
Igeance being a part of it. Not at all." 

T^ione of the chief executives of the tour ma- 
American cigarette companies counted on 
ffffgeance. They still do not seem to appreciate 
bottomless the well of anti-tobacco feel- 
'pin America really is. Nor are the C.E.O’s 
convinced that they are the authors of their 
misery. In fact, Goldstone is the only one 
cknowirdge that real ethical lapses on the 
of the tobacco industry, and not just fail- 
of public relations, account for the indus- 
^s current predicament. His fellow C.E.O,'s, 
recent interviews with me, spoke with sur- 
'’prt^ing defiance. 

"eoffrey C. Bible. theC.E.O. of Philip Mor- 
rislWhich produces 30 percent of the cigarettes 
in America, is in absolutely no mood to 
fologize. Unlike Goldstone, he has been a 
tobacco man for nearly 3C years: at one 
t he oversaw the sale of Marlboros in near- 
00 countries. He is Australian-born, 60 
s old and an enthusiastic smoker. 

“Do I feel badly about selling cigarettes?" he 
says. “No, I do not, and I don't know why ! 
should. I feel badly about children smoking ciga¬ 
rettes, but I don e know how to deal with that. I 
tell you, I fee! worse about under-age people 
getting alcohol more so than cigarettes.” 

In a recent conversation at Philip Morns head¬ 
quarters in New York, Bible even argued the 
merits of smoking. “There's an interesting ques¬ 
tion you should ask the public-health people," 
he said. “What do you think smokers would do 
if they didn't smoke? You get some pleasure 
from it, and you also get some other beneficial 
things, such as stress relief. Nobodv knows what 
you'd turn to if you didn't smoke. Maybe you’d 
beat your wife. Maybe you’d drive cars fast. 
Who knows what the hell vou'd do?" 



A few* blocks away, at the headquarters ot the. 
Loews Corporation, w hose subsidiary Lori Harp. 
Tobacco Company, manufactures nearly 9 per¬ 
cent of the cigarettes sold :h this country, the.de¬ 
fiance was even more palpable. 

"There are only four companies in. America 
that care about youth smoking and wan: to.-vtvr 
it." Laurence A. Tisch. co-C.E.O. c: Loew s. ;sid- 
me. "Those companies are Lotiilard, Brown a-. 
Williamson. R.J. Rcvnolds and Philip Merry 
We re the only four genuine people out there 
Everybody else is giving it lip service.'' 

The tobacco C.E.O.Y are not .exactly, friend,: 
that would look too collusive, and besides, the', 
are all in terrible competition with one another, 
each fighting for market share in a siosviy: shrink¬ 
ing business. "W« don’t trust each other on finan¬ 
cial issues one iot,” Nick Brookes, the C.E.O. of 
Brown & Williamson Tobacco Corporation, told 
me. But by virtue of often being sued coilecti'-eiv, 
they communicate with some regularity, mcetinst 
face to face — with their lawyers present — to 
discuss common strategy. As a result, they have' 
managed to come to unanimous decisions on. sev¬ 
eral key issues: in a recent state anti-tobacco cast 
in Minnesota, for instance, they all agreed to set¬ 
tle with Minnesota's Attorney General — lor 
$6.3 billion —rather than take their case to the 
jury. This was done, they claimed, out of defer¬ 
ence to RJR Xabisco’s tenuous financial situ¬ 
ation: "If they'd have listened to me. we would 
have gone to verdict in Minnesota." Ttsch said. 
"And I would have appealed if we lost. But RJR 
couldn’t have survived that." Bible, too, deterred 
to Goldstonc's thinking. "Vic'd be the last to go 
bankrupt, because we're the biggest," Bible said. 

Philip Morris had sales last year of $72 billion, 
$40 billion of which came from tobacco (and of 
that, international sales contributed two-thirds). 
RJR Nabisco is in far more tenuous shape; with¬ 
out the $1.4 billion in annual operating prom 
made bv Its tobacco subsidiary, the companv 
could barely afford to service us annual debt. 
Despite RJR’s snakv financials, Goldstone — 1 
“smart fella," Bible allows seems to have 
emerged as the chief theoretician of the four. 
Brookes and hts superior, Martin Broughton, 
the London-based C.E.O- of B.A.T. Industries, 
are the bad boys of the bunch. Broughton and 
Brookes have gone along with Goldstonc’s ideas 
only grudgingly at times. 

Ttsch, a billionaire who is the king ot New 
York philanthropy, is said by his tellow C.E.O. > 
to be the one who feels most keeniv betrayed bv 
VC'ashmgton. Like Goldstone, he is not a tobac¬ 
co man — he says he has visited the. North.Car¬ 
olina headquarters of Lorillard.iust once in the 
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tw Thing* turned decisively bad for the industry when- the F.I),.-\. Commissionci. 

*. • "Sw*3P;iviri Kessler, convinced llie Clinton Administration iInn smoking was a penh-irK 

disease. Ml \vas Kesslers laclical brilliance lo call tobacco a childrens issue,' 
Goldstonc said. ‘We couldn't beat that.' 


•>-year* He hfe^ontmlled the company. Htx an- use to extricate themselves from their legal trou- O'niv in recent years Has ar,:i-’.obacco Vcc:.-.; 
ger. He says,£grows npm what he calls the ir- bles. And many in the public-health community in this country become a menace :o cnimpeaea 
rational vilifita ttoo a tt legal industry, saw ix as a chance to leverage the industry's help profit-nuking by the tobacco companies,.Stray 

“When undermined in America; to reduce youth smoking. In retrospect, it- 1964. when the first Surscoe. General's report-i- 

then you've ^ecomplished everything the fas- should Have been obvious that Congress would smoking and health was issUea. the intM'oijic cc 
cists will w'ar ^ggM St'jtii do 2- s ears from today." not fet the state attorneys general — and the lobby has slowly but steadily gained sir-.rc:r, 
he told me. tfflHSWfer ol a children's crusade, plaintiff lawyers rhev had hired to sue the tobac- aided by. among other things, the exploitation .- 
he argues, Washington is engaged in a huge tax co industry — dictate the terms of the.deal of tear* about secondhand smoke. Tobaccp’ 
crab. “The presaiitng," Tisch saxs. the century. Gold stone, for his part, still thinks now being cast as a public menace, no; a- a - 

"The Big Li^astsivfhese companies were evtrW negotiating with the states was his only option, vate choice. 

marketing worries me is that ayugpHBcould not continue to be seen as a renegade But it was in 1994 that thin a, turned decisiu;. 

you can get Sway With this against a legiiimatr"^ industiy," he says. “We had to come into the bad for the industry, it was during that year tr, t 
industry. wh |BB8ffialat the next big lie? Thisg&~ process for our long-term well-being. As a con- seven-tobacco executives, testifying before C or.. 

McCarthvism.'' jai f "‘’egfepiltal matter, it was not a mistake.” Goldstorie gress, told a disbelieving country that nicotine 

Like Tisch.^^lc hjgtcvea dangerous'htstorio«H|Hnsaid the obvious: as a matter 6! pragmatic was notan addictive drug. The hearings ntav r.y.j. 
forces’ are nrf«WBPme anti-tobacco crusade? pSltScs, it has been, so fir. a catastrophe. been more about political theater than science. 

“The Ami ^a a a alju aeb le fought a war for frerifeG jfl ldstonc was made CEO precisely because but tt no longer mattered. Soon aiter. the F.D.A 

dom.” he saigwrrvKrs an ugiv, horrible war ir. jlt grewg s a lawyer well skilled at compicx negotia- Commissioner. David Kessler, citing ligurc- 

engulfed the world. Vie lough: that war for tp^M£l§^|j His assignment from R.JR Nabisco — his showing that 93 percent ot adult smokers pickea 

freedom to ctiogye. Hitter and Hirohito were firstlexperience as a C.EO. — was to rescue the up their habit by the age pi IS. was corvmcirg 

going to take iK-uSsm.--.-. from us. We tougpHHHKviy..from the bog of perpetual litigation, the Clinton Administration to define smoking 

vehemently to prevent from happening," J gThis* would be a lifesaving mission for RJR Nir not as an issue of "adult choice," as the induytrv 

Arc von cou^^^our oppo|^^^o Hit f m&dibt tjilSO, w hich still chokes on its considerable debt. - w-ould have it, but as “a pediatric disease 

and Hirohuq^Jgjyikjdp . SZZjZS •T^thc Byproduct of (he notorious leveraged buyout '“It was Kessler's tactical-brilliance, to call-.to- 

“I'm not jjBpPh' that at alffwKwesponpSS^pt the company a decade ago. bacco a children's issue,” Goldstone s.n >. "\\e 

cd. "but I think wc\e seen i$tp§g$^| tndivMnMjjdi^took this job because I thought I had a set couldn't beat that.” 

mis intluenc mxaawjh |gif nation.' F otslulb and an opportunity to resolve a very The industry was becoming more hated w::~ 

The indiviisnSgrfljwhom Bible is referring, jfen»dm|erous problem for this company." he says. each passing day. The steady flow ol camping 

makes ringinr l ' aa ffHP 4 ‘' ri "1* the course of eoWss*TnJtiob offered other opportunities, of course, documents, released under pressure by the com-, 

versation. are D^j|Kewp and Dr. David Kessler, uj& mnakes S3 million a year, which doesn't in- panics — and bv whistle-blowers inside the 

.'the former CommLJpner o.r'the Food and DrdfP’tlude stocks and options. companies — was poisoning public, opinion 

AdministrationJpTnc two enemies of iobaclB" , “"'.Critics of the settlement within the industry against them. In early 1996. Goldstone floated 

generally credii|Slwi$i (or blamed for) sinki|ft*“‘” Sa y< fc the companies would have been better off the idea of a comprehensive settlement in a pat: 

last-year's aettlefflMr staying in the court system, where they had of newspaper interviews. The states were.lining 

Goldstonc. b sawaBa fecist,docs not spend muei|giiagBjfethinr akin to a home-field advantage, up. one alter another, to take thc:r best shot- at 

time predictin Q^J^ zkneg of health fascisms Though it has become widely accepted that the the tobacco industry, and Goldstone decided it 

He will even clIPlKt Koop and Kessler kn«j^^^rette makers are responsible for addicting would be best to fight their lawsuits ill at once, 
what they 'r^gjgfeggia'oout "They don't kn<&v|aduRs to their deadly product, juries don't gen- In a series of conversations with the other 
xvhat gives ah aid-i. idaai pleasure," he savs. *bultiu « |«ak^- hold companies liable for an individual C.E.O.'s, he found them surprisingly reads 10 
have absolutely njSjjjp ubt they know what's bestsmtScer's death. listen to a radical new game plan. "Vie had 4, 

to prolong a pedSBfciife.”' When I raised this with Goldstone, he said: years of confrontation,” Bible said "Vic were 

But Gpldsto« «j jtn ad gry. to be sure, and he be- “Why not just stay in ihe courts? It's a ludgflient looking fora new- route. There r.ad been this up- 

. lieves that McEjp^id's and other purvevors of that I made. The opportumtv was so unique—-1 lift in society’s concern about youth smoKing. 

fatty foods. ine]|Ldu|g his own company — Xa- was able to go to the board, to the shareholders which I think had been been fueled beyond rea- 

bisco's iranchig is^a pilt on the Oreo — will one and to the emplovees w ho own stock and say. son by parties on the other side ’ 

dav feci the he^ P 8i|ihc health police. “It's my 'Vs-'hat is the point of producing earnings if no- Tobacco's adversaries— under the leadership or; 
luck as a chiet fggcguu&fthat I'm going to get it body puts a value on them?' We re getting Pyr- the Mississippi -Attorney-General. Mike Moore, 

both wavs," hetfinSS^^i rhic victories in these cases, because nobodv is understood the gift handed to them by the F.D.A 

putcing a \-aluc on our earnings.” "The companies knew- that us screaming atx'-u: 

"HERE'S SOME UNSOLICITED ADVICE FOR MR. Call it Coke envy: the tobacco companies are children was hurting them,” Moore said. "The' 
Goldstone,” Newt Gingrich told me. “I would revenue machines, and yet the stock market, knew that the F.D.A. would hurt them." 
sue those lawyers who negotiated the initial fearing the instability of endless, litigation, is not After IG.y days of closed-door taJks, a deal 
settlement for you., for having you think that embracing them as they do other consumer- struck that would see the companies yolunrsnis 

Congress w-ouid rubber-stamp that deal." products giants like Coca-Cola. "The likelihood restrict many forms of advertising, accep: KD A 

The settlement between the tobacco industry of a long-term healthy future tor this industry, oversight and pay S36S.5 billion to me state, 

and the state attorney, general was seen bv the or even for a manageable decline, became more much of the money dedicated to cigaretteicor, 

industry's executives as the crowbar they would and more unlikely," Goldstone said. trol programs. In exchange, the ■ eornrgmv 
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would receive irr.mb 
non suits. 

•stance was like bloc 


mv from state and class-ii 
•is was a better deal chan erf 
inginallv thought posstbU 
k’Y seemingly conciliate^ 
i in the water. No one efc 


listed the tobacco companies when they s*d 
they were matei» g, ,nuge sacrifices, because tee: 
now, no one tobacco companies on 

anvthing. The Whit e House endoiige 

the settiement;$H*»%rs of Co^^TO^eing lb 
industry ^V gjfi&xzgzxir . with a f§B8!85|d red bj$| 
lion dollars, tnougrtthey cotddn.s ana . jif few hu|l 
dred billion more out of it,anopJouccnkaltH |o|P 


bvists deride^^g 
"People inot^b 
armor off that ^ 
and that now waSP$ 
on us,"Goldsto5?S@ 
tion. fr wasn't 
that it was good fa 
for us. God of ven 
was more regffi 
dreamed of. Antfeg 
That's righ t. ’K 
chasm that sfP«i 
and public heal t^: 
T don't wan t to 


Yemeni as a cave-in to evife, 
pause we were taking oil 
re showing our weakness, 
bne to really turn the screw 
[I 'That was mv miscalculp 
pm to Koop and Kesslfa 
plic health. It had to be ba ! d 
see. Here in one fell rwoefe 
I than Dr. Kessler evjf 
| wasn't ready for peace."g; 
|f told me, exposing t«£ 
|he cultures of commerc^ 

in peace with these guys,” 


he explained. 'T ft%cv\ arcd at all for the public 
health, they wotraSUfte in this business in the 
first place. Al’. ®is talk about it being a legal 
business is euph||jSISjjjg| They sella deadly, addic¬ 
tive product. ThetgMfcno reason to allow them to 
conduct busmesfasufl^al.” 

Though Goid^^^^^miliar with the argu¬ 
ment, it still flusters him. ! 'I have no moral view 
of this business," he told me. “I viewed it as a le¬ 
gal business. You shouldn't be drawing a moral 
judgment about a business our country says is 
perfectly legal and is taxed likecraiy by it," 

The C.E.O's didn't fiillv see that they stood 
alone in appreciation of their immense sacrifice 
until they went to Capitol Hill to lobby for the 
settlement s approval. Mike Moore, who negoti¬ 
ates the settlement on behalf of the state! 4n d 
now found himself arm in arm with the tobacco 


gaaa panics, lobbying together on behalf of the 
agreement, admits to a crucial miscalculation 
hi B&elf. 'The companies convinced us that they 
plthsome juice on Capttol Hill, that they could 
g^®his settlement.” Moore told me. "But what 
Tasjted them during the McCain bill process 
"Where are your guys? Who will stand up 
ffor you?’ 

^^X'e’re a victim of our success.” he said, refer- 
ongsto the state attorneys general. "For four 

S years we vilified the industry." 

one would stand up for the tobacco com- 
i, including the Hill's most powerful Re- 
jjafaJScans. who were not inclined on most days 
^ensgree with David Kessler on anything. ‘What 
“|ta[S{d it for me was when one too many lobby- 
aifs'eame to see me on behalf of the settlement,” 
•Qlfigrich said. "This revealed to me that they 

3 d this deal too badly. Anyone who would 
this hard for a deal knew the deal was 
for them.” , 

m the tobacco industry's perspective, the 
afattgflonnncnt of its interests by so many of its 
puunve friends in Washington is an example of 
Jb fcvf jb rt of political hypocrisy that steals the 
Wall from mere mortals. How else to explain 
the case of Newt Gingrich, they ask. Though he 
opposes McCain's tax provisions, the Speaker is 
more strident than McCain on the issue of liabil¬ 
ity protection — he opposes any protection at 
all — and, after some missteps, he has recently 
been trying to make good on his vow never to let 
the President get to his left on tobacco. 

"Both my father and stepfather died of lung 
cancer," Gingnch told me at the outset of our 
conversation. 'The House is inclined not to 
pass liability protection of any kind, and we are 
likely to turn over tobacco to the FD A. for 
regulation." 

Gingrich, w’ho until recently was a relentless 
hasher of David Kessler and a happy beneficia¬ 
ry of tobacco-industry donations, sees in his 
party's abandonment of the industry a sterling 
example not of hypocrisy, but of true repre¬ 
sentative democracy. 


"This is the greatest argument .• r .1 - St the 
Common Cause view of money in .pennies,” he 
said. "I don't Care how much they gave -i the 
past, Or how much they will give .in the suture. 
The cigarette makers do not deserve ourprotec- 
tion.” 

The hypocrisy cuts across parts- lines, the 
C.E.O’s say. ForTisch, it is Mce President Gore 
who disappoints. Gore and Tisch are friends; 
Gore spoke four years ago at an elaborate tes¬ 
timonial toTiseh. And now, be vilifiesTtsch's in¬ 
dustry at every turn. 

"Remember the speech he made in which he 
said he was a tobacco farmer, how he chopped it 
and sold it?" Tisch asked, referring to a famous 
1988 Gore speech, one that he surely wishes to¬ 
day he never made. "He made that speech four 
years after his sister died of lung cancer, which is 
why he said he was going to fight the tobacco in¬ 
dustry." 

I asked Tisch if he felt betrayed. 

“Believe me. I'm beyond that," Tisch said. 
"He's the same as all of them." (“Larry is a 
friend," Gore told me, “but I respectfully dis¬ 
agree with him on this issue.") 

I T IS FAIR TO SAY THAT XO POLITICIAN 
would like to be photographed with a to¬ 
bacco C.E.O- in advance of an election. But 
it is not entirely true to say that the indu>- 
try has been abandoned by Congress, There is 
no one on Capitol Hill who will argue in favor 
of smoking, but the industry, by reminding the 
Republicans through advertising that they are 
opposed to tax hikes, has in its corner a signifi¬ 
cant number of conservative legislators, [i is 
from within this group that most of the oppo¬ 
sition to grand-scale ami-tobacco legislation 
comes. 

Bad signs for Big Tobacco abounded long be¬ 
fore the Senate Commerce Committee finished 
its business. When President Clinton s budget 
proposal was released in February, it was e’ear 
the Whitt House was expecting tobacco u- 
revenue far greater than what had been ir ire 
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settlement. Goidstone took 
that is i bid omen, but he 
said he knew he would 
have to oppose the process 
for good the day he 
learned that the McCain 
bill contained a provision 
ordering the removal of all 
animal images from packs 
of cigarettes. 

"This wasn't referring to 
Joe Camel." he explained. 
"This was referring to any 
animal at all. The SC-year- 
old picture of a camel we 
have on our pack, this was 
now too dangerous to be 
seen by the American pub¬ 
lic. That was it for me." And 
so Goidstone wrote up his 
speech and faxed it to the 
C.E.O.'s. They gave him 
their immediate approval. 

Goldstone’s break with 
Washington meant, in ef¬ 
fect, that the industry 
would no longer accede 
without a court fight to ad¬ 
vertising restrictions, as 
well as to the so-called 
“look back" previsions, 
which would extract even 
more money from she com¬ 
panies if teen smoking 
failed to drop according to a 
preset, and rather optimis¬ 
tic, timetable. The speech 
stunned official Washing¬ 
ton, which believed that the 
tobacco companies had 
been shamed into silent ac¬ 
quiescence. 

The Goidstone speech 
had a very different effect 
in 'X’inston-Saiem. Execu¬ 
tives at Goldstone's tobac¬ 
co subsidiary had feared 
that their C EO., the in¬ 
dustry naif, had been sell¬ 
ing them out. But now it 
seemed that Goidstone was 
finally delivering r heir mes¬ 
sage: tobacco is an honest 
business worthy of a 
strong defense. 

"I'M VERY, VERY PROUD OF 
Joe Camel," Lynn Beasley 
was telling me. ‘Tut proud 
we did it." 

We were sitting in Beas¬ 
ley's office in the R.J. Reyn¬ 
olds tower in downtown 
Winston-Salem. She is the 
company's executive vice 
president for marketing, the 
woman behind Joe Camel. 


She is also a dedicated 
smoker. After her 1 Oth ciga¬ 
rette in under an hour, I 
asked her if she w-js addict¬ 
ed. "Oh, no.” she said, smil¬ 
ing. “1 smoke for the pleas¬ 
ure of it.” Suffice it to say 
that none of the R.J. Reyn¬ 
olds executives I met said 
they smoked for any reason 
other than pleasure. 

One notorious RJR doc¬ 
ument stated that the Joe 
Camel campaign was delib¬ 
erately designed to 
“youthen" the brand. Joe 
Came! had indeed increased 
the Camel brand's share of 
the 18-24 "young adult* 
market; bui the campaign 
had proved a public-rela¬ 
tions disaster for the indus- 
trv — a visual aid in the ar¬ 
gument of Kessler and oth¬ 
ers that Big Tobacco was 
out to hook children. Lynn 
Beasley's work on Joe 
Camel interested me be¬ 
cause if. indeed, it is all "a 
big lie," as Laurence Tisch 
says — that the companies 
never intentionally market¬ 
ed to children — then it 
would be Lynn Beasley who 
could best make that argu¬ 
ment. 

I asked Beasley how the 
Joe Came! campaign came 
about. 

“Camel had a bad percep¬ 
tion,” she said. "!t was con¬ 
sidered a harsh, old product. 
Marlboro was growing like 
crazy and that's our compe¬ 
tition. I set out on a mission 
to convince Marlboro smok¬ 
ers to switch to Camel.” 

Your mission wasn't to at¬ 
tract new, young smokers? 

“Oh. there's no link be¬ 
tween advertising and peo-, 
pie starting to smoke." she 
said, before continuing. "It 
happened that in 1988, 
Came! was going to be 75 
years old. W'e had just zil¬ 
lions of ideas of how to cel¬ 
ebrate this, and there was 
this old poster from France 
of a camel. Everybody in 
the room went, 'Love that 
guy, he’s great!"’ 

Did you ever think Joe 
Camei would be attractive 
to kids? 

“We were just looking at 
adults and adults liked it so 


well, so at the time it iust 
did not cross mv mniJ." she 
replied. 

Over her shoulder, or . 
shelf near her desk, was a 
display of joe Camel collec¬ 
tor's packs. The packs were 
illustrated with images oi 
the cartoon camei on mo¬ 
torcycles, playing the saxo¬ 
phone, on the beach. 

Now you're saving that 
those packs wouldn't be at¬ 
tractive to a 14-year-old? 
asked. 

’'Vie definitely target an 
age group," she said. "In this 
case it's young adult smok¬ 
ers. Is it itkely that some' 
children would like that 
campaign? I would be the 
last person in the world to 
fell that that’s impossible," 

So, then, if your aoverns- 
ing is skew-ed to appeal to an 
18-year-old, you're saying 
that it would also be attrac¬ 
tive to 17-year-oids? 

"There is more difference 
between 17-veaf-olds anc 
] 8-year-olds than probably 
any other age,” Beasiev 
said. "That's when you So 
out on your own. You have 
the tight to vote. You has- 
the right to gamble. ” 

She pauses to light up an- . 
other Cigarette. "It's just so 
discouraging how- people 
can think this w-ay about us 
when what we do is the op¬ 
posite of what they think." 
she says. “It's like Richard 
Jewell. Everybody assumed 
he did it. It’s the same thing 
with us. They just assume 
that we're marketing to 
children." 

It is more than an as¬ 
sumption. Internal compa¬ 
ny documents suggest 
strongly that its marketing 
executives w-ere interested 
in attracting smokers as 
young as 14 to their brands- 
For instance, a 1990 letter 
from a sales manager to his 
field representatives advised 
them to pay special atten¬ 
tion to convenience stores 
near high schools; a 19SC 
memorandum bemoaned 
Philip:Morris's stranglehold 
over "14-17-yrar-old smok¬ 
ers.” and. most interest¬ 
ingly. a 1973 document stat- 
Continued on page 
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Continued from page 42 
ed that "to insure increased and 
longer-term growth for Camel Fil¬ 
ter. the brand must increase its share 
penetration among the 14-24 age 
group which have a new set of more 
liberal values and which represent 
tomorrow's cigarette business.” 

When I mentioned these doc¬ 
uments to Beasley; she dismissed 
them, saying, "They brought out 
these old documents from like 25 
years ago.” 

!T WAS GOIDSTON'L WHO HAD IX- 
vited me to meet in Winston-Salem 
with Beasley and other executives 
of his tobacco company, and only 
later, when l sat down with him in 
New York, did I realize why. He is 
canny and deliberate, and he had ar¬ 
ranged the meetings, I believe, in 
order to show me the pressure he's 
under from within his organization. 
He uses his tobacco executives as a 
foil; they're the extremists and he's 
the moderate, trying to keep them 
m check and save their jobs at the 
same time. "When people said the 
Joe Camel campaign was attractive 
to children," Goidstone said, “I 
could not look at It and sav, That's 
.complete bogwash.' This w-as the 
toughest fight i had down there. 
But it was my strong view that joe 
Camel's time had come and gone.” 


1 had brought some RjR ao,-. 
urne-nts to the meeting with Goic- 
store, and one of them concerned a 
survey conducted for the compani¬ 
on smoking habits, including those 
of 14- io 17-year-olds. ‘This stuff is 
no good," he said.T'm not going to 
argue wuh you. The people in Win- - 
ston-Salem. to their dving day, wili 
tell you there is nothing wrong with 
these documents. I can't tell you 
that people down in our company m 
Winston-Salem may nqi hope that 
16-year-olds who smoke smoke out 
brands. If you're asking how 1 react 
toil, negatively, nun, negatively ' 

What about this document' I 
asked, pointing to the 1992 mercc 
eoncermng convenience stores hea- 
high schools. 

"That guy was fired for that.” he 
said coolly. 

But, I asked, do you understand 
how an anti-tobacco climate eoiild 
be created by documents like these- 
Goidstone: ‘The guys down m 
Winston-Salem and at Philip Morris 
blame Kessler and Koop for creating 
a frenzied, Nazi-like environment in 
this country. But anybody who 
looks at the history cannot just 
blame Dr. Kessler for this situation 
without accepting blame in part for 
your own conduct.” 

WHEN C.OIDSTON t LL'T WASH I \C, : 
tori after his April S speech, it was 
assumed on Capitol Hill that his 
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withdrawal was provisional a big-dollar verdict against the shareholders of the cy as scaremongenng “The tor past 'practice-/ Ciw- 

— that this eus the act of a the industry in one of the company would suffer, all addicted consumer is the stone sounds almost dc: 

sccmsngly moderate skilled continuing state cases, of the last-suits against the best consumer." Koop said. ful when he mentions criu- 

nenotiator holding out for (Since there is no compre- industry would grind ro a “They’ll never go bank- scenario, 

the best deaL Goldstone hensive settlement in place, halt. The only thing that rupt. They'll pass through. But bankruptcy, even tot 

savs that Capitol Hill mis- the state lawsuits against will still be going the day their costs to their addicted RjR Nabisco, the company 

understood him. “I'm fin- the industry are continuing after is that we'd still be customers." closest to the edge, does 

ished with those people," to move forward.) Such a making cigarettes. . .. But Goldstone argues not look plausible right 
he says. verdict, Goldstone warns, What have these public- that bankruptcy is a real now. Judges overseeing 

Goldstone makes it clear could drive his company health people achieved in possibility — “I don’t ev- pending cases in several 

that his battleW'the Ifem- into bankruptcy. 40 years? They think pect that Dr. Koop ran his states have recently issued 

ing months is lot just uith ’This is what would hap- they’ll end smoking by own numbers on RJR"— rulings favorable to the 

Congress. On£3s&&aripiiv- pen if we had to go into re- bankrupting Us, but believe and that a bankrupted in- dustry, and tobacco buyers 

sions, he says^Jytotight organization," he said, me, that's not going to dustry could mean the for- remain coniideht. despite y 

the states. Tfij absolute "Any |udgment against us happen.” mation of new tobacco verdict earlier this month 

. worn KenaKoSNWMp** . would be stayed, the states Most of Golds cone' sprit - companies with no history, by a Florida ' jury that 
bisco in the cq^jjng year is wouldn't get their money, ics belittle talk of bankrupt- and therefore no liability marked the lirs.t tmc.'ar.'v 
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jurv has awarded punitive damages to the family 
of a deceased smoker. 

The next, more iikelv scenario is passage ,-n Con¬ 
gress of some combination ot ux hikes, advertising 
restrictions and punitive look-back provisions *r- 
with no liability protection for the industry. "I 
think we'll eventually see something out of Con¬ 
gress that contains some of the McCain bill's 
measures." Goldstone said, 

I asked Goldstone what he thinks he will do the 
morning after the President signs such a bill into 
law. He then outlined for me his strategy; in es¬ 
sence. a ground war and an air war. 

The ground war: "Wc have got to defend our¬ 
selves. \V’e will spend years in the courtroom, and 
we will do every possible thing to fight for our 
rights,” He admits there is not much he can do to 
prevent new taxes, but on key provisions like look¬ 
back measures and advertising restrictions, Gold- 
he Relieves he can presail. "Obviously 
«t can tax you all it wants,” he said. 
Ean't take away our constitutional rights.” 

agree is Floyd Abrams, the First 
lawyer who is not currently rep- 
haceo industry- but has in the past, 
restrictions, Abrams said, the com- 
erful arguments to make in court, 
most of the advertising restrictions 
be ruled unconstitutional that the 
ces of getting an immediate stay of 
are good,” Abrams said, 
je debate on the constitutionality of 
B strictions — the F.D.A., which 
woui^®|orce advertising bans, has made persua- 
A^hkciatj ; that it has the nght to oversee the 
ImfwcrSiverrising of any product under its 
oidstone knows that, at the ter>' 
imstring these provisions for years, 
air war — his campaign to convince 
people that the foes of tobacco are 
as already begun. It represents for 
shift away from Congressional lo'b- 
ery confident,” he said, “that the 
fplc are more willing to listen than the 
ingtonare.” 

companies say they will stop do- 
to either party, but Goldstone says 
;erhis focus. “There are still people 
in Congress who are in support of individual lib¬ 
erty,” he said. "They don't like us, but they don’t 
like nannyism either. Where I feel more confident 
is in talking to the American people. I have a 
podium because I’ve only been in this business a 
couple of years.” 

The industry is spending millions to convince 
the American people that, in Goldstone's words, 
the only law Congress will pass will be “the law of 
unintended consequences.” 

The centerpiece of this campaign is advertising 
designed to put the fear into ordinary Americans 
of an exploding black market in cigarettes. A 
flourishing, violent black market is the inevitable 
consequence of a substantial hike in the price of 
cigarettes, the industry argues. A black market in 
full-strength cigarettes could develop, too, they 
say, if the F.D-A. is allowed to mandate severely 
lower nicotine levels in cigarettes. 
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Critics of the industry contend, however, that-a 
buck market could develop omy'ir :>e :i.-.-.t. 
companies he ip tuel it. In Canada, a a,.,-,. ~ - k,. 
erupted when high taxes were.ilapped - or a j*.' 
rettes in the late 1.9S3’s. American and Krttisr. 
bacco companies and their Canadian at;:ii,;t, . 
were widely believed to be feeding the black mar¬ 
ket. 

Industry critics also note that when the tobacco 
industry agreed to a 65-cem-per-pack tax increase, 
contained in the 1997 settlement, they weren't, 
worrying about a black market. Now that ail./ 
increase is on the table, the companies, according 
to John McCain’s chief tobacco negotiator. John 
Raidt, “are yelling about black markets and 'hol¬ 
der and mayhem and beating up storking prop 
They never Said anything w hen it was 65 cem 

Goldstone. w ho said that the 6 j-ccnc hike v... 
have been instituted only gradually, believes Vr»; a 
Sl.lO-per-pack increase is just anothersigr. that t .i- 
baccoYfoes have gone to extremes. 

“What they're saying is. Let's make.it i'mpps. 
for these idiots who smoke-ind don t know wlic-th 
best for them, let's make the price so high that we 
virtually have prohibition without saying it." 
Goldstone said. "But the American people think 
prohibition is unworkable." 

Goldstone points to recent polls that suggest a 
majority of Americans now see the tobacco legisla¬ 
tion as a money grab, rather than as a public-health 
measure. He is convinced, he said, that the public 
wit! eventually tire of tobacco-bashing. 

"The documents are out," he says. "Vie know 
the JO years of bad history. How much can :hev ; 
flog it before people say; Vbhai's the policy behind 
this? What's the implication for this country?" Bui 
what he may not fully grasp is just howcift-low his 
industry's reputation is. This, too, is reflected ir, 
the polls, but polls he doesn't mention. 

It is fine in 1998 for a tobacco chiet to admit 
that cigarettes are addictive and that thev mav 
cause cancer. But the public-health community — 
and the Congress it now owns in much the same 
manner that Big Tobacco once owned it m, is not 
ready to accept the industry's admissions and be 
done with it. 

“After you analyze their conduct over the past 
30 years, it's not Goldstone's right to say. 'O K, 
let’s go on.”’ David Kessler says. "The tobaCco 
C.E.O.’s used to say that if somebody prosed A 
link between cancer and cigarettes, they w :: u'.dn 
sell them. So now they admit that it causes cancer, 
but they'll sell it anyway. These arc no: 

»'ho deserve to be negotiated with as partner;,. 

Goldstone says he understands that the pi.lanc- 
health community is not ready to give up, so he > 
committed to fight back, for as long as it take,. 

“You know, it's really kind of a three-pro -'j 
plan we have," he told me during our last conver¬ 
sation. “It’s fighting in court, and takingpur mes¬ 
sage out, plus it's making sure we (Lilly exercise 
our right to compete. I know these guvs iove io 
put this in moral terms, but if they can t convince 
Congress to ban this product, we.don't have.any 
choice but to sell it. As far as I’m concerned, the 
day after any bill passes, we'll be selling ciga¬ 
rettes,” ■ 
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younger adult SMOKERS: 


STRATEGIES AND OPPORTUNITIES 



MANAGEMENT SUMMARY 


ThilTiin t e n d e d to a 
resfesres^to younger ad 
smokers .25+, Identify 
yougg£^duit smokers 
cu 4^fSKdP nv * ronoent. 

This summary provides 
idea^4.n the report, 
in op&tfa be brief. 






dult 



Re re 



JR in optimising its strategic position with 
kers (18-24) by clarifying their importance versus 
trategie* which have been most effective against 
past, and applying this learning to RJR and its 


d overview of the most critical points and key 
r, it was necessary to omit many Important points 
readers are encouraged to read the entire document. 


ULT SMOKERS 


en the critical factor in the growth aud decline 


major brand and company over the last SO years , fhey wi 11 continue 
t as important.^^^brands/companies in the future (or two simple 


a renewal of 
okers. No m< 


S e brand loyal! 
itch with age^ 



rket stems almost entirely from 18-year-old 
n 55 of smokers stsrt sfter age 24. 

18-year-old smokers far outweighs any tendency to 



annual influx of 18-year-old smokers provides an effortless, momentum 
ssful 'first brands".* Marlboro grows by about .8 share points per 
to 18-year-old smokers alone. 


hand, brands/companies which fall to attract their fair share of 
lit smokers face an uphill battle. They must achieve net switching 
gains every year to merely hold share. 8y not attracting its fair share of 
18-year-old smokers, RJR yielded a .5 point ingoing share advantage to PM in 

Marlboro and Newport, the only true younger adult growth brands in the market, 
have no need for switching gains. All of their volume growth can be traced to 
younger edult smokers and the movement of the 18-year-vlda which they have 
previously sttracted into older age brackets, where they psy « consumption 
dividend of up to 305. a strategy which appealed to older smokers would not 
psy this dividend. 


* i.e., those which appeal to 18-year-old smokers rather than switchers ages 
19-24. 
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In every sense. companies with strong younger edult brands hold the high 
ground, standing above the Increasingly difficult and costly battle for 
svltehers. Today, only Philip Morris and Lorlllard are growing taong younger 
adult smokers; RJR is losing about a point per year among .-this group. 

\ 


SUCCESS I 


YOUNGER ADULT BRAND STRATEGIES OF THE PAST 


flaw .of the five key brands in the last half century — Pall Mall, 
ESilpIparlboro, Kool, and Newport — shows that each built considerable 
igeh among younger adult smokers well ahead of Its upsurge in market 
tjife :-& >elr strategic succeeded almost Invisibly, hidden from competitors 
i$l|xitlcal but low-volume younger adult smoker market. 


The Ipoeltl onlngs of the^e 
beenimpc^tant slmUariltf^ 
havcjOagijed a role in th*i 
eledfnip- can be undersfoot 
prlo^rePR and resources?*^ 


nds have all been very different, but there have 
n the strategies they followed. While chance may 
ast successes, the analysis indicates that the key 
d purposefully leveraged if sufficient time, 
rives ted. 


All^of these brands 'took jsdvantage of changes in the external environment 
th^Sworked against p^NNre ignored by their predecessor. The external 
chan jte s ;: lncluded saokldf.and health during the 1950's, the generation gap 
in fffg^l960'i^lnd rf||l¥l pride in the late 1960'a-70’s. These factors 

the^lBI of Pm younger adult smoker market as well as its mindset. 


||,the brands ca pltajt.i sed on demographic shifts within the younger 
gimoker aarket,^^^»les wnre gaining importance when Pall Mall and 
ON took off. H arife ipro made its Inroads during the 1960's, the only 
l^when younger piult|male smokers surged in Importance, The emergence 
upger adult Black^sjppkers has been pivotal to Kool and Newport. . These 
$ succeeded by keying on the growth sectors without boxing themselves 
Igg., Marlboro w %y*yj #well developed among females as males until 
£f- years. 

l^-y case, the nflj^younger adult brands have been succeeded by a 
l^which was posifmta to be different from its predecessor and better 
%ych“ with the younger adult smokers of the time. Me-too strategies 
piver worked. 

Slf these successful brands have stressed positive product messages (as 
Sbjj} to problem/solutlon) and have provided milder/smoother product 
mitaE than their predecessor. 


e lira 

brat 
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IMPLICATIONS/RECOMMENDATIONS FOR RJR 


« 

fore, RJ 

tment of manpower end money dedicated to younger adult looker 


ram. An unusually strong coamltoent iron Executive Management will 


IF" be n ecenary . since major volume payoffs may lag several years 
eoentatlon of a successful younger adult smoker strategy 


tine lag cart 
lopment and 
ent such pro 


| magnify the penalties for wrong ;urns In the 
cmlntatlon of younger adult smoker programs. To 


should de 


LjcL'L 

ran" 


bjectlves, planning procedures, and marketability 


adult brand*/programs which reflect their unique. 


These may differ significantly from the 
which are appropriate to establlahed brands or to 
older smokers by, for example, emphasizing 
than volume-based action standards. 


JKBtSKtlUjJ:- 


ectors o 


resources available to dcvelop/lmprove Its 


oroughly identify and track demographics. 


effectlvenass. and brand performance within 


er adult smoker population ,These tools will be 
elopment and implementation of effective programs 
adult smokers. 




roduct, adver 
istribution. 
he strategy s 



ftivity of the younger adult smoker market, brand 
nt should encompass all aspects of the marketin 


ong term, single-minded focus to a 


, name, packaging, media, promotion, and 
cs which could negatively affect the integrity of 
be avoided. 


*-! MilTi 


.should seek to better understand and capitalize on the factors/ 


tegles which have succeeded for younger adult brands of the oast. 


RJR s processes/tools have been better attuned to avstchini 
© "first brand" strategies, time and learning will clearly be 
required to fully assess the opportunities available through these 


avenues. 


1c should be noted thet the new/establlahed brand programs In the 1986 
Plan already address the major issues/trends Identified below, within the 
framework of current knowledge/processes. These Plans should continue as 
e basis for RJR’s 1986 marketing efforts, but should be enhanced by a 
full-time dedication of resources to ensure a solution to the problem. 
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External factors of key Interest are social acceptability, vhlch could 
revolutionise the future aarket, and pricing, whlfh has been critical 
In 1983, Both will require careful understanding,and execution to 
reach younger adult smokers. \ 





e key demographic growth sectors among younger adult saokers are 
Blacks, Hispsnlcs, and females. In ceras of vents, the desire Co 
move up In ehe world" Is likely to becoae even aore Intense, but 
xpressed in aore entrepreneurisl vsys. Based on history, these 
pportunltles could be realised by brands with s balanced younger 
dult base as |Vell as, perhaps, narrowly targeted ones. 

e key out-of-s^jlli competitor is Harlboro , which now relies aore on 
ounger adult 'identity/belonging generated by its own users, rather 
an on the “^fs^ultnlty" of its advertising. Marlboro is too broad 
half the youn keafeswi ult saoker aarket) to be addressed as a single 
oapetltor andjghotud be attacked by a variety of younger-adult** 
entered rsthe^1pi| competitor-centered strategies. RJR should 
emphasise inno^^^va points of difference froa existing brands in 
attacking - the younger adult saoker aarket. using hesd-^n/laitstlvc 
^ rorts pri«ari^pi| defensive measures . 

ve recognized Marlboro's vulnerability and be 
der brand" for Virginia Silas and Merit. This 
ids' importance as coapatitlve targets. 

d brands, VANTAGE has the best switching 
rlboro and aay be able to asintaln/enhance that 




ng RJR eats 
erformance versu' 
erformance. 




roduct. wants < 
arsh delivery 
tandard* for 


1th positive 



younger adult smokers, especially alld/smooth/less 
sjfld be fully understood, reflected In action 
s younger adult targeted products, and communicated 


u* 

to 

H* 

00 

G> 

o> 

o> 

o> 
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YOUNGER ADULT SHOKERS: STRATEGIES AND OPPORTUNITIES 

INTRODUCTION ? 


RJR'* “oh|lstent policy it that cooking it a aatter of free, informed, adult 
choi ^^^ ^lch the Company does not aaek to influence. However, in order to 
plati plr business, we auat consider the effaers those choices nay have on the 
the Industry. Furthermore, if we are to compete affectively, we 
mustfWe$§nixe the imperative to know and meet Che wants of those who are 18 
and taye already elected to smoke, as well as Chose of older smokers. 


This tri 
smokers 
respect 
HorrLfcsl 
the In* 



'£ is Intended 
£ed 18-24) to 
this smoker 
ntlnulng over 
is, the broad< 



which may be available 
adult kmokers. 



ovlde additional learning on younger adult 
t RJR in optimising its strategic position with 
While competitive issues, such ss Philip 
pment among 18-24 year olds, are a major focus of 
spectlve is on the oversll business opportunity 
through effective marketing to younger adult 


There 

SectionT 
benefits/; 
youn^ip^ls 
Impact 
smoker ffjh. 
opportiMi 
loyalt^ri 
and coffi 



josts ^jL^firaf 
|jlt smokers, ^ 
8-year-old a# 
|re and'market j 
fy. These ana| 
Ices from the 


rtariceiofi Younger Adult Smokers." explores the potential 
irs^^Wild-* or switching strategies directed toward 
s, %pSg ^jp»tl»on to smokers 25*4-. Key elements include the 
d smokers’ on the market, the effects of sglng on both 
ket . and the degree of potential switching 

analyWciare based on share trends from HDD Tracker, 
he 19R3»Segment Description Study <SDS), NFO switching. 


iption patterns froti Tracker and government,studies. 


Sectlo^&& "Successful yjjkcjgt Brand' Strategies of the Past." uses never- 
befo Rfegsa^il lable lnformdtlpn%rom the 19B3 SDS to trace the succession of key 
younRelL*|)ilt brands ov ers ; tkfaej past SO years. This allows an analysis of the 
bey lm»g which^may have been important to their growth and decline, as a 
potentiaT^ramevork for RJR's present/future younger adult amoker strategies. 


Sectioj; 
T and 1 
auccesl 


summarises the "Key Learning" which can be concluded from Sections 
the Importance of younger adult strength and the means which have 
t achieved that strength in the past. 


Section IV gives "Implications and Recommendations for RJR" which were derived 
by applying this learning to today's younger adult amoker market. 

Section V. "Key Trend Detail.** amplifies key recommendations from Section IV. 

Appendices support the main presentation as referenced in the text. 

• "First Brand" strategies appeal to 18-year-old smokers rather than switchers 
ages 19-24, 
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l. THE IMPORTANCE OF YOUNGER ADULT SMOKERS 

I 




Within five years, younger adults (16-24) will drop fro* 18X to 15X of'-the 
^etalVadult population (18+)* They will continue to decline In nuabers until 
lqjst 1995, as the crest of the Baby Bubble pushes farther past age 25. 

Is shift in the population will cause saokers aged 16-24 to fall fro* 161 to 
all smokers by 1968. Even 13X would not be surprising, since saoking 
jcidehce has been declining more rapidly aaong younger adults than any other 
>up in recent jrears (see Appendix A). 



are youn; 


nger adult si 
Repeated govern; 


ss than on 


f s 





It saokers important to RJR? 


are the only source of replacement saokers. 
udles (Appendix B) have shown that: 

of saokers (312) start after age 16. 

start after age 24. 


Thus, tMBSipfs ycpgj^ adult saoking behavior will largely determine the 
nd of• “thdust ry v oljiae over the next several decades. If younger adults 
n away from sttpilg, the Industry Bust decline, just as a population 
ich does not giv^jMrth will evtntually dwindle. In such sn enviton- 
t, s posit ivc ^lm s ales trend would require disproportionate share 
gaj.ns and/or ste^p. price increases (which could depress voluae). 




SHARE — LTH 



1RST BRAND” ADVANTAGE 


ANNUAL GAINS FROM THE "NEW" MARKET 


The 18-year-old smokers in the 1983 market were worth about 1.6 share 
of total saokers. By capturing half of these 18-year-old saokers, 
Marlboro gained .8 points of total saokers without needing to attract 
a single brand switcher . This gain was the equivalent of a successful 
two-style new brand Introduction, with no cannibalization and no 
development/lntroductory eosts. 



- 2 - 
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Furthermore, entering 18-year-old smokers sccom. for all of 
Marlboro's strength among total 18-24 . Loyalty rates from the 1983 
SDS (i.e., the percentage of smokers who smoked Marlboro at ageJ8 and 
still do) show that Marlboro loses about 282 of its 18-year-x>ld^ by 
ge 20 and another 142 by age 24 — a total loss of 42X over the six 
ears between ages 18 and 24. Translating this to share points, 
Srlboro would be expeeted to lose .3 points of its .8 points of 
18-year-olds before they reach age 24. This is, in fact, about the 
Annual total NFO switching loss found for Marlboro in recent years. 
tSee Appendix C.) But, since Marlb^ t -o gained .8 by becoming their 
r flrst brand" at age 18. it can afford the .3 switching loss and still 
ome out .5 points ahead . 



COMPETITI 


his steady in 
smoker market 
100.02 of the 
ar end. Thu 
and dfd n 







EZE 


f 18-year-old smokers causes the pre-existing 
nk in share value: smokers who were worth 

at the beginning of 1983 were worth only 98.42 by 
and which had a 10.02 smoker share going into 
jraet r.ny 18-year-old smokers would drop to 9.82 
member of its franchise. This means that any 
is underdeveloped among 18-year-olds must achieve 
ust to break even. 



a company 
hokers in 1983" 
advantage 


advantage can 
^jwitching 

.during the sam< 
Significant ga 
r advanta 



Morris held more than 602 of these 18-year-old 
is RJR's 15-202, yielding PM a .5 point in-going 
due only to "new" smokers . The power of this 




by the fact that RJR's total competitive 
been twice es large as PK's during 1980-83 yet, 
d, RJR has lost smoker share while PM has made 
« Appendix D). Furthermore, PH 1 s younger adult 
been Increasing dramatically : 


SHARE OF SMOKERS 18-24 


AVERAGE 

ANNUAL 



1979 

1980 

1981 

1982 

1983 

CHANGE 

RJR 

26.1 

25.0 

24.3 

23.5 

21.3 

- 1.2 

PM 

44.8 

48.8 

51.5 

S4.0 

53.4 

+ 3.4 

Source: 

MDD Tracker 







C. MOMENTUM FROM AGING 

Once a brand becomes well-developed among younger adult emokcrs. aging 

and brand loyalty will eventually transmit that strength to older age 
bracketTT ----- 


O' 

N> 


CD 

VO 

s> 

cn 

S> 
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MARKET SHAKE ~ THE "FIRST 6RAND' ADVASTACE 


LONG-TERM DIVIDENDS — RATE PER DAT (Cor.t.) 

Thu*, the 16-ysar-old* who vt;i worth 1.6 point* of suoker in 

J 83 wre worth only 1.4 points of wrWt sharp , since their consump- 
on was below avirtf* (Index of 85). However, by ai*a 33-48 they 
11 ba worth 1.6 points of SON -- a 30X dividend on their original 
market share value. This consumption increase is the difference 
between hiving smokers 33-48 and itsvin« smoker* who will age to 35-49. 




TENDED BRAND L 

i* coeblnation i 
ovtde 'Ufa ini 
unger adult. 




For example, Karl 
^ growth. But if, ; 


**i« f roup makes to 
^ntrlbu^^ would! 

•sraly^pM^ its If; 

.right ritr^f tbiP 

S market share t ite 
ne shows that, v 
■cpuld allow Marlbo 
|$$£«3 level. || 


d loyalty, aging, and increasing usage tends to 
" for brands which sksw, or hove skewed. 


aJwg^ elles heavily on 18-year-olds for it* share 
row 1864 on, no 18-year-old* ever smoked Harlboro 
llilil^larlboro almost hold its market share through 
dp tbe table below show* the contribution each 
lUSSfboro's current smoker share end what that 
§^e in 1880 if Harlboro got no mors 18-year-olds and 
rijiehisa smokers to older aga brackets. On the 

the smoker share contributions are translated 
gWfdjjs Coring in rata par day differences. The bottom 
wgnaftor seven years without 18 year-olds, aging 
rmlSa market share to hold within one point of its 



18-24 

25-34 

33-48 

30f 

TOTAL 


KER SHARE 
NTMBUTION 

PROJECTION 


MARKET SHARE 
CONTRIBUTION 

im 1*55 

eST. PROJECTION 


Man.-Dec, 1883 MSA. 


Thu*, even If a brand fells from favoi amonR younger adu lt smokers, 
the younger adults It attracted In earlier years end their in creesinj 
c onsumption ca n carry the bran d* * market snare for years, elg nitl- 
cahtly eat-ondtna its overall fl7s evclo. 






3. SWITCHINC OPPORTUNITY 


« 

Younger adult* are more likely to avlteh brands chan any other saoker ^ 
groupthey are a concentrated switching target. Their very high 
propensity to also switch styles within their brand suggests the latent 
phte,n|sal for even higher rates of brand switching. 


18-24 

25-34 

35-49 

50+ 



PROBABILITY OF SWITCHING IN 6 HO. 



BRAND FAMILY 

"S TndEx 


STYLE IN BRAND 

t ~- rsm 


Younger adult ., bra nd 
t he majo r portlets of 
ttlttfi^li^cond brand. 
slgtff^cant part, but 




16.61 

13.4 

12.1 

13,2 


QUO 

102 

92 

100 



13.2 100 

1-1983 (first half). 


12.1 


106 

86 

92 

100 


rs (who then remain loyal) can also contribute 
aging benefits. Including increased usage, to 
switching by saokers 18-24 can yield a 
11. of the ahare advantages associated with a 


OldergsSjfffTchers confer less, or none, of these benefits. 


O' 

a 


w 
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THE IMPORTANCE OF YOUNGER ADULT SMOKERfe 





SUMMARY 


Though decreasing in number, younger adult smokers are a key market for RJR 
beca^j^^giproved RJR performance among younger adult smokers could contribute 
more .t* long term profita).’Jv^ty and positive share momentum than could be 
achlebi'^'nlroa gains in Igiy’other age group. 


1 . 


2 . 



x adult smoke 



the only source of replacement smokers . 


tan a share poiXiW^f 16-year-old smokers enter Che market every 
year. These offer a pj^s|jii$|f leant growth opportunity and also shrink the 
share, vaiue of smokes already in the market. 



t brai 


istra 


e Optimum^ 

gave PM a 




as significant share advantages. 


tallze on the influx of 18 - 7 ear-old smokers, 
i--going advantage over RJR in 1983. 


rst brands“ com]f>^|. from the high ground. They do not need 
chlng gains and can afford some switching losses. Brands 

h rely on ol%r smokers must achieve net switching gains to break 
on share. 

ngth among y 
jer age bracke 
ort's smoker 


adult smokers will ultimately yield growth in 
ing has been contributing all of Marlboro's end 
gains among smokers 2S+. 

of loyal younger adult smokers creates disproportionately large 
r ns in market share, due to their increasing consumption. This does 
'Qt; accrue from gains among older smokers. 

iger adult strength, past cr present, will tend to extend the 
iycle of a brand. 



3. Younger adult smokers offer the ooac concentrated switching opportunity . 

• Smokers 18-24 sre more likely to switch. 

* Switchers aged 18-24 can provide more share advantage from ag.'og/ 
increasing consumption than switchers 25-*-. 


LTI 

N) 

M 

CO 

u> 

9 
cn 

CO 
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SECTION U 


SUCCESSFUL 
"FIRST BRAND" 
STRATEGIES 







II. SUCCESSFUL "FIRST BRAND - * STRATEGIES Of THE PAST 


*. 

v 



1583 Segment Description Study (SDS), cookers of all ages were asked 
d they smoked when they were 18 years old. By using these responses 
sent the younger adult' market of the past, the rise and fall of key 
ulc brands over the last fifty years can be analysed. By linking 
d trends in time to deaographic/soclal/marketing changes. Insights 
actors which effected those brands and might affect a younger adult 
y can be gal 


on traces ev' 
d smokers si 
major brands 
Xool, SALEH, 


A1 thou^Wtheir 
were Ae^lantSs 
18 if""fie 1930'| 
adult to the tftl 


930's 



ucky Strike 
AKEL 

hesterfield 
Other 



nd which has risen to a 10% or higher share among 
1930's. There have been only Six, but they 
he last half century — Pall Mall, WINSTON, 
ort. 


canmosssae traced. Lucky Strike, CAMEL, and Chesterfield 
dthe cigarette market during the 1930's. Smokers who turned 
geae# t$ fa vor Lucky Strike, but no brsnd skewed younger 
aeep^il^ the brsnds that would follow. 


AVG. SOM 


18-YR-OLD SMOKERS 


Share 


BD1 


22% 

32% 

146 

27 

30 

111 

27 

20 

74 

24 

18 

75 


PALL THE BRAND Of THE 1940'S AND 1930'S. 

The kd^jffend for Pall Mall was younger adult female smokers, who were rapidly 
becoming more likely to smoke at age 18. The SDS showed that females rose in 
imporiH^iP^froei 301 of all 18-ycsr-old smokers in the 1930's to 44% in the 
I950's. This gain was large enough to create a 4% Increase in the number of 
younger edulc smokers between the 30's end SO's, even though there was a 13% 
decrease in the else of the younger adult population during that time. 


( 
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“Extr« length" Pall Mali King 
entered the market In 1937. 
Initially, It had a prestige 
positioning, but was soon 
refocussed to emphasize nlldness 
end -^easy” smoking. Fro* the 
beg ^'nning|, Pall Hall's development 
was twice as high among 

younger adult females as sales, 
ThiS, ; :C*ptJured the rising trend of 
the jlyounger adult smoker market and 
a 1 sonata del good strategic sense for 
ATC ^%PTpky Strike skeWd male and 
Pallfead&a| skewed ferns l m^flM iis, 
Pall Twal* was in tune wlfth the 
demcffHpl&cs of the tic^es^aTr^J its 
conpany 'i 


Mildness is a Pleasure 
with Pall Mall 




Durin 

smoke 
since 

•*««piB58#eade 
inevitable: 
twice that high? 


1940's, Pal 

1BX among 




1956 


s share grew to l OX aaong all 18-year-old 
adult female smokers, end was still rising. But 
er older smokers, its market ihare was only 3X 
e 1950's, though, the aging payoff was 
soared to 15X, with a younger adult smoker there 


PALL HALL 



r 
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But. Pall Mall bee jo* out of step with lea tlees when the cancer acarea of the 
■id-1950'a created the filter boon. Pall Mall night have defended itaelf with 
a filter line extension, but it didn't try until 1965, when* it had few younger 
adult anokera left to defend. v 


AfterpPalit Mall peaked, its younger adult franchlae began to skew Bale. 
Younger ad tilt feaale anokera — the rlalng trend Pall Mall had captured — 
noved ^mgP Mit the brand loyalty and aging benefita of the younger adult 
saokey* who reaained with Pall Hall bolstered its market share for another 10 
years 
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Key Points About Pell Hell: 

— - # 

• Pell Hell's “extra length* wee e product breakthrough In lte day *tr one 
that promised extra mildness. It caught on right away with younger 
adulc smokers. 

1 Hall grew quickly among younger adult smokers because it was in 
Ine with the 1940's, when the major trend in smoking was the rising 
rtance of younger adult female smokers in the market. 

Hell's younger adult strength was a long lead-indicator of its 
^>id market shaN^ growth in the early 1950's. 

Kali's downfPfin among younger adult smokers was also a lead- 

of thefbrafWJ's eventual decline, although its market share 
a for anotherLd escaa e due to the loyalty and aging of the younger 
It smokers ltPwtNSrleted in earlier years. 



il Hall became 

Lnce Pall Mall 
leading in 



eveloped among males only during lta decline. 

C's last major younger adult brand, its downturn 
“tehr of ATC's decline. 
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WINSTON: THE HIT OK THE 1950'S AND I960'S. 


External Influences In the 1950’s contributed to the WINSTW opportunity. 

b 

* . 

i. The rising tide of health concern which peaked with the "cancer scWe' 
of 1954. 


Although "modern" filter cigarettes had been in the U.S. aarket since 
^ their aarket iaportance was alaost nil until the early 1950’s, 
len Viceroy sales quadrupled in less than two years. Reynolds. 
fefefefr alned not to repeat its experience introducing CAVALIER against 
j»n a!ready-too-well-entrenched Pall Mall, rushed WINSTON to aarket in 
‘ ird9. 1954, neat ?he crest of the health scare. 


Spread of tele 

?N was introd 
liouspiolds in 1950 
Ijtage for WINS 
dollars were 

Younger adult and older s 
proposit"WINSTON Ta 
filter brands ^nd the p rod 
WINSTON ljy% cnt arfF^cer 
theaselffWiiok liW^liss 



By 1958 
aarket 
reached s 
SALEM and 




[TON was the N 
ains. In th 
.305, twice as h 
boro during 


302 share.gjas large enough jto^jsu 



a "bandva 


TV — a “fad" that spread fron 92 of all 
by 1960. Advertising dollars were a key 
r its filter conpetltors, and the bulk of 
o leverage TV. 

like responded proaptly to WINSTON*s positive 
od" — itj point of difference from other 
iciency non-filter sookers sight suspect, 
the benefits of filters and, perhaps, make 
“ to younger adult aookers seeking maturity. 

e filter brand and still showing steady 
1960’s, its share among 18-year-old smokers 
s its market share. WINSTON’s effect on 
ly 1960’s (as shown later) suggests chat this 
peer pressure on WINSTON’s side and make it 
adult smokers. 
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WINSTON suddenly lost fsvor with younger adult smokers in the mld-1960'e. 

This was not due to any sudden changes in WINSTON or Marlboro ads or products. 
The ban on television advertising didn't hit unci? 1970. However, two major 
shifts in the 1960's environment may have left WINSTON less-in touch with N 
younger adult smokers. 


1 . 


The heavy anti smoking activity in 1964-69 may have caused problems for 

"" "?N: 



NSTON's positioning and its development were both slightly 

» ale, in tune with the younger adult smokers of the 1950's. 

ever, the antismoking publicity in the 1960's had a 
disproportionate effect on younger adult females, so it changed the 
iographlc mix. ^.Within only a few years, females fell from 44X to 
of younger a dBjj jUjPokers and, for a decade, the rising trend 
male . Thus, ptfNSTON became out-of-tune demogrephically with 
younger adultf’smoT^er market, because external influences had 



2 . 


iged the mark 


first FTC rep^ 
r" non-menthol! 
filter brands an 
_tered proposi 
u%er adult smi 


<’s light-’t.eai 




he 1960’s. 

ublished in 1967, named WINSTON the highest 
r In the market — higher than some non¬ 
higher than Marlboro. WINSTON'S product- 
y have been vulnerable on this front among 
ooking for mildness. 


jjing campaign on TV may have offset WINSTON’s 
Hey medium. 


proach may have also become lvSS attuned to 
mindset of the 1960*s. In the era of 
the Chicago Seven, it 6eeas likely that 


angirg younger id. 

n #>. campus riot^_ ... -„. 

ro's intense, ImSai'i'ling cowboy was a better fit. 


1965 



Come to where the flavor is. 
Come to Marlboro Country 
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The HSJ SDS showed thst younger adult smokers sre most likely to base their 
brand perception* on the people they eee m i nt the brand y wore then Its 
advertising, package, or nape. Thus, it possible that WINSTON'* own t, 
profile sight have hastened its downturn among younger adult smokers. Whyreas 
Pall Mall started with few older smokers, WINSTON started strong among all 
agespT Thus, by 1965. half of WINSTON smokers were over 35 and might have 
contributed to an older, “establishment** image for the brand. 



As WINSTON lost its hold on the-18-year-old smoker market of the mld-1969's. 
its piStSifr adult smokers dispersed to SALEH and Kool as well as to Marlboro. 
As with Pall Mall, WINSTON’s younger adult female smokers moved more quickly, 
leavia te J^ NSTON overdeveloped among younger adult males for the first time. 

WINSTON SHARE AMONG 18-YEAR-OLD SMOKERS_ 

1956-60 1961-65 1966-7619^1-751976-flO 




122 
• me 

14 


13 


When the . Tv b#M ef 
and ya a Hqajsr adult famsl 
time, ffcsJboro had beco 




31Z 

27Z | 

16Z 

' UZ 

me «• m 

35 ; 

32 

9 

1 

32 

29 <-- 

13 <- 

— 5 

f antismoking campaign also ended 


rs again became the rising trend, 
"bandwagon brand". 


But by this 


m uptick in share among younger adult female smokers when 

100's were i4|xp^uced in 1977, well-ahead of their Marlboro 
. But, overall, tijjlNSTON’s line extensions seem to heve had no 
[feet on its yfs«iis# adult smoker trend. 
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Key Points About WINSTON: 


• WINSTON benefltted frot the health seares of the 1950 f s, which created the 
T filter boon. It used a positive position — "WINSTON Tastes Good” — to 
L. ca pi tallae on a negacive environment. 

^Favorable timing helped WINSTON. It attacked the filter market before 
P^m^ier filter brands be case entrenched. 

<;g|i;||^iger adult soccers were as likely as older ones to be early WINSTON 

^| Mger adult atrjtngt-^waa a leading Indicator of WINSTON's extended 
^cuulpht share galn|r'*ndjof its softening. 

pressure band wag on effect" — seems to have worked for 


in the ctir! 
*»okers* p§ 

. ! 

ns;' have P 

the brat^ 

lEpTON did not bil 
Mult smoker share 


60’s, when it had a 30Z share oT“younger adult 


^popularity among younger adult snokers because 
g$| environment made WINSTON less in tune with both 
the mindset of the I960’a than it had been in the 
ush er of older esMikefs nay have"contributed by linking 
ii| 11absent". 

!Pl overdeveloped among sales until after its younger 
g^begun to decline. 


STON's line exjp&n&lons do not appear to have had any long tarn effect 
its younger adult sdfoker perfornance, although WINSTON Lights 100'$ nay 
I caused a ten^gmpf rise until Marlboro responded. 
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MARLBORO: THE BABY BUBBLE" BRAND 


the leading edge of the Baby Bubble exploded on eociety is the younger adults 
of Che 1960's. Over 30 was "out** and the younger eet was driving fashldns, 
politic*, and the marketplace, sometimes violently. And Marlboro would oecoae 
choir brand. 

MarJJttFo had been quickly repositioned in 1934-55 to catch che filter boom. 
ButLg^aSxgA second entry in che "tasce/flavor" filter market t with no point of 
dif^rlflfce but its box, it trailed WINSTON among both younger adult and older 
saoXbrs. 



m 955-60 




'band 



IB-Year-Old Smoker Share 

11 * 

3 ■ 


oro's masculine positioning was originally directed 
nonf llc e «s;&«» rketU..v. ub llch had become overdeveloped among males as it 
It took elg reyeaj rs of experimentation for Marlboro's permanent 
amrtlgn to f^pllli| place in 1962. Even then, the WINSTON 
n" held Marlbofb^at bay. 


oro, through 
of the I960' 

was a 

it positio 




tance or design, fit better and better as the 
yed. 

product chan WINSTON, but Its emphasis on flavor 
a "real cigarette". 

rlboro was po|i^ll£|ed male during the only decade since 1930 when 
les were the growth eector among younger adult smokers. 

rlboro's intensity fit the mindset of younger adults in the 1960's. 

rlboro's positioning was in tune with younger adult smokers' enduring 
to express their maturity and Independence through smoking. (The 
boro cowboy Is slwsys shown as e mature, even older man.) 

e Marlboro acquired younger adult smokers then WINSTON* end, by the lete 
1960's, this meent the Beby Bubble, the largest cohort of people, and 
smokers, in history. 

One way to see this Is by compering the percentage of Marlboro versus 
WINSTON smokers who smoked at age IB. For example, among White male 
WINSTON smokers who turned IB In 1955-70, 70X smoked at ege IB; for 
Marlboro, that percentage was 87X. (Source: 1983 SDS) 



w 

o 


-16- 


hittp://legacy.library.ucsf.e®a^rd6d^[tC)5SaO0/|5«Blf.industrydocuments.ucsf.edu/docs/qnhl0001 


52189 0653 



I 



nRRLBORO 


t* muw «ih»( M*t 



It?B IMS 



Despite Jwfflsoro's aascull^^ygiltlonlng, it appears to have been a dual sex 
brand am<|ijig jyounger adult j&'nwtears froa the beginning. Marlboro skewed male to 
the saoejPtrent the total younge r adult smoker aarket did, but was almost 
equally tpP^Sjloped among yos#^|Pr adult males/f etaales until after 1975. 


rlboro 



SHARE AMONG 18-YEAR-OLD SMOKERS 
Development Index 
Total Male Female 


2 *^ 955-64 

8 ^^ 9 63-74 

g^7S-79 

Source*. 1983 SDS 


8.5Z 

31.8 

40.6 

50.3 


This balance was advantageous to the brand since the 1960*a drop in female 
Importance wa# only temporary. If Marlboro’s masculine positioning had made 
It a heavily male brand, it would have positioned the brand on a long term 
declining trend. “ ' 
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After 19?5, Marlboro not only started to skew male, it started to lose Its 
grip on the 18-year-old smoker market: 1 

t * 

• Marlboro's 18-year-old smoker share dipped in 1976-77 when both Sa££M 
and WINSTON brought out Lights 100’s styles and Marlboro failed to 
rjtspqnd until 1978. This may partly account for Marlboro's increasing 
pie ikew in the late 1970's and, perhaps, for Marlboro Lights 100’s 
plLfifflng gains versus WINSTON and SALEM in the 1980's. 

• ^egan to nibble at Marlboro’s "first brand*' territory. Newport 
'fa^^Pibrand Marlboro was ill-equipped to compete against, because of 

lo<ng-standing menthol weakness. This could be a reason for the 
emphasis on Ha^lboro Menthol in lace 1982. 

• uAnETTand Virginia S|m»s each took a bite. 


These inroadsi^on Marlboro’s| 
barely in the brand’I 
1950’s covered i| 
HarlborcfTjtallsculine Imagery 
smokers over time. P 


ang er adult smoker stronghold in the late 1970’s 
m|et share because aging momentum from Che 
«||cks. But these may have been signals that 
reT;becoming less in-sync with younger adult 



gre not the g 
0 ’ s. s 

of al 


th^sector of the younger adult smoker market in 
Wi^t rebounding from 38X importance in the 1960's 
Id Smokers by the end of the 1970's. 


md 1 IMPORTANCE AMONG 18-YEAR-OLD SMOKERS _ 

1960's 1970' s 1980-83 



t. <- 



62 <— 

- 53 

31 

38 - 

A 

1 

49 

clearly 

still cared 

about being 


1983 SDS 


sc w* s masculine -- they don't want feminine imagery! Marlboro's 
also want masculinity, because the majority of the 
braggl^s smokers are vale. But, Marlboro's younger adult male smokers 
doma^JBtress masculinity any more than other younger adult males . In 
fa<?fT ! ^Sursger adult vales who smoke other brands are somewhat more 
likely to want the rugged, traditional masculinity. 

Thus, the evidence of share trend, demographics, and wants tends to suggest 
thac Marlboro’s positioning may have become less In tune with the younger 
adult smoker market during the late 1970's and 198Q's. 
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as Ha 
980's 


r than other 
tee using 


rlboro perceptions on brand users . (See Appendix F). 
in 1983, ?0Z of Marlboro users were under 35 and fully 36X were 
er 25 (BD1 « 218), Marlboro’s very size among younger adult smokers 
ve it an effective positioning that has little to do with the 
onlng of its advertising , Marlboro's younger adult snokers can 
tapir own campaign, automatically in tune with the times. 

IgfJjjS showed that U iaiPflbro's key imagery was not masculinity, it was 
ouneer adult identify/be longing — the brand for average younger 

able among younger adult friends, not "too 
nse as the Imagery Marlboro's users would 
brand's advertising, pack, or name. 

v s a quality product, even by younger adult 

buy the 
fleet 
ver the 
sh delivery 
ng. This 
hg• (See 


from their n 




fact, the 
hat 

sse times, 
hger adult 

era, they have an increased need to 
eers, to smoke the "be longing" brand . 


t AMONG TOUNGER ADULTS 



i 


68bti £610^ 





























Philip Morris may itself recognize Marlboro's vulnerability. (Certainly thj! 
brand's switching losses among 18-24 year olds have been visible in the ^ 
1980's, averaging the equivalent of .3 share points of total smokers every 
year.) While Marlboro eould not be repositioned after 20 years of the sane 
campaign, sone clues suggest PM e»y be using other strategies to protect 
Marlborp's contribution to their younger adult share strength: 

ia Silas and Merit have been gaining disproportionate switching 



from Marlboro anong smokers 18-24, allowing Philip Morris to keep 32X 
|®&l$i>lboro's net switching losses from 1980 to 1983 within the 
4arporate fold— nearly twice PM's fair share, (See Appendix H). 
g^uggests that Marlboro night serve PM as a "feeder brand", 
icing 18-year-ofd'’ , jygsekers who can then be channeled to other PM 


a Silas’ per ranpe as an 18-year-ola "first brand" has 

d markedly ii Hitit years. This may relate to its softer, more 

executions. ' :h^are more consistent with the younger adult 
o female’s d< IPhco not be “too bold”. 


Vl«CI*!*$U*S 






“it repositioning seems to draw it closer to Marlboro, perhaps 
rtening the supply lines. 


GO' 

VO 

iT> 

At 


- 20 - 


C 


BEST MAGE 


http ://legacy.library.ucsf.eGBi^<^d[t}tj!fflQ0i/pydfv.industrydocuments. ucsf.edu/docs/qnhl0001 


06 na z;feLOSi 




Key Points About Marlboro 


1960's • Harlboro succeeded with s 'first brand” strategy targeted to the 

w* % leading edge of the Baby Bubble, who turned 18 la fhe 1960's* 


Younger adult smokera have been a clear leading indicator of 
Marlboro's market share growth. 



b Harlboro was only a' second entry in the taste/flavor filter market 
| until it developed its image-intensive long tern campaign/ 

’ positioning. This took eight years of trial and error. 



Marlboro's 
nlndset of 
younger ad 
that decad 


fnel positioning, set in 1962, was in tune with the 
IteJIf&O's and also with the deaogrsphlc shifts anong 
lookers, slnee females dipped in importance during 


Despite Ka 

developed 

Overdevelop 



s masculine positioning, it was almost equally 
ounger adult males and females until after 1975. 
mong males would have disadvantaged the brand. 


il^r adult smoker share softened in the late 1970's, 
Lit enough aging momentum that its SOM trend slowed 


Certain evl|g 
less in tune 


|suggests that Marlboro's positioning has become 
i younger adult smokers than It was in the 1960* s. 


- Females, rSoT 
adult smoker! 


kies, have been the growing sector among younger 
Marlboro has been losing -strength among females. 


■ Younger 
no stro 


Marlboro is 



Marlboro males' interest In masculine imagery is 
an the average younger adult male smoker. 


dwagon brand” today. 


Marlboro users provide the brand's imagery today more than its 
advertising does. 


~ Marlboro stands for "the average younger adult.” Peer 
popularity is its added benefit. 


■ Marlboro smokers believe in Its high quality. It la ae. n as 
ouch smoother then WINSTON, but leas Strong. 


a Younger adult smokers' need for “belonging" is strong and may be 
increasing due to social pressures against smoking. Harlboro 
provides a means of belonging. 


Marlboro suffers high switching between ages 18-24, but Philip 
Morris retains about twice its fair share of those switchers, via 
Virginia Slims and Merit. 
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SALEM/Kool/Newport 


SALEH 



duct breakthrough was "light menthol". Kool nonfilter had been in 
1931, but it was advertised sore like a cold remedy than a 
d. apparently, tasted like it. When SALEM lowered the menthol and 
ter, it cut an 8% niche in the market. 

unger adult smokers adopted SALEM as readily as older ones but, In 
60*s, its 1.8-year-old smoker share went flat. It appears that 
e to do with 
ffect” was dr< 
e lace 1960'sj 



'STO.N than either SALEM or Kool — the WINSTON 

18-year-old smokers like a magnet. When WINSTON 
ALEM could again attract -its fair share of younger 

- \ 


mcng younger adult smokers of the 1970's, it 
rand" . A fair share of younger adult smokers, 
share steady for a long time. 


SfliCn 



Kool 

The key tWW^for Kool was the emerging importance of younger adult Black 
smokers In the market. In the health-roncerned 1960's, younger adult Blacks 
didn't back off from smoking to the extent that Whites did. Because of this, 
their importance surged from 61 of 18-year-old smoxers in the 1950’s to 10X in 
the I960'c. 


vH 

ro 

Cn 
yi . 


Younger adult Blacks of the 1930’s to 19S0'« hod basically gone with whatever 
brand was big among younger adult White smokers (See Appendix I). In the 
19bC'e t they began to coalesce behind Kool, which only had a 2Z share aaong 
younger adult Whites. It was time for Blacks to build their own brand in the 
1960 ’s, the heyday of Martin Luther King and "Black pride". 
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Xool apparently capitalized on this aspect of the 1960'e by simply advertising 
to Blacks before Its competitors did. Kool ads were in Ebyny consistently 
from at least 1962, when our records start. This was easy, for Kool, slncg Its 
early-60's penguin campaign fit either race, and It was effective. Kool $eca»e 
“cool" and, by the early 1970's, had a 562 ahare among younger adult Blacks — 
It was the Black Marlboro. 



1950's 


KOOL SHARE AMONG 18-YEAR-OLD SMOKERS _ 

1960-64 1965-69 1970-74 1975-79 1979-83 


Source: fl983 SDS 


Like MafTSorS, Kool capita 
the 1970's, it was falling 
adult Vhl|Jg^&fere returnln 
whose impWtarfile was no lo 
market, tf^^vith- SpHH su 
(See hpwkmd J). mm al 
advertising each ^lswaatxte 
Cool", If&ol Jftilds was dual 
capitallz^P^n that vulner 
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561 


11 

14 


44Z 

11 

15 


342 

5 

6 


n the shifts in the 1960’s market. And, by 
step with the trends of the times — younger 
loking, leaving Kool with a 500 BDI in a sector 
oming. Kool was in a bind in the Black 
spending about as much as Kool against Blacks, 
pllntered its positioning in the 1970's, 

ith its own thrust — Kool 100 was “Lady Be 
pscale, etc. Kool was vulnerable and Newport 
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Newport was completely redone between 1970-73 — campaign, product, package,. 
When the "new" Newport went to market in 1973, it went only against the \ 
northeastern U.S., which had been a focal point of Black population growth 


hevsixties as Blacks left the south. 


Newport w*|!g||j* first menthol to emphasize imagery but, on the bottom line, 
Newport w^rt after Xool with dollars. Newport's total ad spending in Che 
aidH970’|gpg3gdonly about 3OX of Kool's, but it was concentrated in some 202 of 
the D.S. HLalf of Newport's budget was in out-of-home. By 1978, Newport’s 
regional sjwjndg^tg against Blanks equalled Kool's national Black market 
spending. fWiiBpp rc had picked^K«|Q±|s prime market, with a size it could afford, 
and essentpliliifi bought it, TtjgPrfiults among younger adult smokers, especially 
younger adult^Biacks. immediate. 


regional s, 
spending, f 
and essencp 
younger ad 




;.jf7 

r-.j 

} :i- 

CO 

'•Q 

<9 

Ch 


-24-- 

http://legacy.library.ucsf.eau>tii3l3felyt|Q^a0yO)^fMifr.industrydocuments.ucsf.ed 



hfcna ibios 





In ch« 1980'e, Newport started rolling out across the South Atlantic, where 
migration patterns of the 1970*s showed Blacks had been returning. Tracker 
data during this rollout period tend to confira that Newport gained among 
younger adult Whites as It gained distribution, but Its fundamental grovt§ has 
been due to younger adult Blacks. 




NEWPORT MENTHOL SHARE OF SMOKERS 
lat Half 2nd Hair 
1981 1982 1982 



-> 22.42 


-> 25.22 -•> 28,92 


lat Half 
1965 


-> 36.62 


TOTAL 


-> 7.0 


-> 7.5 


7.6 - - > 6.5 


KDD Tracker 


All of Ne^ort's growth ha s* *l*o been due to Its King, which seems better 
attuned younger adult jpidu|c wants than Kool. In 1982, ycunger adult 
smokers bot|PB| iceppiibie products but found Newport King was 

slralflcaoMy saog^hesr. milder and less harsh than Kool King . (Sae Appendix 
kT) In quallta&LMMMork.L^feiftprt” King 'la even described a* a "light" (i.e.. 


The SOS '1 
provide £ 
Newport 1 
In 1983/ 
adult idi 
Blacks, | 
HarlboreP 


that Newpol 
rahd imagery amor 
I#; the youngest 1 
Thus, It is no I 
Sfity brand, for, 
W today's alter 


’like Harlboro, relies heavily on its users to 
roynger adult anokers (See Appendix F). And, 
rchise of any brand in the nsrket *•** 532 were 18-24 

S ee that Newport has become the alternate younger 
who don't want to just follow the crowd. For 
e to Kool; for Whites, it’s an alternative to 
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Key Points About SALEM/Kool/Newport 
SALEH 

lcs early years, SALEM's appeal to younger adult smokers was 


\ 



rshadowcd by WINSTON. 


SALEM gained among younger adult smokers of the 1970's, especially 



, by spending nore effectively against Kool, but never has become 
a ‘true "first brand". 


il's growth, 
caused by the a 



like Marlboro's, hinged on demographic shifts 
1960's. 


1 was In tune; 
the 1960's. The 




When ydSdfffl «du 
suddenly too-B. 
nerable. Koo 
le. 



the rising laportance of younger adult Blacks in 
et of "Black identity" aade it rise for Blacks to 


.jidopt their own brands , rather than follow the general Market. 

*Blafck s ildentity" by advertising to Blacks before its 


tea returned co the Market of the 1970*s, Kool 
to fit the younger adult market and became 
splintered its heritage, positioning itself by 


^port, when itjwas repositioned, essentially bought Kool's prime 
Ijrth Atlantic a|iip^by intense spending in out-of-home and against 
cks. 


appears that Newport has gsined younger adult White smokers by 
nlng distribution but its. fundamental growth la among Blacks. 


nger adult smokers rate Newport as milder/smoother than Kool. 


>rt users are the main source of Newport perceptions. It is seen 
** the alternative younger adult brand — for Blacks an alternative to 
Kool, for Whites an alternative to Marlboro. It's for those who don't 
want to follow the crowd. 


Ul 

ro 


co 

<£> 


S> 

CTi 

m 

u> 


-26- 


http://legacy.library.ucsf.e(Si/ticKdytf0^aOQ<(fsrdi*/.industrydocuments.ucsf.edu/docs/qnhl0001 


96ti9 





L6tB E610* 


*990 68125 


http://legacy.library.ucsf.edu/tid/dyq07a00^dtirce: https://www.industrydocuments.ucsf.edu/docs/qnhl0001 


SECTION II! 





KEY LEARNING: SUMMARY & CONCLUSIONS 


The previous tvs sections have discussed Che importance of s strong position 
in the younger adult smoker market and the strategiee/circumitence# which 
have, ln.the past, allowed brands/companie* to achieve growth among younger 
•du|’( anosers. by Integrating the key points from these sections, several 
concWs&ihs can be reached. 


tPORTANCE OF YOUNGER ADULT SMOKERS 


Strong perforaan&jsiittonK younger adult saokers is critical to 
teneratlng sustained growth momentum for brands/companies. 


"New" 18-1 
increment* 

A younger j 
appreciate 
Older smol 


#»• bl *$**S cig« 

w&mrj 

but its site is|p: 
sfeographical mar 

s fn each case, P' 




iId saokers represent about 1.4 ahare points of 
|uae each year* 

t 

| eaoket who has been gsined and retained 

value over tine because of increased consumption. 

© not. 


tte brands of the last half centur/ have derived 
ftahigh younger adult dcvalopaant — Pall Mall, 

;::: ahd Kool. Newport aay becoae another such brand, 
gently limited by distribution and lack of a broad 
Uhg effort. 


- Younger adult a 
the brand 
growth hasy^gggj 
least five-year 


tins have been a long tern leading indicator of 
at share gains . Typically, major market ahare 
id the brand's younger adult saoker growth by at 


Continuing loss of younger adult strength has also been a 
leading indicator of market share softness and decline, although 
aging may bolster the brand's SOM for a decade or more. 

These brands have been the flagship brands driving their 
companies' performance and each has been superceded by a brand 
fron another company. Thus, younger adult growth performance has 
been a leading Indicator of long term corporate performance. 

At present, Philip forrl* and Lorillard are the only companies 
showing steady younger adult performance gains. 
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A. External Factors 



Paar. periods of intense publicity on the health issue appea^* to 
have played a key role in the succession of the major younger 
adult “first brands.** 

~ WINSTON capitalised on the filter boon, which gained momentum 
fron the “health scare** environnent of the early 1950's. 

“ Marlboro capitalised on the changing nix of nales/females 
in tile, 1960's, which arose froa their different reactions to 
the iry^gi! health publicity of that tiae. 

** Kool capitalised on the alailar shift between Blscks/Whltes 
In thl 1960's. 


Based on thmm 

address exlterifi 
share return 
younger adult » 


SSTON experience, product “breakthroughs* 1 which 
^ factors are more likely to produce short tern 
sen those besed primarily on Imagery wants of 
tokers. 


;,hin Tounger Adult Smokers 


SQdWfkfuipsSfP 

shifts wit y^ 
success” appepi 
younger ad ultgi 
raee/geogrlphlt 
che extent 
“formula" will 
rather the^S^j 
factors. ..— 


brands" have capitalised on subtle demographic 
|e younger adult smoker market. Their “formula for 
i to have been to target the FUTURE profile of 
Sokers, i.e., to be better developed among sex/ 
Igroups which are gaining importance, but only to 
.reflects the group's rate of growth. This 
Jsuslly imply broad based, nearly balanced appeal 
femphesi* on male/female, Black/White, or other 


Pall H*&l«was strongly developed among younger adult female 
smo>.elswhIle their Importance was increasing most rapidly. 

WINSTON was introduced when younger adult female importance 
wes modestly increasing and was slightly better developed 
among females, but essentially a balanced brand. 

Marlboro was slightly better developed among males during 
the 1960's, when female importance dipped, but was 
essentially a balanced brand until after 1975. 

Xool was highly developed among Blacks and grew when their 
importance among younger edult smokers surged In the 1960's. 

Newport targeted Blacks in the northeastern U.S., where the 
Black population was growing most rapidly in the I970*s, and 
has moved to the south, following the return migration. 
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Growth Sectors '^lthln Younger Adult Smokers (Cone.) 

• The dominant trend in the younger adult'smoker market dver 
the last SO years has been the rising importance of females. 
Because of this, the major "first brands" have been 
overdeveloped among males only during their periods of 
decline . Marlboro has become overdeveloped among vounyar 
adult males only after 1975, *»hen Its share was softening 
among younger adult female smokers. 

* 006 K*y to Mat lb° ro ' 8 success in capturing the Baby Bubble 
appetbs to be that it attracted more 18-year-old smokers thsn 
vlNS|ppF^ithin the younger adult smoker market. That la, it 
was Clearly a "first brand", with relatively lower avitchlng 

i appeiXwl 


it-Of-Touch Co 


m every case.Tthe sfaHor younger adult brands have been succeeded bv 


jsouBpetltor *s b 
predecesso r. 1 
%eems l^thKed ti 
ws a nelSrTrompe ; 
tntro#»$&S^n/ri 

f ne" are probi 
nts of young< 


ap^sositloned ts be aignlfIcantly different from the 
g|j# tenlng/decllne of the major younger adult brands 
jffirlEriabillty to "stay In tune with the times" as well 
’started in tune with the times" at its 
^||.|^.onlng. While the real criteria for being "in 
Ey the mesh between imagery and/or product and the 
M^t smokers of the times, demographies are a ui\ 


ool for idenci?y|p£ the likelihood of that mesh. 

• MalifSecame out of touch with younger adult smokers' product 

wants when^TT^hpiled to effectively react to the filter boom of 
. the 1950'^^^ISTON fit those wants. 

| • WINSTON w ^jj§ a$jg B| victim of subtle shifts which may have been 
| transpare nt jar s eemed transitory at the time. 

i “ WINSTON's light-hearted campaign fit well with the mindset 

of the 1950's, but did not fit es well with the rising tide 
of intense younger adult rebels as Marlboro did in the 
| 1960’s. 

^ - WINSTON's campaign had a slightly female slant and so did 

its franchise. In the 1960's, younger edult females were 

losing Importance and males were gaining — a better fit for 
Marlboro. 


" WINSTON's popularity among older smokers may have made it 
difficult to maintain an exclusively younger adult Identity 
during the 1960'a, when that want was most extreme. 

e Kool found itself “too Black" in the 1970’s ee younger edult 
Whites were rapidly regaining market Importance. 
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Out-Of-Touch Competitor* <Cont.) 

• Marlboro's advertising/positioning u«as to have become leas k in 
touch with the demographic trends within younger adult amokeijjk of 
the late 1970's and 1980's and, perhaps, their mindset. 

J - Younger adult fersle smokers were the key growth sector In 
W the 1970's and 1980's. 

Ill - Today, Marlboro's younger adult male smokers do not have an 
above average interest In masculine Imagery versus all 
M youngw adult males. 


Philip 
Harlborc 
Slims tar 
The c4n 
lines of 


Product Delivers 

^a^ Throughout 
_® Havemaved 


irris may have recognised Marlboro aa vulnerable, 
's^lisproportlonete switching losses to Virginia 
iMerit tend to feed Marlboro's losses back to PM. 
Hftt modifications on these brands may shorten the 
J|fply» * 

Mttiinicatlon 


occasion of "first brands", younger adult smokers 
Ider" products. 


®r»ll K4f$$. promised '‘mildness’* based on its length, 

w| pd«| 

WINSTON , as a filter product, would be seen as milder than 
nonf ils^PPPl 

In thep- s, Marlboro was "milder", i.e., significantly 
lower in tar . than WINSTON,.as was advertised by the FTCi 
TodayMarlboro 1$ still rated milder/snoother than WINSTON 
by you &ga^ ldult smoker.; and Is preferred. 





M could Le seen as milder because of their 


Kool a! 
mentho; 


\ ~ Newport Is perceived as milder/amoother than Kool. 

• Successful "first brands" have used positive product messages. 
s| - Pill Mall emphasised milder smoking "pleasure". 

- WINSTON "Tastes Good" despite its filter. 

- Marlboro is “where the flavor Is", although historically and 
presently smoother than WINSTON. 


- Newport speaks to smoking "pleasure". 
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• By omission, no brand whose product messages remind the consumer 
of product negatives or portray the brand as a “Veak cigarette" 
has succeeded as a younger adult first brand * For example, an>* 
brand which has specifically emphasised "low tar" (which implies 
remaining tar) has been limited to switching gains among maturing 
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IMPLICATIONS 

AND 


ECQMMENDAT10NS 









2. RJR should seek to better understand and capitalise on- the market f. 
conditions/approaches which have successfully created younger adult ' L 

O gth for brands/eompanles In the past: 

A. External Factors 

B. Growth Sectors Among Younger Adult Smokers 

C. Out-Of-Touch Competitors 
L. D. Product Delivery/Communication 


I RJR's processes/ 
fto "first, brsbp^P 
Lred to fully Ssse 


sols have been better attuned to switching efforts 
Irategies, time and learning will clearly be 
t the opportunities available through these 


It shoull^-tMa-rloted that the new/established brand programs in 
lan alre|^||g|dress the major Issues/trends identified below, 
framework of^current knowledge/processes* These Plans should 
s a basi^l%ii%JR*s 198/ marketing efforts, but should be 
y a full4®sfe|*§$dedicacion of resources to ensure a solution to 


the JpS/ Plan alre ffiylaw 
^respfn the framework of, 
pBwMf nue as a basi^lgP 
enhanced by a full4g^gg| 
the problem. 



Detail in Section V) 


e SOCIAL AC<i|l&iSi!LLITY 

A breakthro ugh p roduct which effectively addresses social 
acceptabil^jg^cbncerns could revolutionize the market as WINSTON 
did in the“heaTfh-concerned 1950's, The ultimate size of this 
opportunlt|||||ggpi. depend on younger adult amoker acceptance. 

Thus. RJR phould consider: 

- The heed to develop a social acceptability product whose 
smokil|p*fi|\ef Its meet younger adult smokers' wants as well 
as other smokers' wants. 

_ Planning a second entry social acceptability brand which 
could emphasise mainstream younger adult imagery and 
product positives , thus avoiding the connotations of 
W "social concern" which would likely be associated with the 

first entry. Thus. RJR could enter its own "Marlboro" to 
follow the "WINSTON of the 1980's." 

• PRICING 

Pricing is a key issue in the industry. Some evidence suggests 
that younger adult smokers are Interested in price, but unlikely 
to adopt a brand whose only "hook" is price. To maximise the 
possible pricing opportunity among younger adult smokera, several 

alternatives should be considered: 
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► 






A price/value brand would need a conapleuoua second "hook*' 
to reduce possible conflict between youtiger adults' value 
wants and imagery wants. The most saleable "hooks" art 
likely to be based on product quality, since these proVide 
easy-to-explaln public reasons for switching. Suitable 
laagery should also be used. 

Since younger adult saokers with above-average interest in 
value are concentrated in the Coolness segaent, it Is 
possible chat younger adult saokers aight be responsive to 
an appropriately positioned value-oriented aenthol entry. 

Tactjuyilil^. extended periods of closely targeted pack 
promotion (B1G1F, eaapllng) in selected sites <e.g., 
convenience stores, allltery exchanges, special events) 
coul|jg«! to brand loyalty froa repeated trial. This 
shouiPIPieonsidered sn inveetaent prograa. 


Growth Sectors 



Younger Adult Smokers (Detail In Section V.) 

apanlc and Black saokers should be key RJR 
they are gaining iaportance in the younger adult 


npower should be asde available to Increase 
ng of the dynamics, wants, and executional 
_ les within these aarkets* 

- • Heavj»«p^dvertising in selected aedia are likely to be 
beneficial agalnat younger adult Black aaokert, based on 
Newp|i®li»ol history. 

- Coap^ftpf^e advantage could accrue froa these special 
—stk^^p^graas, since Philip Morris has intensified Its 
Black/Hispanie marketing efforts. 

Females are continuing to gain iaportance among younger adult 
saokers and, baaed on their diversity, should afford a number of 
potential opportunities. 

- Since the continuing trends to working women and "new 
masculinity" Imply greater commonalities between the aexes, 
a dual sex brand which appeals to, but is not Halted to 
women may be “in tune with the time?." 


"Scyle/Dress” remains a pronounced interest caong younger 
adult female smokers, but should be executed to provide a 
clear point of difference and not be "too bold." 


in 

to 
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B. Growth Sectors Among Younger Adult Smoker* (Cont.) 


C, 



• "Moving up in the world" has been Identified 'as a key endurihr 
want among younger adult smokers. This imagery need la llke\y to 
grow, since younger adults who follow the Baby Bubble are likely 
to experience limited opportunities for traditional sueeass. 

- Limited opportunity to "move up" within Che establishment 
may lead younger adults to more entrepreneurial means of 
success, such as fame via the performing arts. This type of 
concept meshes with younger adults' key activities/ 
Interests, apparently represents sn enduring want, and 
ther#fqre may provide an innovative opportunity to be 
cleacisSgPil^fferent from competition. 

brand may attract some younger adult ' 
an affordable compensation for other luxury 
t can be executed to key on younger adult 
of "class" and achieve clear difference versus 




are 

1mltative 
offensive 
smokers b4 
letting c< 


o'r'y, RJR should emphasise competitive efforts which 
erent from the target brands. Head-on or 
gles should be pursued as defensive rather than 
ures. Thus, RJR should target younger adult 
ed oh their inherent wants/differences rather than 
et“i*tors define ‘the market. 


Marlboro hl^P^BSicome somewhat out—of-touch in that it is too male 
to fully c|&^g|ise on the female growth sector and its masculine 
imagery is f less; of a "hook" in the 1980's. However, Marlboro's 
users tt.empli!i| provide the brand a strong positioning as an 
identity/belonging brand. Since Marlboro is not likely to be 
preemptable on belonging and Is not strongly profiting from its 
"masculinity", other less head-on strategies hold more promise at 
present. 

- Marlboro smokers are half of the younger adult market end, 
thus, encompass • diversity of wants. This implies that 
successful attacks on any key eeetors of the younger adult 
market are likely to hurt Marlboro. Thus, a variety of 
approaches should be developed to addrtaa tfce spectrum of 
younger adult smokers rather thsn limiting creative options 
by defining the market strictly in terms of Marlboro. 
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C. Out-Of-Touch Competitors (Cont.) 




- Virginia Silas and Merit should be high priority competitive 
targets . since they appear to play a hey role In defending 
Philip Morris against Marlboro's traditionally high 
switching losses. 

- VANTAGE nay have an opportunity to compete nore effectively 
for younger adult Marlboro switchers, based on its history 
of switching gslns fros Marlboro. (Shown in Appendix H). 

,ec D * llv *ry/Ct foauni.cation 


Snooth, 
the euc 



Id product delivery seens to have been a key factor in 
of younger adult brands. Therefore: 

ensure that product vents snong snokers 18-2* sre 
retoad end reflected clesrly in action standards 
ts targeting younger adult snokers. 

give high priority tc eliminating elements of 
fron its younger-adult-targeted products. 

ioul$g||se copy strategies which emphasise product positives 
jt snokers. Connotations of "weak", "concerned", 
or "low tf "'should be avoided and elements of mild, snooth, 
rleh, sno| ijgpfleasure should be emphasised. 
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PRICING 


>rtunity Analysis 


Pricing is Sa key Issue because of the pressures of Che FET lncr/ae and the 
ensui»i| suMe in sales of geneTle/prlvate label brands. The inpact of price on 
youngs r^%eRiit smokers is a complex question, which Is likely to require 
additional learning, over time, to completely resolve. 


Studlef 
governs! 
price ^ 
males ,n 
smoklnfe 
period < 
senrltfe j 
However, 
so thajP 
current 


he National Bureau of Economic Research (NBER) were used by the 
s e rationale |>f or the FET increase. These studies indicated that 

W auch stronger,e^n|c on smoking by younger adults, particularly 
on any other' ^ge group, because people were less likely to start 
IHHin environmentsof higher cigarette prices. Thus, over an extended 
• tjsbe. younger ajuTjT smokers would tend to become less price 
g^Jince those who^rwpt most strongly would not become smoTiers. 
j||g NBER studies Meanly imply that price influences younger adults, 
wre^e/value may offcWan o pportunity for ao me sh a re leverage among 
rounger adult smot^if 


li rAte^^terna^ ^ 

1. In the 1983 SlIFflung^ 
to ^P^^|ey would buy eg 
Yet trai^were least 11 m 
T he ewpjltoation is probj 


Hflt males were more likely chan any other smokers 

t s for any price differential, large or small. 

all smokers to report a generic usual brand. 
Conflicting wants: 


Field 

were 

putti 

Young 

Image 

with 




er aduU ma 1 e*,.,..wa,nt to be aeen as successful, someone who buys the 
regardless of pricy?. 

want to make |f^P§OT impression on others, smoke a brand acceptable 
eir friends, k t 

have little llfrlrr^t in being seen as "smart shoppers* 1 . 

rts from the Ciliary market confirm this conflict. Generic sales 
ng but none of the men were seen smoking them — beesuse they were 
a generics In Harlboro packs. 

ult females have a more average attitude toward cost~conacious 
t are also unlikely to adopt generics, perhaps beesuse of conflict 
^ovn "upward striving" wants, such as style/dress. 


Thus, to maximitt "pportunlty among younger adult smokers, a price/value 
brand will need & second "hook" to its proposition to allow younssr adult 
smokers tosvltcn on the basis of other, more acceptable wants as well as 
price . While imagery will be desirable, probably necessary, to brand 
success, the most likely second "hook" is product quality/taste since this 
Is a more oaaily expressed public reason for adoption. Examples would be 
"computer technology produces better emoke at lower eoac" or "pey for the 
beat product, not the big brand name." 
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2. Younger adult Bales in the SOS were sore likely than any other s»ok.e''* to 
have taken advantage of B1G1F offers. Such pack promotions provide jche 
savings benefit without conflicting imagery but typically yield triajl or 
occasional usage rather than a change in brand loyalty* Carton offers, on 
the other hand, tend to reach older aaokers. But, if RJR could closely 
ytarget pack price promotions to younger adult aaoksrs over an extended 
i of tine. brand loyalty might be captured . This would be an 

Its coat effectiveness would depend on how tightly 
p~pro«otions could be targeted to younger adult snokers via, for exaaple, 

*|tary exchanges/canteens, selected convenience outlets, etc. 

ther price tactics on established brands could tend to undercut their 
eived quality/*" ‘ 



DS profile of 
in a value 
ess Segment 
%r froo expre 
ol entry to 




er adult aaokers who have more Interest than their 
but lower confidence in generics, showed high 
sent. Although, as seen above, price behavior Bay 
nts, there aay be soaewhat higher potential for a 
to younger adult snokers on the basis of 



SLe younger adul 
, a aenthol 


cally, close 
switching C 




egy will need e preeaptive second "hook** to aakc it 
aokers to switch for a reason other chan price, 
e easiest for consuaers to publicly express. 

ness saokers have sosewhat above average interest in 
ay warrant consideration. 


eted, long‘running BICIF’s nay yield eone younger 
sed to trial). 


v 

© 
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SOCIAL ACCEPTABILITY 


portunity Analysis 


Social ^rttiurti against tasking arc high and increasing. This negative 
lnf| uencj is somewhat similar to the health situation in the early 1950's. 
ThewUgg^*, it la possible that products which effectively address the perceived 
social negatives of saoklng and also provide adequate emokar benefits could 


revj ^jEiabnlte the future market just as filters revolutionized the oarket 

g the 1950's. It is possible that KJR will have an opportunity to repeat 
~ lh&iOX success in^the 1980's envlronaent . 

^ - *- products on the industry will ultimately depend 


unger adult ssrokers, just os the filter revolution 


It smokers and nonsmokers are becoming polarized 
junger adult saokers show less concern with the 
Lie younger adult nonsaokers are somewhat more 



conee 

adopt 


younger aduTTTimkers may try it as a novelty but are unlikely to 
it a regular brand — younger edulta who wish to be seen as 
“ are more likely to choose to be nonsmokers. 


Strate^ife. Alternatives 


First 


Brand 


If RJR achieves first entry with a eoclal acceptability brand, younger 
adult smokers are more likely to adopt it if the brand proposition la as 
positive and mainetreaa as possible. This was essentially WINSTON'e 
approach to the health concerns In the I950'e. WINSTON let toot and others 
sell “safer" filters, while WINSTON let people know it had e filter but 
emphasized the Positive of teete. for example: 

a The added product benefit might be “enhances sociability" rather than 
courtesy (which implies potential Jiaapproval from others). 
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2 . 



The name. package, and post-introductory advertising (once clear 
awareness of the point of difference was established) could >. 
eaphaslcc supportable claims chat the brand also provides a full 
measure of benefits of "old style filters" such as caste, 
satisfaction, draw, and imagery. 

Entry Brand 


portunity may be greater for a second entry social acceptability 
krand to establish mainstream appeal among younger adult smokers, since the 
gentry must push the product difference. Thus, the first entry might 
jtically be vi lute d jas "concerned" even if it went mainstream 
Introduction,, ig^f^quiekly repositioned itself. 






3. 


Key Po 



dvantages of 


The strategy ltt 
^market first 
development t 


could cov 
ungcrradult 
moke .QIDcou 


al acceptabl 
stabllshed brands 
earn second e 
dilute levera 
tcs" end all 
candidates f 
ility" such 




cond entry strategy could be: 

lly viable whether RJR or another company hits 
social acceptability brand (assuming that product 
as will be ilmilar between companies). 

bases by offering both a "concerned" and a 
ed entry. If the first product is a satisfactory 
sed under both posltionings. 


tries catch on, RJR should be prepared to defend 
:h epproprlate line extensions. Although e 
and could, itself, be a line extension, this 
the new way to smoke" versus "old style filter 
etitive brands to more easily respond. The least 
type of line extension would be brands committed 
L and, hopefully, Marlboro. 


Prod uc es -■dressing social acceptability could revolutionise the market in 
thefsane way filters did in the "health scare" environment of the 1950's. 



range outlook for such products will depend on their acceptance by 
dult smokers. 

e To be adopted by younger adule smokers, a social acceptability brand ahould: 

1. Offer adequate smoking satisfaction as well as effective relief 
from social pressureJ. 

2. be positioned positively rether than as "socially concerned", 
perhaps using essentially the WINSTON strategy of the 1950*•• 

• A second entry social acceptability brand is more likely to be able to 
position itself in the younger adult mainstream. 
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BLACK./HISPANIC YOUNGER ADULT SMOKERS 


K 

\ 


K 


F 



rcunlty Analytic 

dult Black and Hispanic amokers are dramatically Increasing in 
nee and will, conservatively, comprise 20X of the 18-24 market by 1990. 



BLA 


K1S 



1965 


1976 


1980 


PROJECTED 
1990 


18-24 
srs 18-24 
Index 




Sources 



Census Bore* 

I Population f 
the California 1 


Kool phenomer 
to menthol! 
k market in 
>r Coolness bt 
on from Stylisl 
to Blacks. 



12.4 

13.0 


14.8 

13.4 

13.6 - 

-> 

14.5 

108 

105 


98 

5. 7 

7.5 


9.9 

NA 

3.9 - 

-> 

5.1 

NA 

52 


52 

18.1 

20.5 


24.7 

NA 

17.5 - 

-> 

POl 



anic Omnibus Study; "Projections of Hispanic 
U.S., 1990 & 2000" (Center for Continuing Study of 
ohorny); "Health, U.S., 1981". 


rgan in the 1960's, younger adult Blacks have moved 
|ieti, which have accounted for 90X of the younger 
int^years. In 1983, 72X of Blacks 18-26 amoked one of 
1 although the segment has been getting some 
brands. Virile brands, even Marlboro, have virtually 


SALEH 


Coolness 

Menthol 



SHARE 

AMONG BLACK 

SMOKERS 

18-24 • 

1980 

1981 

1982 

1983 

Avr . Pt. ChK> 

34.6 

30.8 

27.9 

21.8 

- 4.3 

18.6 

22.4 

27.2 

36.4 

+ 5.9 

17.2 

19.2 

17,3 

13.6 

- 1.2 

71.3 

72.8 

73.0 

72.1 

+ .3 

88.7 

89.9 

91.5 

86.9 

+ .1 


Source: HDD Tracker 
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Newport Is the growth brand among younger adult Blacks, yet It la not perceived 
as particularly relevant to their key want*/concerns: "povlng up In chq 
world,*' style/dress, and powerlessness. Effective spending appears to l^ave 
been key to its success, although product mildness versus Kool aay have played 



Koo*li|ppears to have rlaen partly from an emerging desire for Black identity, 
butT^t is not clear chat this want is as pronounced aoong younger adult Blacks 


e SDS showed ^that younger adult Blacks were less likely than older 
aek* to be 1 lev fe’&Sjy t i* important to Teoeaber oy roots,** 

though Newport is^prooinently advertised in Black publications and 
nds about 16pE ’pf |t$ brand dollars against Blseks, 59X of its dollars 
to 00H whiclil^^l-iBariiy general aarket. 






qualitative 
today's Black 

ess strengt 
e in |gE^r of 
the isneral 


panic aarket is 



fi younger adult Blacks feel lioited rapport with 
s", e.g., Jesse Jackson. 

g younger adult Blaeks aay continue to decline in 
sh brands which key on Black wants but also have 



difficult to address because: 

Mexicans, Cubansv-arv-d Puerto Ricans fora three distinct segments which 
ffer in wants:, lifestyles, even language. 


ny Hispanlcs y« 
at visual exe^ul 
ge, and tr.adbl 


t that advertising be in the Spanish language and 
U be perfectly attuned to tnelr lifestyles, self 
i. Hispanlcs are extremely literal. 



legal entry makes even population data difficult to obtain and tools 
or understanding/tracking the Hispanic aarket have been quite primitive 
spared to general market capabilities, 

e the largest and fastest growing sector of the Hispanic population 
« sector in which RJR's performance is strongest. 

Percent of D.S. Hispanic Population 

1980 2000 

-> 


Mexican 
Puerto Rican 
Cuban 
Other 


61Z 

U 

7 

18 


64X 

12 

5 

19 


Source: Center for Continuing Study of the California Economy. 
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Marlboro Is Che leading brand among Puerto Ricans and Cubans and recently 
appears to have Intensified its efforts against the Mexican lector. In fact, 
Philip Morris appears to be Increasing special market spending behind all o£ 
Its key brands, with special Hispanic campaigns recently appearing for v 
Marlboro^,B&H, and Players. (See Appendix L.) 


Key Point 

a Black 

• Young 
adver 
brand 
schie 



anics will comprise 202 of all younger adult saokers by 1990. 

It Black anokiajrs appear to be highly responsive to effective 
spending. Thw|§ggj>pear somewhat more likely to be attracted to a 
ch keys on thei|OTnterests in "moving up“ and scyle/dress and can 
e development in the younger adult general market. 


Xnowl the younger 

altho||g|g|| Is fairly cl 
yeungtr adult Hlspanics 
information base end ext 



Hispanic market is extremely limited, 

•at Mexicans are Che key sector. Success among 
ely to require development of an adequate 
ensltlvity to exeeutlonal elements. 


Philip 

years si 
.Hedges 


rri# has placed ■ m^ch] heavier emphasis on ethnic spending In recent 
^volvedW^goi|i§4iP§panic campaigns for Marlboro and Benson 6 
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YOUNGER ADULT FEMALE SMOKERS | 


Opportunity Analysis 

Younger adult ftoilt aaokers have been « driving force behind Industry growth 
durl^gUPe lest half century ee they have become more likely to smoke sc age 18 
and^over time, spread In Importance within older age brackets. 

X IMPORTANCE AMONG 16-YEAR-OLP SMOKERS 
jL 4 1960’s 1970'a 1980-83 


isles 

resales 




Younger adult females are *ntinuing to gain lsportance among younger adult 

saoke^f, due to their stronger incidence trend veraus younger adult sales. 
Eased ipgsgovernaent repoipiiiin recent years expressing alarm at increased 
saokli fiiiLa ging t«y|n|ge Rl gla^ younger adult females are likely to continue to 
slo wljinP jtn imp||r1Snee7*lTr^ough external factors such as social acceptability 
and may artist tl#%utlook. 





INCIDENCE AMONG YOUNGER ADULTS 18-3* 
TOTAL HALES FEMALES 

”1 X INDEX X INDEX 


33.7 

103 

31.7 

97 

31.6 

100 

31.8 

100 

28.8 

98 

30.1 

102 

28.8 

99 

29.3 

101 


>ource: 


Key differences In wants between younger edult female aaokers end other aaokers 
were identified In the 1983 SDS. 


KEY WANTS/CONCERNS OF FEMALES 18-26 


VS. TOTAL SMOKERS 


VS. TOTAL 18-24 


belonging/Fitting In 
Moving Up In World 
Powerlessnes* 
Style/Dress 
Savings/Value 
Health/"Tar" 

New Male/Feaale Roles 
Social Acceptability 
Saoklng Problems 


No Difference 
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Despite key differences in wants from younger adult sales, younger adult 
females tend to smoke dual sex brands rather than specifically targeted female 
brands. e.g., 3<*2 smoke Marlboro versus 12 for Virginia SlJ.ms. 

• 

• Virginia Slims was introduced in 1968 but appears to have gained appeal 
as a younger adult female “first brand“ only in recent years. 

w . »I«C «l« V IM 





This gJmM relate to its, 
avantgarde fashions 
may have been speeded 
outperformed all oche 
Slims; 





5A 

Ba ml av 
CAMS|Sg# 

VA 



■,il campaign evolution from heavy makeup and 
friendly, casual imagery. This transition 
introduction of SALEH Slim Lights , which 
titors in attracting switchers f *om Virginia 


ETCHING AMONG FEMALE SMOKERS 18-24 



NET GAINS 


NET LOSSES 


PTS. 

-.14 

-.05 

-.02 

-.02 

-.02 

-.02 


45 

16 

6 

6 

6 

6 


#26 

39 

- 

'** 

V. 12 

18 

- 

- 

+.05 

8 

- 

— 

+ .05 

8 

- 

- 

+ .05 

8 

- 


+ .13 

2£ 

-.04 

11 

+ .66 

1002 

-.31 

1007. 


Source: NF0, 1980-83 (1st Half) Avg. per 6 Mo. 



■s> 


Although base sizes are small, there is some indication that Virginia Slims 
younger adult core females are true Stylish segment smokers who deaire to make 
a bold atatement with their brand, whereas Virginia Slims fringe amokers 
consider the brand to be nearly too bold for their tastes. Ita key imagery is, 
naturally enough, “today's woman'. 


-r,. Tt -.j. 

-46- 

http://legacy.library.ucsf.e@adrd&}fojt)5^0*^.industrydocuments.ucsf.edu/docs/qnhi0001 


5019 2 8 5 T 9 




Virgin!* Silas weakness may be that it fits not only s particular type of 
female but a particular stage of life. The prototypical younger adult feagle 
Virginia Silas saoker la like its overall franchise — she 'is froa a family 
with incoae over $2SM (BOX * 160), has toae college education (BDI • 130), is 
employed mma secretary/clerk (BDI ■ 160), and Is single or newly married. The 
drop Virginia Silas development among aarrled/formerly married women 
*ugee»fes:v:t:hat Virginia Silas somehow does not fit Che aarrled woman's lifestyle 
and thus, has limited opportunity as a lifetlae brand. 




r Married 
ried < 2 Yea 
tied 2+ Years 
aerly Married; 

Total BDI 

Share 


VIRGINIA SLIMS DEVELOPMENT 


TOTAL FEMALES 

213 

182 

77 

77 

100 
6, OX 




rces 



3 Si 


Mosfe; : y«i*nger adult fei 
CAHfcl&^gfrut not strict 
femal^h|ands'will undo 
trend'Wiiiggest that c 


1nereis1^g over tine . s 

r adult fe 
e rapid pace 


LABOR 




18-24 FEMALES 

126 

96 

77 

48 

100 
10.7X 


83 Tracker 



moke a dual sex brand — not too masculine (e.g. 
ale (Virginia Silas). While specially targeted 
ly play a role In the future market, lifestyle 
ltles between younger adult aales/feaales are 
7 dual sex wants are likely to reaaln prevalent. 


arc Increasingly moving into the workplace, at a 
n.older women. 


PARTICIPATION (X) AGES 20-24 


es 20-24 

vs. Total 
Females 




122 


127 


1975 
-> 64.1 

133 



134 


Younger adult females have become aa likely as males to attend 
college. 


Cn 

to 

00 

u> 

<s> 

Ov 

00 

CPI 


Kales 

Feaalec 


X COLLEGE ENROLLEES 18-24 


1960 

1970 

1975 

1981 

63X 

57X 

S3X 

SOX 

37 - 

—> 4 3 ——> 

47 --> 

50 
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Females are increasingly opting eo remain singleJduring their yocnger 
adult years and to live alone. f. 

\ 



txes 20-24 




ating lifest 
racted to du 
targeted female 


1960 


X WHO HAVE NEVER MARRIED 

—T573- 


1970 

56.7 
-> 35.8 


1981 


59.9 
-> 60.3 


-> 69.5 
-> 51.9 


YOUNSER ADULT FEMALES LIVING ALONE 
1960 1970 1975 1981 


282 


501 


752 



Abstracts, 1982-83, pages 61 6 66 


les and females are more likly to say they 
new ideas of men/vomen" than their older 


nallties suggest chat females will continue to 
brands which adequately address their wants than 
y brands. 


adult female ^smokers have greatly increaaad in Importance over the 
years and ar«^iPii|ly to continue to slowly gain in Importance, 
sternal fact^lUfctervene. 

Slims, or similar female’*only brands, are likely to hold a niche in 
re younger adult female market, but essentially dual sex brands 
e attentive to female wants/concerns are likely to provide the 
pportunity. 

Sryl*^dreiss remains a pronounced Interest among younger adult females, but 
should be executed to provide a clear point of difference and not be "coo 
bold". 


on 

kj 

i-» 

oo 

u> 

<s> 

cri 

t» 

o> 
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'MOVING UP IN THE WORLD’ 


* r* 

"Moving up in the world" is « key want among all groups of younger adult 
smokers and the one which most distinguishes thee from older aaokera in the 
SDS|' This is not surprising, given that they are in the process of developing 
thecat Ion and/or career and establishing their Independence (which 
dollars). 

ay well be the key aeasure of success to younger adult saokers, since 
e to aove up decreases as their lncoaes Increase. Blue coller workers 
the highest earning younger adults) are less upward striving than 
Education mekeksaBb difference. 




ult saokers are store likely than older to esphasise the "Image" of 
They like to 1 kfow] iaoortant people and feel "there’s nothing, wrong 
ing you've aaiH^^" regardless of race or sex. 


Overrheviext 10 years 
frustrating, since the 
clogg ^ty^th e tradition^ 
that ^fy»ay move^ to al 
in thels^lssc. . 






ger adults' desire to "aove up" may become more 
of the Baby Bubble will ride just ahead of them, 
nues of advancement and success. This suggests 
rrjate paths as other "powerless" minorities have done 



Se »« 

sibly a pres 
CJ^sar that the 
th the status 
a to prefer 
dlviduslity a 
nd has attra 
it it underdev 



ty seeking to acquire affordable status syabols, 
lass cigarette brand. However, it la not entirely 
jr adult definition of "claas" will entirely aeeh 
>olt prised by the older establlshaent, since they 
Jner Jeans to couturier originals and flair/ 
>bvT"ilegance. B&H, the only established "prestige" 
'ed'"some-interest among younger adult' Blacka/Hlspanics 
among younger adult saokers ss s whole. 


e option succf|g|^|ly used by entrepreneurial minorities in the past 
to seek fame Lb> i..e?jerclsing apecial talents in the public eye — women 
vieibl#^ii§ie*a through the stage or screen (or by marriage), 
cks t moved up through sports and music, Jews became famous on the 
dy circuits, "poor boys" from Liverpool or Mississippi made it with 
rock and roll. 


|e desire to fame, the fantasy of "being discovered", end "star 

jj hlp" appear to have been common among younger adults for generations 
fn“varying forms. Today's younger adults appear to be no exception: 

- In qualitative work, when younger adult smokers are asked to name 
their heroee, they tend to name performers rather than the sports 
figures (e.g., Jo Dimaggio) or political leaders (John Kennedy, 
Martin Luther King) who may have had more attention in the past. 

- The "Newsstand Weeklies" ( People . National Eaguirer , ate.) which 
key on performers, are the most-reed periodicals among younger 
adult smokerv (See Appendix M), 
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- The TV series "Fane" Appealed to younger adults and is returning 
via syndication. I 

• h 

Music is probably the woti popular mode of performance among younger adult 
smokers: 


A ppedal cable network, MTV, offers nothing but video renditions of 
V>lar younger adult music. 

nger adult smokers in the SDS were twice as likely to actively 
tlclpate in musical activities (i.e., actually play or sing) as 
smokers 25+ were. 



nger adults 
muilclan. This 
us 14X of a 
r/younger a 
mal associate 
nsorshlp. 
be characte 

ame" is a c 
b innovative! 
be rUfient 







associate Marlboro with the occupation of 
ntioned by 21Z of smokers 16-24 rating Marlboro 
filters, the most pronounced difference found between 
sponses. This Is unusual, since Marlboro's only 
h music has been some recent special events 
gescs that these younger adult male Marlboro users 
chemselves as they are or wish to be. 

rather than an opportunity at present, it would 
of difference from any past/preaent brand and 
nger adult wants/interests. 


up in the worid^is a key, enduring want among younger adult smokers 
likely to becgi|Fo| even higher Importance as avenues for traditional 
are Increasi ngly blocked by the Baby Bubble. 



adults tend 
imenf. 


^hasize the Image of success rather than "aelf 



us symbol'* br and, ma y attract some younger adult smokers, as an 
ble. coopensattiiPrer other luxury items, if it can be executed to key 
ger adult definitions of '‘class" and achieve clear difference versus 
tion. 

opportunity to "move up" within the establishment may lead younger 
|to more entrepreneurial means of success, such as fame via the 
perfigsfe^»g arts, especially music. This meshes with younger adults* key 
actlvltles/lnterests and apparently represents an enduring want applicable 
to both sexes and races. Therefore it may provide an Innovative new 
brand/reposltloning opportunity, clearly different from competition. 
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APPENDIX A 


NUMERICAL IMPORTANCE OF YOUNGER ADULT 


Age ^18+24 : 



x ormmi Pop. i8+ 

Inci : 8#«iei| of Smoking 
Satefcer X of 18*24 Pop. 
Total 18+ 


X o 

(P) 

Sou 




Agts 



rs 18+ 


iminary Trac 

Incidence anc 
population ei 


In 


X of I 


Pop. 18+ 


Xncltie^f*|of Smoking: 
Inde^WI. Total 18+ 


X of Smokers 18+ 


^HOKERS 


\ 





1975 

1980 

1981 

1982 

1983 


is.ex 

18.52 

18.3X 

17.9X 

17. SX 


36. OX 

32.7X 

31.7X 

29.42 

29.02 

CP) 

106 

99 

98 

95 

94 

(P) 

20. OX 

18.3X 

17.9X 

16.9X 

16.4X 

CP) 

:a 




• 


Report, 

Year 1982, 

HDD Tracker, and Censu.t Bureau 

>*. 







High Side 

Ml 

Low Side 

(2) 



14.9X 


14.9X 





94 

14.OX 


87 

13.OX 


CO jypMMde assuaes jfoupfSPr adult incidence follovs the same trend as the 
totaJJpopulation (! 

'' (2) Lo^ :; j|ide assumes younger adult Incidence falls more rapidly than among 

t^S«i smokers, to the average degree seen from 1975 to 1983. 
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APPENDIX B 


YOUNGER ADULTS* IMPORTANCE AS REPLACEMENT SMOKERS 

I 

* mts mjt w iw a> tmmtm mt 





• More t 
age '2<* 




-thirds of maj TejPSrp ke rs start by age 18. Only 5% start after 
d Currentj Smokers By Starting Age 

^SflSKS^ 5j 

umulatlve 1 

Start After Age 


90.1% 

86.6 

79.2 
69.7 
57.1 
46.4 

31.3 
16.0 

I ID 



Median * 16.7 years 


343 0 

100.0% 

Sources: A^rage of HEW data reported in Adult Use of Tobacco, 1970 and 1975. 


a A1 thoughof the early 1900's started to smoke at later ages than men, 
there ha jagfea^ g little difference In recent decades. 


Year of Birth 

1900-1920 
. 1920's 

1930's 
1940'a 


Median Starting Age of Female Smokers 
20.0 years 

18.5 

17.7 

17.1 


Source: HEW, Changes in Cigarette Smoking Habits, 1955-66. 


| "best ima ge"] 
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APPENDIX C 


MARLBORO SW1TCHISC LOSSES -- ACTUAL VS. PREDICTED 
NFO: Aug. 1980 - First Half 1983 f 



Importance Of Age 
To Total Smokers * 


Avg. Annual Cross Switching 1 - oss * s * 

Pts In Age Wtd Pts Of Total I Of Total 


17.2% 

-1.46 

1 - .2S-I 

39% 

25.8 

- .64 

- .17 

27 

27.6 

- .40 

- .11 

17 

29.4 

* .36 

- .11 

17 

100.0% 

- . 64 

- .64 

100% 


* Soure 
** NFO gi 



D Incidenee/R^te Report. Year 1982; HDD Tracker, 1st Half, 1983. 
witching losse^jfgrihin age converted to total and points of 
portance weigpl^above. 


SD5 Loyalty 




■Marlboro l^^sar-Olds 
After 


I Remni 



0 

Yrs 

1 

Yr 6 

2 

Yrs 

3 

Yrs 

4 

Yrs 

5 

Yrs 

6 

Yrs 

Average 

100% 

76% 

72% 

68% 

65% 

61% 

58% 

71% 


Since 7It remain loyal, 391 must ■witch over the six years, i.e.. an 
average of 6.51 per year among the average 711 of the original group who 
remain. 7IX *6.51 - 4.6% average annual switching loss. 


Marlboro 

Tracker Share Among 18-24 
Avg. Importance of 18-24 
Value in Point# of Total Smokers 
Average Annual Switching Loss 


Average 

1980-83 (let Half) 

35 . 3 % 

a 17.2% 


6 . 1 % 

-4.6% 


BEST IMAGE 



r 
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APPENDIX D 


RJR/PM SWITCHING VS. SMOKER SHARE PERFORMANCE 



POINTS OF TOTAL SMOKERS 


NET SWITCHING 


RJR 


PM 


RJR 


SHARE 


PM 


So' 



1980 

1981 

1982 

1983 (1st H 

Avg. Change 
bPer 6 Mo, 


4 .41 <- 



NFO and MDD 




4 .45 
- .25 
4 .24 
4 ,361 

4 .18 


33.3 

32.1 

32.8 

33.0 

- .1 


29.2 
31.0 

32.3 
34.2 

1.0 
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APPENDIX t 


EFFECTS or AGING ON SHARE OF SMOKERS 


N 

\ 


Method 



in this Appendix suaaarixe «n analysis of the relative iaportanee 
nd "other factors" (svltehing/qulttlng/stsrting) to changes in 
e for Marlbofo^ and Newport (aenthol). 



a asstsaed eh 
\d simply age 
'or exaaple, 
21.9% share 
aging occur 
4 to 2S and 
bracket. Si 
;hted averag 
1.9* in 198 





ooz 



brand's share was flat within the Tracker age 
saokers year by year, within or across these age 
61, Marlboro had a 34.3X Tracker share aaong 
25-34. For 1982, we would estlaate that, if 
rlboro would have a 34,3% share aaong those who 
i 21.9% share aaong 26-34, who did not leave 
^-year-olds were about 11% of all 25-34 saokers in 
ates aging would push Marlboro's share aaong 
3.3* in 1962, a gain of 1.4 points. 

3.8 points froa 25 year olds 
.S points froa 26-34 

r . —t ~~ 

^M^3.3X share aaong 25-34 if only aging occurred 



re’s Trackers 
differences 
a that year. 1 




re aaong 25-34 in 1982 was In fact only 23.0%, we 
ut .3 was due to switchlng/startlng/qulttlng 


to the hlstcfffffl analysis, possible future effects of aging were 
ely projectedfi^i^jjehe brands by assuming that younger adults would 
rtance froa 4of all saokers in 1962 to 13.6% by 1968. Upside 
e future trer^^^R-e calculated for each brand, with and without 
eta** based on the brand's history froa 1980-83 (1st half). 


Marlboro 
Newport Menthol 


D-l 

D-2 


* Gains within the younger adult group were considered aging contributions. 


in 

e 

>0 

.J 

0 

in 
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EfftCIS Of WING OH%rtWC Of SMOKERS 
MARLBORO 


) 


HISTORICAL 


PROJECTED 



-?4 SMOKER SHARE 

Changa ys.tr, Ago 

3* SMOKER SHARE 

Changa v*. Vr, Ago 
Aging Eflact 
Othar 11 facts 

4? SMOKER SHARE 

CSmj* vs. Vr. Ago 
Aging Eflact 
Othar Eflact* 


SMOKER SHARE 
Chang* v*. fr. Ago 
Aging Eflact 
Othar Eflact* 

AL 18* SMCKER SHARE 
Chang* vs, Vr, Ago 
Aging € f fact 
Othar Effacls 


Of 5 8 Z610± 


1980 

mn 1 

1902 

32.4 

54.3 

36.3 

♦ 1,8 

♦1.9 

*2.0 

20.1 

2T.9 

73.0 

*.3 

*1.8 

♦IJ 

♦1.2 

♦1.3 

♦ 1.4 

-.7 

♦.s 

-.3 

11.0 

• 1.4 

12,0 

*1.0 

♦.4 

♦.« 

♦.« 

♦ .7 

♦ 1.0 

♦.2 

-.3 

-.4 

5.8 

3.8 

3.6 

♦.1 

♦ .2 

-.2 

♦.2 

♦.2 

♦.2 

-.1 

NC 

-.4 

IS.6 

16.6 

17.0 

♦.6 

♦ 1.0 

*.« 

♦.7 

♦.9 

♦.8 

-,T 

♦.1 


Marlboro has galnad 


4«.2 

♦4.9 


♦2.7 


6.3 

*.7 

♦.2 

*.5 

18.9 

♦t.r 

♦ 1.3 

M 


♦.2 

NC 


*.9 

*.9 

HC 


Wpfclnt* par y*»r of tofal 

td 

GO 

^rtboro's long-tarn growth I* antlraly attributed* to 111 largo, 
t^slaady gain* among youngar adult*. Gains In older snokar groups 
t^»*|ip#ar to be solely the ram It ot aging. 

CM '' ■ 

w f 


# 


A®l 11* 118) Shsra of younger 
:«JlLaft^ljl^only by aging. Its smoker 
fher# flu* year* Iron no« uould b* nearly i7t, a gain ol 3 full 
points ovar tha first half of 1983. 


1st Half 


PROJECftD 



Tola! 


Of bar Effects (Ca*».) 

overall 


1983 

1984 

1983 

1988 

41.2 

41.7 

41.2 

41.2 

2*.9 

26.6 

28.1 

>2.1 

IS.) 

14.3 

13,4 

18. ) 

6.3 

6.3 

6.8 

7.7 

18.9 

19.1 

19.8 

2-1.9 


MC 

NC 

MC 

18.9 

19.1 

• 9.8 

21.9 


a If Marlboro war* to continue fo gain among youngar adults at 
tha rata seen tinea 1980, It could achieve a SSI thara among 
youngar adults and a 24* shara ot all smokers by 1988. 


1st Halt 


PROJECTED 



1983 

1904 

1985 

1988 

Aging Effoct 

18-24 

4».2 

4)«9 

46.6 

54. 7 

25-34 

24.9 

26.6 

28.2 

)).« 

35-49 

13.) 

14.) 

^;r 15.4 

18.5 

50 ♦ 

6.) 

6.5 

6.8 

7.7 

ToTal 

18.9 

19.5 

70.6 

24.7 

Othar El facts (Cum, I 

- 

- ■ 


- 

OVERALL 

18.9 

19.5 

20.6 

24? 


IBS 1 


S630 6oT Z 'a ' 
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BEST IMAGE 


J 


EffECTS Of AGING ON SHARE Of SHOWERS 
NEWPORT HE HI MOL 





1980 

1981 

1982 

8-24 

SMOKER SHARE 

6.1 

2.0 

2.6 


Chang# vs. Yr. Ago 

♦.9 

♦.9 

♦.* 

1-14 

SMOKER SHARE 

«.« 

2.9 

2.2 


Changa v*. Yr, Ago 

♦J 

♦.2 

+ .2 


Aging Effact 

M 

+.9 

♦ .1 


Othar Effacts 

-.5 

**2 

-.1 

3-49 

SMOKER SHARE 

»T 

.8 



Changa vs. Yr, Ago 

-.1 

♦. 1 

NC 


Aging Effact 

♦.» 

♦.> 

♦.2 


Othar Effacts 

.2 

MC 

-.2 

>» 

SMOKER SHARE 


.* 

.4 


Changa vs, Yr. Ago 

MC 

MC 

MC 


Aging Effact 

..." MC 

NC 

NC 


Othar Effacts 

NC 

MC 

NC 


18* SMOKER SHARE 

1.9 

2.2 

2.1 


Changa vs. Yr. Ago 

♦.2 

♦.J 

♦.1 


Aging Effact 


♦ .5 

*«2 


Othar Effacta 

-.1 

NC 



1st Half 
1983 
*.5 
♦.9 


1980-83 
Annual 
*V9. Ct»3. 

♦.« 


. 7 
-.2 
NC 
-.2 

2.6 

♦.) 

♦.2 

♦.I 


NC 

MC 

NC 


>.2 

♦.2 

NC 


USB 


Ovar tt*a last four ynars, Mavport has galnad an avaraga of .2 shars 
points pw yaar of total taofcart* 

Nnuport** long-tnra gronth I* antlraly attrlbutabla to Ms largo, 

«toady fains aaong youngar adults. Gains In oldar saohar groups 
appaar to ba solaly th« r«v)t ot aging. 



a If Manport aara to hold Its 1983 thara of youngar adults « nd 
contlnua to ba affaefad only by aging. It* total sankar sharp 
5 yaars from now aould ba 3.4|, a gain ot .6 points osar I99J, 


1st Halt 


PROJCCtEO 



1983 

1984 

1983 

1988 

$.5 

R.3 

B.3 

8.3 

3.3 

3.9 

4.4 

l.t 

1.0 

1.2 

1.4 

2.1 

.2 

.2 

.2 

.3 


total 


Othar Eftacts (Cun.) 


OYERAU 


2.6 


2.6 


2.2 

2.8 

3.4 

NC 

NC 

NC 

2.2 

2.8 

3.4 


a If Mtaport aara to contlnua to gala among youngar adults at th« 
rata taan slnca I960, Its total saoksr shorn could roach 4.If 
by 1968, . 


1st Half 


PR0.*eCT£D 



1983 

1984 

1985 

1968 

Aging Effact 

18-24 

9.5 

9.3 

- »o.) 

12.9 

23-34 

3.3 

3.9 

*.5 

6,2 

35-49 

1.0 

1.2 

1.4 

2.2 

50t 

.2 

.2 

.2 

.3 

total 

2.6 

2.8 

3.1 

4.1 

Othar Effacts (Cun.) 


NC 

MC 

NC 

OVEAAll 

2,6 

2.8 

3.* 

4.1 
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APPENDIX F 


SOURCE OF BRAND PERCEPTIONS 


• Younger adult lookers are oore likely than older looker* to bate bran| 
perceptions on other people they see using the brand* 

* BASIS FOR USUAL BRAND PERCEPTIONS 




X of 
Total 
Sookers 
<2627) 

87.52 

45.3 

28.7 


X of 
Saokers 
18-24 
(44}) 

88 . 2 % 

43.9 

28.7 


Index of 
18-24 Vs, 
Total_ 


101 

97 

100 



fMMI 

35.0 . 

——> 

41.1 

117 

^^>er Users 


38.9 - 

-> 

49.4 

127 



specially likely to basis their imagery of 
other users. 

BASIS FOR USUAL BRAND PERCEPTIONS 
KEY BRAND A VC. U.B. MARL. VS. 

IMPORTANCE IMPORTANCE AVG. INDEX 


Advertising 

Package 

Nane 

Other Users 


a* 


© 

04 

0 0**4 

48.8 

43.9 

111 


5ft 7 

© 


s 40. • 

43.2 

41.1 

105 

S8.4 

<- 49.4 1 

ITSI 


69.32 

35.0 

20.0 

23.7 

60.5 


-> 

-> 


88.22 

43.9 

28.7 

41.1 

49.4 


■> * Significantly higher at 802 confidence leva 


> 




Source: 1983 SDS 


Wi 

w 

K> 
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APPENDIX H 


DISTRIBUTION OF MARLBORO SWITCHING LOSSES 


brand’s or company's effectiveness at drawing younger adult aaokers frora 
Marlboro can be measured by: 

The size (points) of Marlboro's switching loss* to that brand/$oapany. 
The percentage importance of ehat brand/eompany to Marlboro*sMosses. 
The brand/company percentage of Marlboro losses versus Its "fair 
share”, based on its development aaong smokers 18-24. 

ANY 

980-81 (1st half), Marlboro averaged a .36 point net switching loss 
x months aaong younger adult saokers. Other Philip Morris brands were 
flciaries of t N£erly half of Marlboro's net losses, allowing PM to keep 
s fair share pjQilli&se younger adult saokers. 

RO SWITCHING AMONG SMOKERS 18-24 
per 6 Mo. 1980-83 (1st half) 




g vs : 



X Importance 
To Marlboro Losses 


Fair Share Of 
Marlboro Losses 




rrii 


NFO, HDD Tr 




US 


2X 

... 


18 

• 2 


1 

38 


15 

49 

<- 

— 27 

... 


37 

1001 


1001 


Viija&pB£g| Slims and Ke fltfwej re almost entirely responsible for retaining such a 
largl^pbportion of yqHjplf adult Marlboro switchers within PM*s corporate 
fold^M^ong RJR brands, VANTAGE was most effective et gaining 18-24 switchers 
fromy&LElboro. 


Marl 

Swit 


cnlng^ 


MARLBORO SWITCHING AMONG SHOCTRS 18-24 
Avg. per 6 Mo. 1980-83 (let half) 




Virginia Slims 

Merit 

Ocher PM 

CAMEL 
WINSTON 
VANTAGE 
Other RJR 

All Other Brands 
TOTAL 


Net Points 
of 18-24 

- .14 

- .07 

- .01 

- .04 

- .05 

- .09 

x- .18 

- .14 

- .36 


X Importance 
To Marlboro Losses 


m 

XSl 


l 

5 


Clh 


46 

1001 


Fair Share Of 
Marlboro Lotees 

9X 

8 

10 

5 

11 

4 

17 

46 

100Z 


u* 

o 
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MARLBORO Black — — — 6 • 3 

While — — j *2 21 48 44 $6 

Total — — 3 12 20 44 41 50 


SALEH Hack — 9 8 8 15 22 15 

White — 3 3 4 8 10 8 

Total — ~ 3 4 4 9 11 9 

KOOL Black 5 — 19 12 17 54 44 34 

White 1 2 I 2 4 11 H 5 

Total t 1 3 3 6 14 15 8 

NEWPORT Black ~ — “ — 1 5 15 33*- - 

White — — I 2 3 6 9 

Total — — 1 1 3 I 7 It 


Soorcet 1983 Segwnt Deacriptipn Study 


* i* 
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tTMHIC gggttP 

a in i,ooo*si 


32.3 

r».o 


SALOI 

t Tot * 

Brw4 I 3 og» 3 



0.1 

5.3 

*.9 


M 

33.7 

?U 


0.0 

22.7 

23.0 



f 

f Tot 
6rn4 t 

t 

3«qw t 

1 

IX 1 

SCORKT 

t 

INDUSTRY 

1 

314.6 

16.1 

30.0 

13.1 

1,326.1 

3.416.0 


0 

0 


0 

0 


1.301.0 

1.263.0 


t. YTD) 

9CS0 i6IOS 

: Newport «pw41ng mi «MMtl«11v conflnM to North Atlontlc/North Control Aroo wittl •wroxlMY«l T 1401. 


3.1W.3 
3,623.0 


\ 1.100.0 

3.3 

33.0 

24.3 

000.0 

3.3 

43.0 

10.0 

0 

0 

0 

0 

2.017,0 

4.364.0 

< t.333.0 

3.3 

40.3 

23.1 

1.404.0 

».2 

' • 

47.3 

22.0 

100.0 

1.0 

3.2 

1.5 

3.130.0 

6.744.0 

1,776.0 

0.3 

40.3 

10.0 

2.427.1 

10.6 

35.0 

26.0 

207.4 

3.0 

4.7 

2.2 

4,410.3 

0,340.0 

1,330.0 

3.0 

30.1 

.0.2 

2.200.0 

0.0 

36.3 

20.1 

160.0 

7.4 

4.6 

2.4 

3,010.0 

7.363.0 

1,403.0 

3.6 

46.1 

16.0 

1,333.0 

4.1 

43.8 

•6.1 

310.0 

2.0 

10.2 

3.7 

3,030.0 

6,310.0 

1,630.0 

3.3 

31.1 

20.4 

1,210.0 

4.1 

37.0 

14.0 

300.0 

4.1 

11.0 

4.6 

3,270.0 

6,160.0 

MA 

*01 

m 

HA 

HA 

NA 

NA 

HA 

KA 

NA 

NA 

NA 

NA 

NA 

7,300.4 

3.3 

30.0 

23.3 

2,620.3 

o.l 

30.6 

23.7 

1,422.0 

11.6 

21,4 

13,0 

6,640.0 

10,220.3 

2,100.0 

A* 2 

46.7 

21.0 

1,300.0 

u 

27.6 

12.0 

1,210.7 

3.3 

23.7 

12,0 

. 4,711.5 

10.111.6 

4,401,3 

0.0 

30.7 

17.6 

4,116.1 

6.0 

36.0 

16.0 

2,637.3 

1«.0 

23.3 

W.4 

11.324.7 

23,406.6 

4,004.1 

0.2 

30.0 

13.7 

4,143.0 

9.4 

34.4 

11*6 

3,003.6 

13.0 

23.3 

6.8 

^P45,6 

35,004.0 
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* 784.0 

' 5.754.0 

8.701.0 
7.278.0 


QQT-Of-Hpg ggWlQ 
It IN t.OOO'SI 


SM.CN 


I Tot I 

6rM I Soqo I 


5.5 

43. 1 ' 

3».» 

33.8 


60.8 

47.3 

30.7 

43.6 



5CWCWT 

t 


INDUSTRY 


1,234.4 8.151.4 
13,876.0 62.898.9 
13,731.1 63,342.8 
16,690.0 64,964.0 


7,707.0 

36.1 

38.7 

10.9 

6,732.0 

42.6 

43.9 

12.3 

3,474.0 

35.9 

17.4 

4:9 

19,933.0 

11.013.0 

8,333.0 

39.6 

42.6 

11.1 

8,933.41 

39.8 

44.7 

H.7 

7.499.4 

36.7 

12.5 

3.3 

20.007.4 

76,600.4 

10.310.0 

39.9 

32.7 

10.3 

6,960.0 

36.2 

45.8 

6.9 

2.910,0 

43.2 

' 1.3 

2.9 

19,360.0 

100,160.0 

9,740.0 

39.1 

41.3 

6.0 

6,693.0 

26.8 

37.0 

7.1 

5.030.0 

47.1 

21.5 

4.1 

23,463.0 

121.830.0 

6,330.0 

21.7 

23.4 

4.3 

13,663.0 

46.6 

34.8 

9.7 

4.940.0 

52.1 

19.8 

3.3 

24,933,0 

140.950,0 

NA 

NA 

HA 

na 

NR 

NA 

NA 

NA 

NA 

NA 

NA 

NA 

NA 

NA 

13,296.6 

22.0 

43.7 

f.i 

12,438.0 

42.9 

37.2 

7.4 

5.744.3 

46.9 

17.1 

3.4 

33.492,1 

168,223.4 

*8,624.2 

34.6 

39.2 

6.9 

2,943.0 

16.9 

6.7 

1.« 

12.141.9 

32.7 

36.0 

3.6 

33,709.9 

208.437.2 

17,095.6 

12.7 

33.2 

7.1 

20.619.9 

29.3 

42.4 

8.5 

10,900.6 

61.3 

72.4 

4.3 

46,616.3 

241,198.6 

16,334.2 

M.6 

37.7 

7.4 

13,932.3 

36.0 

36.2 

7.1 

11,473.2 

58.9 

26.1 

3.1 

43.939.9 

224,115.4 


. YTD ) 

Hooert u«NtM| iM ••Mntlatly conflnn* to North Atlanttc/Nocth Control Atm until ooorortnototy 1981, 
otoo -OotOoor- only. 1CS0E6I0S 


* v 
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appendix k 


NEWPORT VS. KOOL PRODUCT 


Competitive product test results showed Newport Kin* end Kpol King to be *t 
parity on overall 7+ ratings aarng full flavor aenthol saokers ages 18-24Mn 
1982. However, Newport was slftnifleantly aore uiId/smooth and lea* 
etrongfnarib than Kool. 


(B Be S i te) 

Overall,Z70+ Rating 


sfying 




Saoother 
Mildew 


rvl 





More cobaeco#E^P^aei 



Less Q. aftertaste 
Artl^ ^a l tasting 
Bltt.lrZfra sting 







KOOL 


3 . 66 * 

3.91* 

3.88 


3.96* 

4.16* 

3.84* 


4.80 

4.04* 


NEWPORT 

TITO ' " 


3.79* 

3.07* 

4.40* 

4.17 

3.71* 

3.95* 

3.86* 

3.83* 


3.81*. 


Interprei 


»n Note: 


The arrow indicates a significant difference between the two product* with the 
arrow pointing towards the product whieh is aore in agreeaent with the 
attribute on the left. An asteriak indicates a significant differance versus 
the ideal. 


Sourea: KDD 82-21223, 82-21230 
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PHILIP MORRIS SPECIAL MARKET PROGRAMS 



4 



ETHNIC SPENDING C$M) 



1980 

1981 

19 82 

1983 

Marlboro 

28 

31 

1028 

1127 

&&H 

618 

321 

2653 

2888 

V. Slims 

523 

588 

23-40 

194 5 


i. 

.C- 

. ■ ’ sO 

Source Media Department .,. v 

' , CD. 

j/l.. 

W 

. .. <o- 


htstj 
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BEST IMAGE 




















Haakly 
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18 

Jfl 
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SalectIvp feeala 

nr 


it 

76 


1 '« 1 

R*ad»r Sport* 

)« 

12 * 

1 w 

~ n 

24 

AUU" vauUVmuu. Ajfl 

153 


Wpaaao'a Ganaral 
Mvat/f 1*6/Outdoor* 
Autoaot I va 
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3 
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85 
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62 
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47 
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69 

16 

61 

17 
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72 

15 
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14 

65 

17 
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73 

17 

67 

12 

06 
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61 

23 

97 
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64 

4 
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15 
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59 
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APPENDIX N 


YOUNGER ADULT TARGE1 DEFINITION AIDS 


The chejpSPfn thi* Appendix summarize demographic difference* within the 
youngetf ad ult smoker population which say be relevant to brand target 
deflnitSlil^ 


For aeli 


brand*, the tables, provide: 


• praruTshare/dcvelopimene by sex. education, race. and sax within race 
Tracker O^rar f|>83). Share and development by Income level 
and ffr education race/sex have been approximated by applying 

|%^latlve develcfUrn^j found in the 1963 SDS to the overall develop- 
hown on Trad 


• Opportunity/Vulnera! 



Indices by demos, from the 1983 SDS. 


e^uln erabl lir y^fndf ces reflect the proportion of the brand’s 
lanchls^^n thpOTjl^o) which are not core amokers of the brand and 
g|ld thf£%g^>re bH^relatlvely open to competitive appeals. 



Opportunity n« 
ther eaplcall^i 
wing more of its 


Cel* reflect the extent to whleh the brand might 
^positive smoker attitudes (within the demo) by 
fringe into its franchiae. 


ndlces are refafTv? to the Opportunlty/Vulnerablllty of the 
ie brand in theTotll market. 
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UBBWHHSM 
Over $)SH 



Hal# V 
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TOOL 


USUAL BRAND SMOKERS 
Share In Development 
Index 


\ 


Depo. 




100 

325 

70 

100 

100 

so 

116 

126 

66 


OPPORTUNITY VULNERABILITY 


INDEX 


INDEX 


89 

83 

63 

95 

63 

99 

95 

77 

83 

82 


88 

9* 

99 ' 

87 

124 

63 

88 

97 

110 

77 


24.1 

• 360 

58 

no 

j^9.9 

297 

69 

84 

[17.3 

259 

59 

126 

25.1 

1 

375 

65 

88 

28.8 

429 

50 

124 

12. 1 

181 

100 

. 22 

4.7 

70 

66 

133 

4.8 

72 

115 

38 


• Snail bate alee. 
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SALIM 




Ocher 



B iaPK H * s * 

u * f 

§$£? %'ism i 

Over SiS*# 



Tkm&* 


H.S. 



UiM $2SK 
IS15K 



resale 


Beyond H.S. 
H.S. or Lets 


Under SISK 
Over SISM 


Snell bete else. 


USUAL ISLAND SMOKERS 
Shore In Development 
Index 


OPPORTUNITY VULNERABILITY 


Deso. 



9. *t 








INDEX 


77 


ism. 


103 


8.1 

100 

84 

126 

13.6 

168 

123 

83 

7.4 

91 

67 

140 

S.8 

72 

110 

125 

10.6 

128 

66 
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8.2 

101 

101 

157 

7.9 

98 

76 

115 

7.4 

92 

89 

125 

8.4 

104 

84 

120 

10.6 

131 

139 

63 

16.0 

198 

♦ 109 

95 

13.4 

165 

125 

95 

11.4 

141 

95 

133 

7.3 

90 

76 

82 

21.4 

266 

162 

81 

5.3 

65 

98 

142 

9.6 

119 

62 

138 

6.2 

77 

91 

175 

8.3 

102 

32 

123 

7.5 

92 

47 

139 

7.1 

87 

66 
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MARLBORO 


h 

\ 


¥ ft •! 



Over $15>% 



Other 

K.S* 
Less 

'0*** SUM 
11SM 


FcmI 



-24 



Beyond H.S. 
K.S. or Less 

Under S15M 
Over $1SM 


* Snell bsse site. 


USUAL BRAND SMOKERS 
Shore in Development 


OPPORTUNITY VULNERABILITY 


Demo. 

18.9* 



Index 


INDEX - 
77 


INDEX 
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100 

42 

112 
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IS 
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111 

43 
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49.0 
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44 
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81 

39 

100 
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62 

42 
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40 

103 

41.6 
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44 
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41.2 

100 

40 

96 
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27 
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53.5 

130 

45 

126 

48.3 

117 

43 

149 

50.3 

122 

41 

106 

53.1 

129 

41 

133 

45.5 

no 

49 

105 

1.8 

4 

113* 

95* 

38.0 

92 

39 

96 

32.5 

79 

41 

99 

33.7 

62 

36 

98 

30.7 

75 

48 
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36.6 

69 

28 
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CAMEL 



USUAL BRAND SMOKERS 

Share In Development OPPORTUNITY VULNERABILITY 

Demo. Index INDEX INDEX 



*n> 

101 

99 

100 

123 

136 

21 

* 

* 

111 

123 

138 

163 

121 

162 

37 

136 

0 

126 

63 

165 

89 

161 

126 

133* 

109* 

109* 

75* 

160* 

189* 


Sm 

* Small llmFalte. 
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K> 
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Total 

TOTAL 


Is 18+ 

Is 18-24 


uia—p 

Wh y/|^ h«r 

Female 


UnifTI 
Over $1 


Female 11 


lies 

r5M „ 



*Uc^ 

Whit* 


Under,; 
Over y 



VIRCIN1A SL» 


USUAL BRAND SMOKERS 
Share In Development 



Demo. 

3,02 








Index 


OPPORTUNITY VULNERABILITY 


INDEX 


INDEX 


— 

116 

82 

100 

117 

94 

65 

153 

108 

106 

115 

£3 

2 

* 

* 

196 

117 

94 

135 

103 

93 

85 

128 

94 

86 

111 

77 

108 

119 

109 

in 

153 

108 
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115 

86 
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93 
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94 
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7? 

227 

119 

109 


* Small base alee. 
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Over Si 5H# i 


VANTAGE 


USUAL BRAND SMOKERS 
Share In Development 


Demo. 
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_USUAL »RAWO SMOKERS 

In SevtlepMiit OPPORTUNITY VULNERARIUTY 

P«»o» _Index INDEX INDEX 





* Snail base size. 
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I. Importinco of Youngor Mult Sookors 

11. ¥hy CAMEL His An Opportunity To Tsrgot Younger Adult Sooktrs 

111. Strong 'Ami Woeknossos of CANEl't ln-Morkot Perceptions end 
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r CAMEl's Advertising Development 
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The future success of 


^r.mir^i »!z-iTMMT : r:-«iPjjr-n<i>.HiTM^»riT>iraTr7^r»-iMtiT»nTTH 
[•mi 


• Only sbout Si of all smokers start took Ins after the tge of 14 years 
ole* 

e Th» majority of younger adult soakers wilt stay loyal to thalr first 
brand cwtce,.; 


e More thi 
result o 

. t 

e The agin 

J uerant 
row gi 

hwil oi 


401 of the Virile Segment's current total butlnest Is a 

S choices of soakers at age It. 

unger adult smokers combined with their brand loyalty 
growth of a brand for decades* Even If a brand falls 
ng younger adult smokers* the Increasing consumption 
ins franchise can carry the brand's performance for 




t B 




CAMEL has maintained a growing share trend 1m the Pacific/ 
Mountain Sales Area since the late dO's when the filter style was 
introduced (supported by •I'd balk A Mile*), The primary factor 
contributing to the continued momentum of CAMEL In the PKSA is 
younger adult smokers. 
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(Cent.) 
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CAMEL Ex. Regular tty 1 at hava grown froo 1.11 share of aarkat In 
1970 to 1.61 In 1986 in the Peelfte/Mountaln. Shara growth hat 
been highly accelerated verius CAMEL Ex. Regular total U.S. 
ahara. 


CAMEL Ex* Regular 


1970 1976 1960 


Total U.S.. 
PHSA 


2.04 t.60 
6.17 6.66 



M$aoj^^8-34 yaara old represent oora than 60* of tha Ex. 
U-^«artl«Si<tyla*6 profile In tha FKSA. Currantly. CAMEL Ex. 
AegfUrityle* own 11* of total 16*24 yaar old Mia soakers 
thaPKHCAMEL Ex. Annular la, and haa bnon substantially 
hh, nvafoalrclIoH in tha PMSA. TM$ la dva primarily to strengths 
yr»Q«r adult laoktra - particularly 16-64 yaar old «»; 
_ far pact at our Shara of Smoker tracking goat (I960) and 

OTn thL&yyieat Seles Aral whan CAMEL was pravloualy only average 
lE^mongilPra yaar old Mint, youngar adult smoker targeted promo- 
Alone fftjg CAMSl resulted in draMtlc ahara growth of more than tan 
■wfTTiioka ^^wra point a among thla group. 

M« »atktniarch 1986 and January 1966, CAMEL executed continuous 
promotions agalnat youngar adult Mid-Vest Salts Aral male 
smcIM^Thtsa Included: 


rin th|j 
—among^fl 
Alons f< 
*tw5k*p§j 

m SatWl 


- |Mif 6at Ona Free's, ^ 

. a^ksw pack* afftr of CAMEL 6uy Thrnt 6at Thraa Free with 
^SfSPlnttrts, „ , 

. A "French CAMEL" T-ahlrt affar through a toll fraa number. 

a Redemption of tha T-shirt offar was nearly throa times Richer 
than CAMEL'S avaraga participation In FSI coupons. Tha profile 
of participants Includtd 70* of adult taokart S4 yaara aid and 
undar and extrtMly high redemption of 40* among targat 
competitive smokers. 

a CAMEL'S Midwest ahara among ailtl, JT r ?f 

3.0* In lata 1964, to a past laval of 13.61 In March, 1966 at 
tha completion of thoaa targatad actlvltlas. , T 6la tranj 
subsequently dacllnad Indicating that although 6AMEL was able to 
stimulate a high intorait among targat aookora,. thara wasn t 
auffldant raaaon for than to eonvtrt ovar tha long-term^ This 
would auggast an opportunity to provide a wort ralavant ano 
activating targatad Image via new advertising. 
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C. In the WJN5T0N/CAHEL pick action outlet test airkiti this yesr, 
continuous tirfitid support mi placed In younger adult smoker 
frequented convenience stores/service it it turn. CAMEL achieved 
significant than growth and gains fro* competitive brands* 
especially Marlboro. In fact* CAMEL'S growth was driven by 
younger adult tankers* and was substantially graattr than what 
WINSTON achlovad with tha ssm offort.' . 

• CAM|L*s eunulatlva shart gain fro* August-February, 1987 was 
♦l.rMfijsonvanlanca stores/strives stations with youngar adult 
smoyiPElrgeted CA«L support. Than gains Mrs at tha dlraet 
expense of Marlboro which lost a1*ost two shara points In tha 


a Giv 







Sana targeted promotion support In separata tast areas 
laved an avan greater shara Increase than WINSTON 
rhose gains Mre primarily fra* brown 8 W1111 anion and 


Lion in CAMEL promotion activities skewed highly 
dolt looker (l.o., SOS - 70S year olds) while 

it split nore evenly between lookers under and over IS 


[AKHESSES Of CAMEL*S IN-MAMET PEACEPTIOWS AHp CURRENT 


smoker 


A. CAMEL Wta 
not alvei 
tlsteiad 
fit wHF 


Inage 


strenoths 




rent existing market Inage (l.e.* brand ptrcap 
ling perceptions) Includes aspects that are Mghl: 
h the wants Of younger adult nates* end have a 
it CAMEL has always stood for* including: 


tIons, 
y eon- 
strong 


Independence. 
doesn’t follow crowd 
lives by own sot of rules 
stends up for bellofs 


- not efratd to express 

Individuality 

- enjoys being different 

- won’t settle for ordinary 


Perceptions of CAMEL on those specific dimensions ere very posi¬ 
tive end yet ere not In eny way extreme. In feet, younger edults* 
perceptions of CAMEL as Indapandant/lndlvlduallstlc fall abort of 
the ides) wants, which suggests en opportunity to lovoregt this 
type of positioning emong the terget. 
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m. 


STHEMOTHS AMO WCAKKESSCS Of CAMEL'S 1H*MAHKET PEHCEPTIOHS AMD CURREHT 

mvtmsiHs (Cent.) 


I. 


The major wsaknoisos In CWl'i In-market Image 1* that It Is not 
considered by younger adult smokers to bo contemporary, and thus 
it not relevant. negative perceptions Include: 


- not up-to-dete/contemporery 

• not exelttngto ba with 

• a lot older than me 



CAM£l** 
dtll I 
smoker; 
communj 





currant advertising hat many ft ro not hi relative to the 
■1independent/1ndlvldualI*tle* utor Imago among target 
'ittttlno of tho currant advartltlng Indicated that it 
trtht following mar characteristic* In a positive way: 


ow to have a good 


Irited 

dent 

fldent 

g to ba with 


* Doesn't follow the crowd 

• live* life to the limit 

• hatoureeful 

* Lives by hit own mitt 
- In control of life 


to address CAMEl't weaknesses and the *loner/1 toil¬ 
ets of the original bob leek campaign, an alternative 
re A New Adventure* was developed. This campaign used 
re not as old looking and used more relevant tltua- 
rest the brand's •older* image weaknesses. Addi¬ 
ct models were used to overcome the loner aspects of 
vertlslng. 


research of executions similar to CAlCl's current 
eapslgn, which provides a more social arena for the 
has shown that the CAMEL smoker becomes less of a 
n In the previous advertising, "Share A Hew Advan¬ 
ced perceptions ef the CAMEL user es more exciting to 
more a part of a crowd. However, this campaign 


■a user Image even older than Its In* market Image 
_jr adult tmoxers. TVTI Suggests that although the 
fvertlslng Is in tuns with younger adult smokers 1 

_ be "Individuals” end "accepted by friends*, this more 

•traditional* format Is not sufficiently contemporary to reposl- 
tton CAMEL ea a younger adult smoker brand. 


ttllOlUHCS fOA CAMEL1 ADVtATUl HI DEVELOPMENT TO ACHIEVE JIUtliSIB. 
POSITIONIHC AMOKS YQUH6EH ADULT SHOKEHS 


geflrgg poilllpnlng ft er| ffftstive .pne_._to 
reposition camel emono younoer adult smokers. 


The advertising will position CAMEL ss on authentic brand for 


smokers who ere admired Ond respected by their peers because 
their attitudes end 1 1ftstyliTaTtlUgulsh them as individuals 
who have their own Identity end make their own deelfions. 


in 

ro 


co 

<£> 


© 

N) 
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* <y 

• demon*** 


In erd»r 
adult (H 


1. Dj 



>o. d &fdr ant In a positive way, 

m^tritfng suMtu via the respect and admiration of poors. 

r v: ouieostfully accomplish this ropositioning among younger 
must: 

Disovsc. Marlboro at brand of choice among younger adult 

pHWffeiy differentiate versus Marlboro. 

CjftfifiPIn-amriet ^weTnesses/ moke a younger adult smoker 

EMajjfcsian emotional response rather than purely a rational 
response* An emotional reaction positively motivates the 
eJraymer Into rethinking CAMEL. 

currant CAMEL strengths* 


^tgal 


n fully target the younger adult market, CAMEL must 

dtpla^Marlboro as the younger adult trend* Simply speaking. 
mrib$swFf the younger adult smoker market. It currently has a 
M ^ereHmong 16-24 year eld non-menthol smokers. Any effort 
>ga1iyst»°younger adult smokers will naturally hive to Impact prl- 


mnmaprlly Marlboro. 
a^Tr ofdar fpr Ct 

potlMMlffe 


3r o rder fo r CAMEL to dlsplaca Marlboro, tha advertlalng wst 
positpilPjdlfferentlete CAMEL from Marlboro's 1n-markot position 
as w el l> as; its advortlslng communication. A brand as big and 
estebWPHi as Marlboro among younger adult smokers cannot easily 
be beaten at Its own game* While it would bo nlco If CAMEL could 
outdo Marlboro at what Marlboro stilt, success Is more likely 
through differentiation. Marlboro's key strength relates to peer 
acceptability and belonging. 

In-Harfctt Position ; Marlboro Is ptrcalvtd by youngtr adult 
smokers as a brand whleh provides a Sanaa of belonging to the ©ear 
group. A variety of research studies Including the Segment Des¬ 
cription Study, tho Marlboro Vulnerability Analysis, in-markot 
perception research, es well as 1n-dtpth qualitative all show 
this* Focusing CAMEL against pear acceptability and belonging 
would be trying to outdo Marlboro at Its vary strength. 
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POSITIONING AMONG TOUHBEk APW.T SMOKERS (Cont.) 



Advertising Coawunication: Marlboro's 1n-*arkot porcoptlens ora 
Mt mips or i venoy i isiovortising, but 


irt drIvan mora by poars. 
Kmtreh indleatos that tbs message coMmmitatod to younger Mult 
smokers by tbs "Msrlboro Country* etapaign It nearly Identical to 
tbs "CAMEL World" campaign. tor 
wtilintttit! 


campaign. both campaigns hevo tbs tm boy 


- not up^o-date/contemporary 

- not Mxa&Kble/rospectod by frlenda 

- not «KTting to bs with 

- not on* ofJay frlonds 
* a lot otOsr thsn at* 


3. 


3 CJ 



TO Mk 

<ugi 

advart 




o relevant brond to younger odult noUrt, tbt kty 
s of *too old* autt bo corroctod. Ai shown by tbs 
esaarch for *Shor« A Now Advsnturs", tbit csnnot bs 
solely by Incorporating less "old* looking models in 
nt* tltustlont. Exhaustive In-depth qu*m*t1v« 
ws that younger adult smokers too advsrtlilng at 
t orlsntsd* whsn It Is tootfclno directly to thsm . 


tbit wsaknstt requires toastking aor* spotIf1c than 
"likeable". llkeablllty It not onough to motivate 
"Marlboro Country* end "CAMEL World" pro "likeable* 
but do not spesk directly to tho target* 


t nsesttarlly require that want* of youngsr adult 
cb alienate older ago groups bo used. kotoarch bat 
that while dlfforoncot In wants do exist, oxtroast 
at* older taokers will also allsnat* • portion, or 
or adult taokert at well* 


_its ediPP^ing should elicit an emotional response to positively 

Hbt1va ts ftare st taokers to rethink their brand choice* Research 
indicaif^^let younger adults are entrenched tn their dally pur¬ 
chase patterns such that they do not "think" their brand choice* 
They buy their Marlboro's a pack a day * every day * and B h*v*r 
think about the purchase* For aost taokers, the cigarette deci¬ 
sion process" is non-existent or at best superficial. .This Is 
particularly true among younger adult taokers who are still driven 
by peer pressure and are surrounded by Marlboro taokers. On a 
qualitative note, w* have even seen younger adult taokers dumb¬ 
founded when asked what brand they would smoke If Marlboro was 
taken off the market* They had no answer and had never thought 
about it* 
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GUIDELINES FOR CWl't ADVEAT1SIHO DEVELOPMENT TO ACHIEVE ITS DESIRED 
POSITTOHING AMONG YOUNGER ADULT SMOKERS (Cont.) 

In order to attmulat* them to think About brand eltarnstlvas, the 
advertising and br*nd personality must eVlelt an emotional 
rtspons* from the target consumer. Since CAMEL does not have i 
demonstratably different or unique product (rational) benefit to 
sell, this emotional response Is unlikely to be accoaellshad with 
advertising which looks conventional or traditional* Studies have 
shown that the so-called *hot buttons* for younger adults Include 
some of the following themes: 


IlfW 



Into iMolnetlon: 
j gfnat T o n promt 
nger adults. 


Yankelovlch data suggests that escape 
res a differentiating and leveregeabla way 


nation to deal with life by escaping Into Imagination 
Istts the target from older smokers. 

ppears to be particularly leveragtable because It Is 

to these smokers can mean Imagining a place to escape 
[image of yourself that Is better than reality. 

M^fun is success: Younger adults center their lives on 
T5n"' 11Tivify way possible end at every time possible. 
Ition of success Is •enjoying today" which dlfferen. 
from older smokers* Advertising which Incorporates 
g"* *fun*, "humorous* theme provides a way for these 
"feel good* about the message* and thus generates a 
relevant emotional response. Importantly* the most 
elovlch Monitor suggests this would not alienate the 
roups. 

ng should build on CAMEL'S strengths so that It will 
able by CAMEL: 

is current positioning Is based on positive In-market 
tlons. 

_ s unique package graphics continue to provide a large 

source of Interest and appeal to younger adult smokers* 
e CAMEL'S authentic brand heritage as a cigarette with full 
flavored* quality tobacco taste is consistent with the 
product wants of younger adults* 

The guidelines for e younger adult-oriented advertising strategy pre¬ 
sented here are not expected to alienate CAwL'e current franchise. 

e the brand's older franchise (3$ years and older) is dominated by the 
brand's non-filter style where brand loyalty Is extremely high* 

e Nearly half of the currant Ex. Regular franchise Is under 35 years 
old. 
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IV. cuioeutics rot cmi'% mERTisinoomiOPWEtrL to achieve its ocsirco 
P0S1T10HIH6 AMONG Y0UK8C* ADULT SMOKIES (Cant.) 

• Tht dmUpaMt of *n affective itfvirtUlflf cmpi({>i to potU(«A 
CAMEL at a younger adult brand dots net require 'extreme* proposi¬ 
tions, and a» sueh dots not automatically Imply allonatton of oldtr 
smokers * 

• Importantly, altomatlva campaigns can be tottod among both target 
laoktrt at vail at among CAMEL'S currrent franchlta, If thtra Is a 
toncarn regarding the matsaga communication and Mia attitudes/ 
facllngsy^anaratad by tha advarttslng among both groups. 
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“7 'he early bird usually falls . 
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! ■ 7 / ^ ^/ ( A penny saved is another one you 
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f - y^ . >’our pocket withering lint and eventually 

■ T> A \ nHT malws a hole, so you lose it anyway!' 
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outlaws are wanted!’ 
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SURGEON GENERAL'S WARN .M r Q 

uitting Smoking 

Now Greatly Reduces Serious Risks 

to Your Health. 



COMING 

SOON 



ho ever heard of that?!! That's ridiculous!! 

Mr. Ed Palomino 
Burbank, CA 


amei mono, "I’d vk 


ra Camer? Well,! talked a mile 


Dear SVIOO' 

Remember-tf| 

from irt) house mftodtoa ll I found was an &jpty tot. There was a dog there^but there 
wasp T any CSrirnef\i3iat’s going on? f^Y; - - 


Jui^ane- Yv^WWHK in the wrong direc^io i 
riyh: onto Maple Avenue, and walking 
' tar: Walk up tbthgj.'Ounter and look t< 

•i. could help. 
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DearS MOO 

It s interesting"tTrarcm your 
a cigareae,.because on, 
a Q-M til tipi u?®SWi3i uni verse.'eh? ' 



Juacanet. Reynolds 
Baton RdUge, LA 

going out of your house, making a 
the Baton Rouge Convenience 
-there's a Camel display. Glad 

SMOOTH 


adveTtising that features a camel smoking 
KSrtising that features a Zwork imploduu 




■‘NeptuSeT 
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' - T : '- ' ■jfeptisnk 

Dear SMOOTH^ J **#****■ V*’ ~ ; .yV T ' 

Yesterday, a certflfiFkuavely anired character: CS11 ing hiu^attflbe "Ambassadorial,' 
Smooth," denteCjd^ehder on n# car aM'eJaiwtd diplomatic immunity.'Do vquSd'-LV-- 
know where TEr«f*bnmet htmff- ’ T ; *3- f T£ T Djana 

St. Louis,^(O 


I DOUBLE 
FEATURE 


A MID- W 
WINTER -j 
LIGHTS 
DREAM T 

-- 1,-Si 
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A Camel'Elters AdvenUjsey; 


Diana -Uc i 
making ] 

Dear SMOOTH* 
1 Suspected 
from work,It 
dresser. Well 
Waite tv 
Bo^wasl 


i: rc-iD 


; 




_ _ _ } , «*CVl r 

jTi, vou didn’t signal when.vou wax ' t 

IT/: . A r- ;r - 

^ ' ' SMOOTH . - ; 
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9 mg. ’tac \0.1 
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Manag.tasnt Sumwry 


BO developed an advertising supplement called "Smooth" 
tbich is designed to enhance perceptions of tha brand as wall as 
lass recall among the prospect group versus the general 

first issue of "Saooth* contains 

Philosophy and Konuaentally Smooth 
be’appealing and relevant to tha prospect 
* a day after recall test to determine 
ielancy of the magazine insert as veil 
perceptions of CMCKL. 



Smooth,,Hags tins Bacall Study 

(BIO# 90-13120} 


iency Of the Smooth magazine insert. 
Idas communication, 
on brand perceptions. 


j, smooth Magazine achieved a proven 
I Recall among 1S-24 year old mala 
fractionally higher than among the 25-34 
1 ( 70 . 6 %). 

did not aehieve the recall levels of 
such as tha Mild Pack 3-D Pop-up unit 
Birthday card (82.«%), tha smooth 
la approximately 3.2 times greater than 
‘ page ads. 

.eatad by Saooth magazine indicate 
led specific features (tuxado, statues 
ted the contents of the magazine to the 
(for cool people/smooth characters, 
smooth tests). 

3tto Magazine generated a high level of likes (86.3%) 

>encompassing s vide range of comments among the total sample, 
jaddition, dislikes (24.4% - an average level) centered 
the length of the magazine. 


HH 


Z, 


o 

o 



_ the key 18-24 male smoker group. Smooth Magazine 
achieved significantly graatar impact and antartainnant valua 
as wall as originality and uniqueness versus tbs Evolved 
campaign. 
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AMPLE (18-34 MALI SMOKERS) RECRUSTto *Y PERSONAL. ZN-HONZ 
NTERVXEW TO READ AND GIVE REACTION TO ACTUAL PRINT 
UR LX CATION IN WMC^TEST AOS APPEAR. 

Natural reading situation 

\ Brand pRtFtnlNcEif obtained for test category and five other 

; PRODUCT Q*0&mJL w J 


OS({MsfO TES 


tJoatJ RKSPi 

is i 



ARE RECONTACTED »Y TELEPHONE AND THE 


mgm 


V; 
NO J»j 

t 

• 

wm 

g 

XDE^ 

1 1 

Kr.,. iJ 


ce rOR TEST CATEGORY ONLY 


(CATE80NY CUE) 


AGNOSTIC QUESTIONS/V; 

HHl “l 

MAPHIC/CLA^g|p)^A’ 


ERBATXN TESTIMONY 
TXON/USAGE DATA 
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IKING OF BRANDS OF CXBARETTTS - DO YOU FEEL. THERE XS ONE BRAND 
THAT XS THE VERY BEST, DO YOU FEEL NO SINGLE BRAND XS BEST, BUT 2 
BRANDS ARE BETTER THAN OTHERS, OR DO YOU FEEL ALL BRANDS OF 
ARE ABOUT THE SAME? 



YOU FEEL X~S BEST? 


0 YOU FEEL ARE BETTER THAN OTHERS? 


If the BtourertSF ciPSHPniES that you buy most often was not 


WSSILaB LI^fWHAT QTI 

O »«gf*o? 

' \ - ■* 


rcJ # 

8 

ojCS 




OS OF CIGARETTES WOULD YOU CONSIDER 
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;l?«#fN6L*J|llAKB ZS fcgST jJ BUT 2 OR 3 BRAN OS 
yafal ETTgR THAW OTHj 

1 J 2 AB0U ^f SW 

IDER BUY!NO 



ClSARETIK 

78.1% 

18.3% 

3.6% 

48.6% 


(pre-post measure op persuasion) is 

F CHANGES IN EACH ATTITUDE CATEGORY. 
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IE GENERATED a SIGNIFICANT BRAND PREFERENCE 
ALE SMOKERS. 


CAHEUJSmooth hags, 

^CHANGE AMONG Z|P 
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RfCAlLjmmiQMS 


OU HAY II FAMX LIAR WITH' OTHER AOS FOR CAMEL jCIQARETTEB . BUT 
HXNKXNG ONLY OF THE MAGAZINE THAT WAS LEFT WITH YOU, PLEASE 
ESCRIBE THE AO AS YOU REMEMBER IT. 


T DID THE Al 



T DO YOU RE< 
NSERT? 


What went,-thro 
RE YOUR'THOU 



wsr 

<ATff*fAi?«£m^feIDEA 



EXNO OR READING IN THE CAMEL SMOOTH MAGAZINE 


A HIND WHEN YOU LOOKED AT THIS AO7 WHAT 
0 FEELINGS AS YOU READ IT? 


THE AD WAS TRY!NO TO GET ACROSS TO YOU 



,T, IF .AHTfTHXlog'll0 YOU PARTICULARLY PIBllKE ABOUT THE AOt 

1^1 

T, IF ^ANYT HXkg^ tjlP YOU PARTICULARLY -LXJSX ABOUT THE AD? 
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SUMMARY Qf .XOEA COMHUNXCAHMt 
CAHEL-SMOm HA6AZINE 


tASC « RCCALLIRS) 


lattgg CQ 


aacters (Met 


AXMO OUST/ 
ATOES/AmCEETO 
THE PAST 
XNKZNQ/IlUA 
YXMO CAROS/ 



vmSML 


US PEOPLE PROM 


fchK RtOXNS MOTORCYC: 

“ ^PuLLitia un’ Ati 





OTM 
6000/S 

oyaslS/Fvn c 
OOD TXMRPl 
STAGE -'POPW 
STASLXSMEO CX| 



EBEHCITC'PEA 
TUES 
CHS 

LO10PKY 


EAEMet TO AP 



c/Smoke poa a 
L-KNOWM/OLD/ 


mm (Net? 


(Larbe/Several 


ERENCI TO SCENE/SeTTINQ (Mrrl 
/nioktclus 


10 CAMEl 11m (Net) 

:ool people/Smoke to oc cool/ 
"Cool" cigarette 
Foa smooth chamcteas/people 
Foa everyone/All types or PEOPLE 
For people with a sense op humor/ 

PUNNY PEOPLE 


Total 

USO) 

1 <lo? 


Zbli 

(100) 

% 

% 


% 

65.3 

ZILft 

•» 

62.9 

22.1 

12.5 


27.0 

21.8 

26.3 


19.6 

19.7 

27.2 

to 

15.9 

8.7 

7.9 


9.1 

3.2 

3.6 


3.0 

2.8 

• 


4.2 

2.6 

- 


3.8 

£L2 

20.7 

49.4 

1O 

-P 

£1*1 

25.6 

16.3 

11.5 


18.8 

15.6 

15.8 


15.6 

5.7 

9.2 


4.0 

43.9 

£2*1 

OP-. 

39. t 

31.0 

41.3 

*» 

25.8 

6.7 

12.3 

s» 

3.8 

5.3 

7.9 


4.0 

40.1 

6U 


38.3 

38.9 

35.5 

43.1 

38.2 


Hi 

32.3 

30.0 


33.5 

20.1 
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21.4 

6.4 
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* An AVERAGE 
Over halt or 
P^EAD fOlt^ OHi 




DISLIKES WAS GENERATED SY SMOOTH MAGAZINE. r , 
OMMENTS INDICATE THAT SMOOTH WAS TOO MUCH TO “ 
UNDENTS. 




DXSLII 


T WAS 


i TOO LONG — TOO MUCH TO LOOK AT.’ 
WAS TOO MUCH.** 


t was too Lon g and i mp too many sages to taks us in one 

tOAZXNE. * 



T WAS TOO OUK 


TOO MUCH SOZNQ ON. 1 


DISLIKED THE WHOLT THING RECAUSE IT IS TOO OVERWHELMING AND 
i LONG TO HEAD.* 
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t CAMEL Shodt» 
(CRT MADE ME I 


INK 

iat CAMEL 


XfiXAk 

USD 

% 


Evolved 

18-24 


(100) 

% 


( 201 ) 

s 


if™ a ttjg&g « 

Arc a Hiok iouALJ 



(RETTB 


R#A DRANOxAy FRIEND* WOULD 
&SMO(CKM^ pwl 



SE FOR SOMEONE H 
|ORE OF iMnr«^REEJ| 

|C FOR SOMCONI w» 
foUTAAQEOVH ~ 


S>ULD RE 


4$ 

44 

48 

48 

84 

42 - 

80 

44 

39 

36 ' 

41 

42 

42 

®* 

47 

82 

41 

® - 

48 

47 

28 

28 

28 

37 



■ significantly lower than Evolved. 


Among the key 18-24 male choker frodfect group, Smooth 

MAGAZINE GENERATED BRAND AND USER FERCEFTJONt SIMILAR TO THOSE 

from the Evolved campaign. 
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• Versus the Evolved campaign, Smooth magazine skewed more male 3 • 

AND LESS MALE/PEMALE AMONG THE 18-24 MALE SMOKER GROUP* IS Ui 
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CAMEL SMOOTH MAGAZINE ^ IMPROVED OPIMIOM 


Evolved 


Smooth Magaethk 

18-24 

Total 
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25-34 
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CAMPAIGN 




ffectxve xh generating positive feelings 
OTH THE 18*24 AMO 28-34 SMOKER GROUPS. 

EY PROSPECT GROUP , THE LEVELS OP FAVORABLE 
sv Smooth magazine versus the Evolved 
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Base » Recalls u) 


T DO YOU 
F-lfttgOTB .HAttA 



NEXT ZESUE 
HCWILL f BATUMI, 


LL FEATURE SI 
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N'T KNOW/NO 
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VINO A <0000 
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f?"HORE CARTOON CHARACTERS 
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58.2 
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( 25 ) 

( 56 ) 

24.1 
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.8 

3.2 

1.2 
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Slightly over half of the resfondents volunteereo a variety of 

XOSAS AS TO WHAT WOULD SE FEATURED IN THE NEXT ISSUE OF 

Smooth. 
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Bask « Recall.) 


»T WOULD YOU 
XT ISSUE or 



IKE TO SEC EM THE 
f«f MAOAXZMEt 


ULO LIKE TO ffrfSXETHlKt 
ULD LIKE TO mj^TKXHO 
N'T KNOW/NO A 







SEE SOHETHXNO) 



>escrt/Hoi 
axx/Trop 

PLASHINO'OtRLS f 

A SOWLXMW- 
A ROCtpjCONC 

ene/Settxhq 
M SCENE 
men/Pretty 
OUTS 

LXOAY SEASON 
s Veoas scene 
Romantic scene 
ke week in Daytona 


R (Her) 


Camel/His 


ter OIMS 


KXNXS 




ON 

Free Pack 


Total 

18*24 

28*34 

(100) 

( ISO ) 

(50) 

% 

% 

8 

55.7 

• - 

55.7 

55.6 

18.S 

15.0 

20.0 

25.0 

29.3 

24.4 

(84) 

(28) 

(56) 

- 2SL1 

2XA 

19.8 

5.8 

2.5 

7.6 

2.4 

4.4 

1.4 

2.4 

1.8 

2.6 

1.2 

3.6 

■ m 

.6 

1.8 

m 

.6 

1.8 

• 

.5 

1.8 

m 


• 

1.4 

.5 

1.8 

m 

1L>Z 

3.1 

Hi 

14.1 

2.8 

2.9 

.5.0 

1.8 

2.6 

m 

3.8 

1.4 

1.8 

1.2 

.8 

• 

1.4 

.5 

1.8 

• 

.6 

1.8 


JLA 

JLi 

JJ 

2.6 

2.5 

2.6 

1.1 

.8 

1.2 


When asked directly what they would like to see in the next 
issue op Smooth, approximately 55% had specxpxc ideas. 
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to 
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■. ftHI NKIWQ ABOUT TH^pWIEt SMOOTH 
^roWAZXKI INSERT, IwHXCH STATEMENTS 
k^^CBIBE WHAT VOU PIft?_ 

jjLjJjitT QLANCES AT piM$f 

ibiiAD SOM E OT THK ^^g 

.Read zt tmdrqushily 

owed xfroiA r«xEiuu 



%dfeALt»ES*y D SEi 

^J|tQT« Rouble 

rQ pg> 0 *tt> < ^ wt 1 

^^®4pproxxmately 

H %i* LANCED AT* & 



T BEFORE XN 


NOS SOWN 


Total 18-24 £5-34 

uso > ( to ) u 5 oT 

% % % 


51.0 

50.2 

51.4 

26.4 

25.0 

25.8 

14.7 

22.0 - 

11.1 

7.0 

4.0 

8.8 

1.7 

At 

2.5 

1.8 

2.6 

1.4 

.1 

1.8 

■ m 

.3 

.8 

- 

.0 

m 

1.4 


PPROXXKATELY HALPUSr THE RESPONDENTS CLAIMED TO HAVE "OUST 
LANCED AT" S«OOfW^XTH ABOUT 1/4 KAVXNO READ SOME OP THE 
QAXXNE. SXONXFXCANTLY IMRE 18-24 YEAR OLD SMOKERS ACAD 
DOTH THOROUBHLY VERSUS THE 25-34 YEAR OLD SMOKER OROUP. 


http://legacyJibrary/ucsf.eduaffiycl 5 q 0 il^fifi/|!!MWvw.industrydocuments.ucsf.edu/docs/qnhl0001 


CONFIDENTIAL 


A 



CAMEL SMOOTH HAfiAZIME 
SUMMARY/CONCLUSIOHS 

Overall, CAMEL Smooth magazine generated recall levels 
APPROXIMATELY 2.2 TIMES GREATER THAN THE NORM. OF THE 
FEATURES INCLUDED XN SMOOTH, "MIDNIGHT AT IKE OASIS* WAS THE 
HOST MEMO RAX 



Playback of 
RESPONDENTS 
SAR SCENE) A! 
AND PRODUCT 
CIGARETTE/O 


• Among the i 

HOT APPEAR 
ERSUS THE i 
SIGNIfttOAHTL' 
CNTCRp^MEKT 

vnuuilMs t 






unigated sv Smooth indicate that 
SPECXPXC FEATURES (TUXEDO, STATUES AND 
AS RELATED THE CONTENTS TO THE CAMEL USSR 
L PEOPLE/SMOOTH CHARACTERS, SMOOTH 
TN TASTE). 

MALE SMOKER GROUP, EXPOSURE TO SMOOTH OXO 
YE PRODUCT, ORANO OR USER PERCEPTXOMS 

campaign. However, Smooth did achieve 

R IMPACT (STOP AND LOOK AT) AND 
LUE AS WELL AS ORIGINALITY AND UNIQUENESS 
CAMPAIGN. 


O'" 

<3 


S5 

Q 


5 Z 
O 
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t. C. Leary 
c. S. Hunter 
S. C. Hawkins 
M. Kelly 

L. X. Burgas*, SZC 
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a*. far CAHgicamoflta juulaiJaEJttiiax 
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lunlcatlon'i 
Issued to’you*on 
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(the second page of the Suanary of Idea 
in the CAMEL Smooth Msgaslne DM report 
y 21 with the attached page. The rows 
tly. The replaoeaent pegs should dear up 
the first one. 
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SUMMARY .OF JPEA.CPHMUHICATIOH 
CAMEL SMOOTH MAGAZINE 



Total 

IB-24 

(So? 

3S-34 

oSo) 

(ISO) 

% 

% 

% 

5&4 


SO 

28.6 

33.S 

36.3 

16.0 

18.8 

14.0 

11.7 

14.1 

10.S 

11.6 

17.3 - 

8.7 

5.6 

10.2 - 

3.3 

5.5 

10.7 «• 

2.8 

14. S 

15a* 

11x2 

7.8 

10.5 

6.6 


TEB A HANOI OH FAVORABLE COMMENT* ANON* 
OPThE RESPOND ENTS. UNFAVORABLE COMMENTS 
THE UtNOTH OP SMOOTH. 
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Their Reputations. B 


nomythariMMe 



1991EPA Mileage estimates 

BUCK 

QTY/HKjHWAYMPG 

IMPORT 

Skylark. 

.23/33 vs.22/28. 

...HONDA ACCORD 

Century. 

...19/30 vs. 18/24. 

... .Toyota Camry 

Regal... 

.19/30 v, 18/24 . 

.Lexus ES 250 

lesabre. 

.......19/28 v,19/26. 

...Nissan Maxima 

Park Avenue.... 18/27 ...18/23. 

.Lexus LS 400 

Rivera.. 

.18/27 v, 18/22. 

.BMW 325i 

REATO.18/27 ..18/23 . 

Gompufaont bued on axnpmMe whldt 

....Toyota Supra 



9/30 


ow does a six* 
plu nger sedan like : 

^^tufy get better 
towage than a Camry? Simple. 

Q ury’s available 3300 V6 engine 
gffionai overdrive transmission is 
very efficient 


Century 


jfVf - 


Regal: Making 
the imports very 
nervous. 19/^ 

With Us refined Lffl- 52L_ 

style, sophistication and fuel efficiency. 
Regal Sedan makes the competition 
very uncomfortable. And Regal owner, 
very happy. 
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Park Avenue 



•AD. Phaser.and-Aaaoetalea 1990 Initial Quelty Survey.* 4 fiesad 
r> owt>*r-rtport*cl problem during the *m *0 «y» of ownership 


LeSabr|!forthe 
most tnSble-free 
AmprifflTrar fuel 

efficie^wseasy.* 

AsyouSSee 

<r ° m its £ fui ti -19/28 

mated mile^^Jhe l—£2-Sa¬ 

moa troubl ^lregAm erican car has no 
trouble matdifngml fuel efficiency erf 
imports like Maxima. 


rk Avenue: 
le luxury of 
iciency. n 


EPACal. tnpf 


Visit your Buick dealer today and see 
our full range of fuel-efficient 1991 
models. 


S ‘hanks to tech- 1 ^ I 

jy like the tuned-port injected 
V6, Park Avenue gets an EPA 
estimated 27 mpg highway. Lexus LS 
400? Just 23 highway. Now, wouldn't 
you really rather drive the Buick? 




The New Symbol For Quality 
In America. 


Ut‘» gent together, .-buckle up , 
t>1*90CM Corjj All right* f*wrv«T ikyU/k. Century. AegaL | 
UStbre, Park Averts-Hiriera and Realla are registered trademark) of CM Coep i 
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SONY 


Video S 

Handycam 
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itseasy to use the worlds smi 


allest camcorder. 
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1 The legend on this map is the new 
Sony Handycam*' CCD-TR4, the world’s 
. . smallest camcorder. Since it weighs just 

■ 1.6 pounds? you have the latitude to take 
Jt everywhere. Fromthefour comers 

Grandma’s living room. 

You’ll also discover theTR4is as 
- easy to use as it is to take. It has auto 


focus, auto exposure and auto white bal¬ 
ance. Plus up to 2 full hours of recording 
time, a brilliant picture and hi-fi sound. 
And like every Handycam camcorder, it 
plays back directly on any TV 1 
; rSo take the new £ony Handycam ; 
CCO-TR4. After all, making camcorders 
that know no boundaries is what put 
us on the map. 




r 5J- : 




Source:https://www.industrydocuments.ucsf.edu/docs/qnh10001 
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Bef ore you si art your career , 
g ive it a lit Tie fi re power. 



Responsibility 

Motivation. 

Teamwork. 


In a national survey, more than 850 employers said these are the 
qualities they desire most in employees. 

But where can you develop these qualities? 

One of the best places is the Army. 

Whether you’re driving a tank or leading a fire, team, you’ll learn 


what it takes to do the job—any job-- and do it well. . ^ 

So when you start looking for a job, you’ll 
already have what employers really want. ^ 

The things that can give your career 


some firepower. 

The tilings that can give you an edge 
on life. 

If you’re looking for an edge., call 
1-800-1JSA-ARMY 


ARMY. 

BE ALL YOU CAN BE; 


Source: https;//www.industrydocuments.ucsf.edu/docs/qnhl0001 
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Why carbonated? For the 
same reason legendary spas were 
built around carbonated springs. 

For the stress-release. 

For the minor pain relief 
that happens when this unique 
tablet transforms hot water into a 
carbonated spa treatment. 

When the tiny bubbles stop, 
your spa bath is blue, fragrant, 
carbonated, and ready to soothe 
the inside, smooth the outside. 

Isn’t your body ready? 


* . ' ; ■» B 




The SpaTablet: 
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PANS 


Hamlet 

Kevin Kline as the 
method-mad 
Prince, entangling 
himself with the 
women of Elsinore, 
Dana Ivey, top, and 
Diane Venora, in a 
dapper, modem 
production of 
Shakespeare's most 
famous tragedy 




The Last Best Year 

Moore and Peters, deep bonding 


Everjjpody wants to get into the act. The 
night that Olivier's definitive version 
let airs on cable’s Bravo channel (11 
-,—,.) and scam months before Mel Gib- 
spn jtssays the great Dane on movie 
*8Sw|s, Great Performances presents Kevin 
Kline as Gertrude’s hung-up son. 

This adaptation of the New York Shake¬ 
speare Festival production features a gen¬ 
erally fine cast, including Dana Ivey as 
Mom, Brian Murray as Claudius, thane 
Venora as Ophelia and Peter Francis James 
tough better in dialogue than 
in the famous soliloquies, Kline primes the 
play most passionately with his Prince. 
Viewers who are familiar only with his film 
work will be pleasantly surprised at what a 
good classical actor Kline is. 

The contemporary costuming (Rosen- 
crantz and Guildenstem in Botany 500 
suits?) and stark, stagey sets, are off-put¬ 
ting but, oh, that glorious Bardic languase. 
By the way, recent studies indicate conclu¬ 
sively that ’tis far nobler to take arms 
against a sea of troubles than it is to suffer 
the slings and arrows of outrageous for¬ 
tune. Grade: B — 


Grab a box of tissues and watch this slow 
but very moving tale about a woman {Ber¬ 
nadette Peters) with liver cancer and the 
psychologist (Mary Tyler Moore) who 
helps her come to grips with her life even as 
death closes in. 

It’s a singular TV movie both for the 
emotionai’complexity of its characters and 
for its poignant performances. Peters is ut¬ 
terly convincing as a sweet, timorous wom¬ 
an who has sealed herself off from her feel¬ 
ings. Moore, in her meatiest role since 
Ordinary People, is strong as a shrink whose 
professional facade is threatened by memo¬ 
ries of her own father’s death from cancer. 

Sensitively directed by John Emtan and 
scored by John Morris, the film would gar¬ 
ner a higher mark had it not taken refuge in 
the warm fuzzies during its second naif. 
Grade: A- 


183 HOURS TIL DAWN , * v 

CfiSlSun:, Ndv.“4/9 RM ET) v 


in a gripping thriller based on a true story, a 
sicko (Peter Strauss) kidnaps a wealthy de- 
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PICKS & PANS 


TUBE 






r 


his intelligence and fastidiousness. 

One of the differences between feature 
films and TV movies is that tube flicks, even 
the good ones, are unable to sustain an un¬ 
interrupted mood over the course of their 
90-plus minutes. This one has fewer dead 
spots than most. Grade: B+ 






WM 


The rise and fall of the ice skating star be¬ 
comes a vapid, psychologically simplistic 
coming-of-age tragedy. 

A series of actors, culminating in Rachael 
Crawford and Charlie Stratton, play Babi- 
lonia and her skating partner, Randy Gard¬ 
ner, from the time they meet as kids until 
they are adults. All of them seem to have 


TAPING TIP 





r-' 




ews 


ftftft 






now travels faster. 






Neweptf Faster. [Easier. Accurate. 

K - * * * .rf 
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See an exciting demonstration of the Commodore® Amiga* 500 at any of the stores listed below. 

Apex H.H. Gregg NVcDufT Swaliens For additional (tores 

Boseovi Leiser Superstores Software Etc Video Concepts 

Famous Barr Mac v's California Sun TV WaJdenSoftware 


call 800-662-6442 


Cepvrifhi C 1990 Commodate Electronics Ltd. .VI rights reserved Commodore is » registered trademark of Commodore Electronics 
Led Amiga i» • regi«irred trademark of Commodore-Am if a, Inc. Nintendo i* * rtgtnered tr*d*m*rk of Nintendo of America Inc 
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i Fashion watchword: The Movado® Museum® 
1 Watch. Sleek, slim, sexy and basic black. 

With impeccable design credentials. (The watch 
dial design is in the permanent collection of the 
Museum of Modem Art.) 

And exacting Swiss craftsmanship. 

Executed in an 18 karat gold micron-finish with an 
electronic quartz movement. Water-resistant Avail¬ 
able as well in 14 karat gold. 

The Movado Museum Watch.The contemporary 
classic A timeless timepiece for men and women. 


MOVADO 

• The Museum.Watch. 

LORD & TAYLOR 
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Quigley Down 
Under 

Pistol-packin'Lau¬ 
ra San Giacomo, 
doing her best to 
protect her aborigi¬ 
ne foundling 


There are some noteworthy things about 
this movie. It is a standard, old-fashioned 
Western transplanted to Australia, with 
Seiieck as an i 860s American sharpshooter 
who gets a mail-order job working for an 
Aussie rancher. Selleck and San Giacomo,- 
who has accepted a job—bunkhouse floo¬ 
zie, it seems—with the same rancher, are 
especially appealing. And the cast includes 
an Australian actress who has to be consid¬ 
ered one of the biggest names in films to- 
dav—20 letters—Dorothy Wamggarrknga. 

Wamggarrknga is part of a socially con¬ 
scious subplot in which Selleck defends ab¬ 
origines who are getting in the way of the 
rancher, the splendid villain of Die Hard. 
Alan Rickman. Once Selleck finds out that 
Rickman wants him to sharpshoot aborigi¬ 
nes. not dingoes, he rebels, setting upa con¬ 
flict that is destined to end in a shoot-out. 

When that shoot-out comes, it is extraor¬ 
dinarily unbelievable, even by, say. High 
Noon standards (watch for Rickman to be 
seized by a fit of unlikely generosity). But 
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PICKS & PANS 

-SCREEN- 
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getting there is all the fun anyway. 

.. San Giacomo never seems sure whether 
she’s sending up her pan or playing it, and 
her Texas accent comes and goes capri¬ 
ciously. Having shown the ability to be hot 
in sex, lies and videotape, though, she trans¬ 
poses to warm in this film, and she and old 
softy Selleck all but melt together. San Gia - 
cotno also has a touching scene with an ab¬ 
origine infant she takes care of after it sur¬ 
vives an attack by Rickman’s henchmen. 

The child is very blond, as aborigines of¬ 
ten are. Hus may puzzle Americans, but no 
one in the film mentions it, maybe because 
director Simon Wincer is Australian. 

Wincer, who directed the TV miniseries 
Lonesome Dove,, and writer John (Heart- 
beeps) Hill do all the cliches, from the moon 
over the prairie to the villain having the hero 




iation ominously lining up on ridges. 

While there’s lots of violence, most of it is 
long distance, since Selleck likes to plink his 
victims from 1,000 or so yards away to 
flaunt his Sharps rifle expertise. And the 
movie is pleasantly awash in its own mean¬ 
inglessness. When San Giacomo asks Sei- 
leck what the strange animals are, he an¬ 
swers, “Kangaroos, ah reckon.” It’s clear 
we aren’t in Kansasor Texas or even Monu¬ 
ment Valley anymore, but we are still hav¬ 
ing an innocently enjoyable time. <PG-13) 
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John Wayne had that little eyebrow 
move. Glint Eastwood has his squir 
Seagal is limited as an action hero be. 
his face seems continuously stuck in 
same expression, that of a person who 
just bitten into a rotten peach and br' 1 
tooth bn the pit. 

This is a perfectly appropriate exp 
for, say, kicking someone in the crotc 
Masting them with an automatic 
Unfortunately, Seagal occasionally 
stuck with having to try to do some aci 

In this film he plays a bumed-out fe 
Drug Enforcement Administration i 
who retires to a quiet Chicago suburb 
reverts to ferocious type when his nu 
gunned down by a vengeful Jamaican 
gang. Seagal has a scene where he I 
down at his critically wounded niece 
one assumes, is supposed to register 
Instead, the camera stays on his face 
what seems like two minutes without ca 
ing a hint of movement. There are f< 
carved on mountains in South Dakota 
are better at displaying emotion. 

As for the action sequences, they 
foolishly staged by director Dwigh t H. (H 
loween 4 ) Little. Seagal gets into a dozen 
so fights, and in most of them so many Q 
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ilton, he‘s starting to feel mediocre and is 
headed for a mid-life crisis when he meets 
Michael Caine, who has otherworldly pow¬ 
ers he uses to change a crucial moment in 
Belushi’s life. 

That changes everything else too, and 
Belushi finds himself married to the boss's 
daughter, Rene (Major League) Russo. He 
also finds himself maligned by his employ¬ 
ees as a tyrant. Even his old best friend, 
played by Saturday Night Live's Jon Lovitz, 
avoids him. (Lovitz’s character is a milque¬ 
toast, played in such a subdued fashion that 
the comedian is almost unrecognizable.) 
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Museum pieces 


? Is the women’s movement dead? Oris it stalled in its tracks— 
and in need of a little consciousness raising? 

Now a TIME special issue explores the difficult choices facing 
today’s women. From child care to the “Mommy track,” from 
glass ceilings to opening doors, TIME charts the toughest issues women 
nt in the 90’si^. 


oo busy to read it 


I why you should. 



wm 


TIME Special Issue 


>er 29 through November 
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TIME WARNER 
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PICKS & PAN; 

-SCREEN 




It’s unsettling that Belushi. while 
members being married to Hamilton 
still loves her, is sleeping with Russo 
as with his secretary. Such a pench 
infidelity would help build a cnara 
serious movie, but this is a comedy 
pends a lot more on Belushi’s atua 
sympathy than it does on his credibili 
.. First-time director James On and I 
writer Jim Cmickshank (he and Orr 
Three Men and a Baby) don’t give Be 
much support, stranding him in a nv 
ing, grass-is-always-greener script 
rarely relieved by anything like wit. it’s 
posed to be a big joke, for example, 
Belushi, finding himself with a butler 


i 



Belushi, finding himself with a butler 
new life, baffles the man by asking him 
“brewski.” Lovitz has a line—"Techi 
we should be cutting back on pod 
levels, not keeping them up”—that so 
like a buildup to a joke but is all toos 
and solemnly delivered. 

Belushi salvages something from a I 
day party where his employees give him j 
gifts as a block of cheese: when someone 
him what it is, he misunderstands and 
“Thank you, Mr. Stilton.” Credit fans 
note that the cast includes SPORTS I 
trated swimsuit model Kathy Ire 
Corbin Bcmscn’s brother, Collin, in. 

Those are the kinds of mild pleasures 
film offers. It’s an inadvertent exampl 
the moral it preaches: Sometimes when 
aspire to a wonderful life, you shouli 
satisfied with a life of Riley. (PG-13) 


NEW ON VIDEO 


T» 
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fa ns tonic introduce* Sound 
Charger technology, ft helps 
eliminate static, interference 
and buzzing. 

When you 
give someone 
a buzz, our new 
cordless phone wont buzz back, 
introducing the new Panasonic 
KX-T3910 cordless phone with 
Sound Charger. 

Panasonic Sound Charger tech¬ 
nology is a sophisticated noise re¬ 
duction system. it's a double filter 
system with two specially designed 
microprocessors. They filter out 
background noise and amplify the 
caller’s voice. So conversations 
come through loud and clear 
The Panasonic KX-T3910 has 10- 
channel selectable switching, which 
means you can always speak 





on the clearest channel. Its re¬ 
chargeable battery lasts up to 
seven days in standby mode. 
And thanks to its dual 
dialing pads, one in the 
handset and one in the 
base, it's like having 
two phones in one 
There are tots of 
cordless phones; but 
if you don’t want to get 


stung, get a Panasonic 
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re-im-burae (ri-Tm-bflnD -buraed, -burs-ing, -burs-e* vt 1. to 
repay 2. to give monetary compensation for losses or expenses 
rein (rin) n. 1. often pt. a narrow leather strap attached on both ends 
to the bit of a horae's bridle chat is used by a rider for control 2, a 
method of restraining or keeping in check -vt X. to guide or hold 
back 2. to provide with reins, -vf. 1. to slow down or stop a horse 
with reins 2. to restrain or control the action of 
rein-deer (tln'-dbr) ft. a large deer, (Rsngifer tarandus) related to the 
caribou, and originally from certain arctic regions including 
Greenland, having branched antlers 
re-in-force (rC-in-fors") vt I. to make more forceful or effective, as 
an argument 2. to acrengthen with additional troops or military 
equipment 3. to strengthen 4. to incretie the number of 5. to 
reward a iobject after a desired response has been elicited -vtto 
tbcain reinforcements —re-in-force-able aef. 
inforced concrete ft. poured concrete that contains steel bars or 
metal netting for the purpose of increasing its tensile strength 
re-in-foree-ment (fi-en-for"-imam) n. 1.. the set of reinforcing or of 
:bcing reinforced 2- that which reinforces 3. pi, additional troops or 
iiitsry equipment 
reins (rlnz) n. pL the kidneys 





-in-state (rf-cn-stiO 
use 2. to restore to a 
it «. 

•in-aure (ri-in-shO 
contracting to transfer 
ovide additional inau 
in-ter-pret (rC-in-i 
lew explanation of 
•e-in-vent (ri-in-vini") 
iginsl that has alread 
en-tion ft. 

re-in-veat (ri-in-vist") 
vest-mem n. 
is-sue (rl-ish'-U) vr.-tol 
ubsequent issue, at 
Tl-er-ate UfcJ tjsar-it) 
ion n. —dpffnP-a-tive 
ject (ri-j|f^g^j| 1- to q 
'deny 3. to 'rebuffis sho< 
defectiw-fw^fol-ing' 

(r! '-jikt) n. tomei 
r s ‘ f T sfsss n|-joice (ri-jois") vf to be 
%gg|ap£-joic-ing (ri-jois'-ng>/). ! 

-often pi. an event or reason 
O^M -ioin fri-join) -joined, 
s 33!&2. to reunite with, as w 
•ined together again 
i-join-dcr (ri-join'-dar) 

I n laimifTs claim 
^^^*-ju-ve-nate (ri-jO'-v»-n| 
look young again 2. 

” again 3. to develop 
juvenesccnce »jm see 
ju-ve-nes-cence (ri-jO 
or temperamenc rejuvi 




it-ed, -stat-ing vf. t. to bring back into 
idition or position —re-in-atate- 

insure again 2. to insure by 
of a risk to another insurer -vf. to 
■m-sur-er ft, 

interpret again in order to give a 
ta-tkm n. 

itke something believed to be 
need 2. to totally redo —re-in- 


capital or earnings again —re-in- 
in -vt to issue sgain-n. a second 


j-ing vt. to say again —-re-it-er-a- 
' -er-a-tive-ly adv. 
to make use of 2. to refuse to grant; 
4. to throw out as unworthy or 
-jec-tive adj. 
ias been rejected 
;o gladden 

of expressing or feeling joy 2. 

-joins vt I. to join together again 
bers of a group -vf. to become 

iwer 2. a defendant’s answer to a 







see 



-nat-ing vt. 1. to make one feel 
omething appear new or fresh 
topography -w. to undergo 
ju-ve-na-rion n 
s) ft. renewal of a youthful look 
•ju-vc-ne-scent adj 
-lapse (ri'-ilps) -lapsed, -lapa-ing, -lapa-es n. 1. the act of 
coming worse 2. a recurrence of symptoms after an apparent 
recovery from a particular illness -vf. to revert to a former state: 
grass 

lapsing fever n. any of various acute infectious diseases caused by 
.a spirochete (genus Borrelia) transmitted by tick or lice bites with 
peated episodes of fever and chills lasting approximately one 

_ 'k 

re-late (ri-llt') -lat-ed, -lat-ing vf. X. a recounting or telling 2. to 
show a connection or association exists -vf. 1. to have some type of 
connection: refer 2. to interact with 3. to have a favorable response 
to—-re-let-able adj. 

re-lat-cd (ri-H'-iid) ad/. 1. associated with 2. connected by kinship or 
marriage 3, having a close..connection either harmonically or 
melodicallv — re-lat-ed-ly adv. —re-lat-ed-neas ft. 

re-la-tion (ri-ll'-ahan) n. 1. a recounting or telling 2. that which it 
told: account 3. a logical ot natural association between two or more 
things 4. a connection of individuals by blood or marriage: kinship 
5. an individual connected with others by blood or marriage: 
relative 6. pi. the connections or transactions between groups 1. 
that which connects two or more things or parts as belonging or 


working together 8. an attitude held by two or more people _ 
etch other 9. the mode in which an individual or obje] 
connected with another '] 

re-la-tion-ai (ri-B'-aha-nal) adj. 1. arising from or relating to kill 

2. showing that relations exist 3. indication of a syntactic r 
—re-ht-tioo-aMy adv. 

rt-la-tion-ihip (re-ll'-ahan-ahip) ft- X. the state of being rclatd 
connection by blood or marriage: kinship 3. a situation exij 
among people who are related ot are dealing with one another,! 

. ' ili a romantic attachment | 

rel-a-bve (rCr-a-dv) n. X. something that has a connection wit 
dependence on another thing 2. on* related by common tneetd 
a word that refers to or qualifies as a grammatical antecedent -a 
relevant; germane 2. compared or related to something eli 
major and minor keys and scales that have the same key signs 
4. described ta the ratio of a specified quantity to the t 
. magnitude of the quantities involved j 

relative humidity ft. the ratio of the actual amount of water vapd 
the eir et e specific temperature to the greatest amount of w 
vapor possible at that temperature 1 

rei-a-dve-ly (rtf-a-tiv-le) adv. to a relative degree; somewhat J 
relative major in music, the major key whose tonic is the t 
degree of • ptrticultr minor key j 

relative minor in music, the minor key whose tonic is the i 
degree of » particular major key 

rel-a-tiv-iam (rei'-at-iv-iz-am) ft. t. any theory of ethic 
knowledge which maintains that the basis of judgement is relai 
differing according to events or individuals 2. a view that etl 
truths are dependent upon the individuals and groups holi 
them 3. relativity 
rel-a-tiv-ist (rer-a-ti-vlst) n. 1, one who embraces relativism 
physicist who specializes in the theories of relativity 
rel-a-tiv-ia-tic (rfl-a-tiwlst'-lc) adj i. pertaining to relativisi 
moving at a velocity that it a significant fraction of the sped 
light 

rel-a-tiv-i-ty <ri!->-tiV-e-i*) -ties n. 1. the condition or quality] 
being relative 2. a sate of dependence in which the significam 
existence of one entity is completely dependent on that of ai 

3. the theory of relativity 
re-la-tor (ri-B'-tar) ft. one who recounts or narrates 

re-lax (ri-Uks") W. 1. to loosen 2. to make leas strict or severe 
lessen the strength of 4. to release from extreme effort or coi 
•vf, 1. to become loose or less firm 2. to become less severe 
become less nervous in the presence of others 4. to seek a re: 
from effort, concern or work 5. to attain an equilibrium foil 
the removal of an external influence —re-lax-er n, —re-lax-*' 
«*• 

re-lax-ant (ri-Bk’-sanO adj. producing relaxation -ft. something 
relaxes 

re-lax-adon <ri-Bk-sl'-sh»n) n. X. the act of relaxing or state of 
relaxed 2- activity of a recreational nature: diversion 3. a lease 
of strictness or severity 4. * lengthening of inactive muscli 
muscle fiber 5. the return of a system to its original state after' 
perturbed 

relaxation time ft. the amount of time it takes for an exporvc 
variable to decrease to l/e (0.368) of its initial value 
re-1 axed (ri-)lkat') adj. 1. not harsh or strict 2. tt rest 3. behtvi 
an informal or easygoing way —re-lax-ed-ly adv. — re-taxed-: 
n. 

re-lay (rf'-tt) ft. 1. a fresh supply of animals meant to relieve oi 
cited by a hunt or journey 2. a group of workers who relieve ant 
crew 3. the act of passing something along in stages from 
person, group or station to another 4. an electromagnetic de 1 
that is activated by a change in conditions of an electric circuit 
that turns other electrical devices on or off -vf 1. to convey] 
relays 2. to provide with fresh relays 3. to control, send, or opei 
by a relay 

relay race ft. a race between two or more reams during which 
team member runs only a set part of the race 
re-lease In-lit") -leased, -lees-ing vt 1. to set free from a restrii 
situation 2. to unfasten or let go of 3. to give up for another 4, 
give permission to publish, show, sell or perform 5. to relieve ft 
debt or other obligation tyn tee free -ft. X. relief from pain' 
suffering 2. the giving up of a right or claim 3. the act of freein 
statement or other matter specially prepared for the press 
re-tenac (ri'-lis) -leased, -laaa-ing. *leaa-ea vt to lease again 
release print ft. a film released for public viewing 



®)o>w‘ut™nitak!w».c«.u« i lap, apple / i say, tape / a tar / Xr hair / b hubbub/ch chair, scrunch / d dance /1 set. shelf /1 sweet / e ear / f C 
phone I g dog, guess / h happen /I it / i side, bye / j joke / k bake, cast /1 bell / m meet, most i n know, when / ng ring / Shot /b stone. dor. coacj 
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rclcascr • reminiscence 


rc-leaa-er (ri-IS ’sat) it. that which release* 

rel-e-f*te (rei'-a-gat) -gal-cd. -gat-ing, -Sates vt. 1. to send away to 
a specified place; baniah 2. to assign to an infetior position 3. to 
give authority to another 

re-lent (ri-lenO vi. 1. to act in a less severe or strict manner 2. let up. 
slacken . 

re*lent-less (ri-ltm'-ns) adj. persistent,' harsh —re-lent-less-ly adv 
— re-lcnt-iets-neas n. 

rel-e-vance (rCf-a-vens) n. 1. pertinence 2. value in the context of 
application to social standards 3. the ability of an information 
retrieval system to allow the user to select and retrieve material 
thit satisfies the users needs 

rel-e-vent (rBl'-a-v»nO erf/.' germane to the matter at hand; 
rel*e-v«nt-ly adv 

i-ty (ri^I a-blT-a-t?) n. 1. the state or attribute of being 
“ to which the same results are obtained during 
icnts Or 


penr 
re-li-a- 
reliabli 
success) 
ocher pi 
re-H-e-b 
thatwhi 
be trus 
or relied., 
direct! 1 
depem 
2. The 

re-li-em 
reliant 
someone 
rel-ic (rij 
deterioi 
with a 
remain 



ans) n. I. the act of tel‘ 
or thing relied on 
ligpit-ly adv 

a person or thing tl 
n object venerated bei 
psake 3. plr corpse; rei 
jence of an earlier cultui 
rel-ict (rtf-lkt) ft. I. widow- 2. a aurvivin] 
extinct organism or species 3. a geologii 
other parts^fiky%eroded away -adj. relatinj 
re-lie-tion (pifrevs ) n. 1. the gradual n 
in permanently dryland 2. land^posed 
re-lief <ri-I^W^. remov^wfissenin 
upieni^^s^^V’hich iesstay ffri n or a: 
money or necessities mi ntary ajd to ai 
5. the ending or avoided p^w|otany 




duty 7.i 
prominl 
re-lief (ri- 51 
inequalitie: 
relief map ‘ 
lines, shadi 
relief pitcl 
game 
relief prim 
re-lieve (ri-l 
to aileviati 




kes the place of anotl 
ing from contrast 
dj. 1. providing reii 
the surface 3. used in 
p that shows land coi 
'colors 

baseball pitcher who 



the state of being 
nee or trust in 

ived decay or 
or association 
>elief or custom 
:e 

of an otherwise 
remaining after 

water resulting 

king painful or 
3. aid in the form of 
ed post or force 
6. release from 
S. sharpness or 

ng significant 

a using contour 

another during a 


aid or help to 2. 
anunplcasant situation 
:he monotony of 
vi. li to offer relief 2. 
n. 



tterpress 

ved, -Kev-ing. -beves 
trouble 3. to release fi 
4. to eause’flvTranoval of S. to eliminate 
6. to usP^Pii&o accentuate 7. to take 
to sundoi^Lbyeief —re-liev-eble adj. 
re-lieved <ri-wP$tn adj. experiencing relief! 
re-li-gion jtSSvfeyan) n. 1. the belief in a supernatural entity 
responsibl^i^fejting the universe 2. devotion or commitment to 
religious fapKit observance 3. an individual or collective set of 
religious b eliefs a nd practices 4. a cause or ideals followed faithfully 
rc-li-gious ^PSPIs) tdj. 1. relating in some way to religion 2. pious 
-n. pi. a pe aawa ho belongs to • community or order of nuns or 
monks ™“y t ■ ■ 

re-line (rS-lpg^^MB> add new lines to 2. to install a new lining 
re'lin-quislTlri-lin^kWlsh) -quithed, -quith-ing, -quich-es vt. 1. to 
put aside: abandon 2. renounce 3. to scop holding on to; let go of 
physically 4. to give up control of —re-lin-quish-ment n. 
rel-i-quary (ril'-o-kwcr-ei -quar-ies n. a box, shrine or other 
container for keeping or showing relics 
rel-ish (rSi'-Tsh) n. I. a great enthusiasm for something: a liking 2. 
something that offers pleasure or enjoyment 3. the distinctive 
flavor of a food 4. a trace or him of an important attribute 5. a 
condiment with a spicy or savory flavor -vt. -isbed, ish-ing 1. to 
like, enjoy 2. to like something's flavor 3. to give a distinctive flavor 
to -vi to have an agreeable taste —rei-ish-able adj. 
re-live {re-ilv'j vi. to experience again an event or feeling from the 
past using the imagination 



re-lo-c*« (rS-lf-klt) -cat-ed. -cat-ing, -cetea vf. to move to a new 
place -vi. w become escablrihed at a new location —re-io-ca-rion n. 
re-lo-cat-ee (rt-ifl-klt'-i) ft, one who has been relocated 
re-iu-cent (ri-lOs'-ant) adj. reflecting light; bright 
re-luct (ri-IBkO vt. 1. to struggle against 2. to show reluctance or 
opposition' 

ra-luc-tance (ri-ifik'-tans) n. the atate of being reluctant or unwilling 
—re-luc-tan-cy n. 

re-luc-tant (ri-ltik'-tant) adj. 1. opposed to; unwilling 2. marked by 
unwillingness 3. offering retiitsnce —re-luc-tant-ly adv. 
re-luc-tiv-l-ty (ri-IOk-ilv'-a-tt) ft. the reciprocal of magnetic 
permeability ■ 

re-linne .(rt-lfim') -lumtd. -lum-ing vt l. to make bright again 2. 
rekindle 

re-ly (ri-IO -Bed, -ly-ing, -lies vt 1. to depend on. 2. to trust; hive 
confidence In 

rem (rim) (rfoentgen) Equivalent in) m(in)| n. the amount of 
ionizing radiation required to cause the tame biological effect 
approximately equal to one roentgen of high-penetration X-rays 
REM (rem) R(APID) E(YE> M(OVEMENT) ft. The rapid, jerky 
eye movement that occurs during the dreaming stages of the sleep 
cycle 

re-main fri-tnln') vi. I, to stay or be left over after others have gone 
2. to go on without change 3. to remain in order to be dealt with 4. 
to last or persist 

re-main-der <re-mln'*d»r) n. I. that which is left over after other 
parts have been taken away. 2. what is left when one number is 1 
divided by another that is not one of its factors 3- what is left when 
a smaller number is subtracted from a larger one 4. a book 
remaining with a publisher after sales have fallen off that is sold at 
a reduced price -vt. to sell as a remainder 
re-make (rf-mikl v. to make again 

re-make (rt'-mik) n. something made again, such as a motion 
picture 

re-mnnd (ri-mlnd') vf. 1. to send or require to go back 2. Law. to 
send back into custody, or to send a case back to a lower court —ft- 

1. the state or act of being remanded 2. a remanded individual 
re-ma-nenea (rtm’-o-nonts) n. in physics, the magnetic flux that 

remains in a material after the magnetizing force has been removed 
re-ma-nent (rem'-e-nent) adj. remaining 

re-mark (ri-mirk') n. 1. the act of noticing and commenting 2. a 
verbalized comment or opinion -vf 1. to notice 2. to verbalize a 
comment or opinion -vi. to make a comment or express an opinion 
re-mark-able (fi-m*r'-ke-b»l) adj. 1. worthy of notice 2. 
extraordinary—re-mark-able-nes* n.—-re-mark-ably adv. , 

re-marque (ri-mirk') n. I. a mark made in the margin of an 
engraving plate to indicate its stage of development and that 
appears only on proofs 2. a print, proof or plate with this mark 
re-maa-ter (ri-mis'-ter) vf. to create a new master of 
re-match (rr-mich) n. a second match between the same opponents 
re-me-di-a-ble (rl-mid'-C-a-bal) adj. able to be remedied 
rt-me-di-al (ri-med'-e-ai) aefj. I. providing a remedy 2. intended to 
help students improve their academic standing —re-me-di-al-ly 
adv. 

re-sne-dt-a-tion (ri-med-g-i'-shan) ft. the act of remedying 
rem-e-dy (rtm'-sd-e) -die* ft 1. something therapeutic for the relief 
of pain or cure for disease 2. something that corrects 3. a legal 
means to enforce a right or to prevent or correct a wrong -vf. -died, - 
dy-ing I. to improve or cure. 2. to put right 
re-mem-ber (ri-mim'-bar) -bered, -ber-ing vt. 1. to think of 
something tgain 2. to recollect 3. to keep carefully in memory so as 
not to forget 4. to keep an individual in mind for recognition $. to 
send regards from another -vi to have or use memory 
re-memmrancc (ri-mtm'-brans) n. 1. a remembering 2. the state of 
being remembered 3. an occasion during which the memory of an 
individual or event is honored 4. the period of time over which one 
recalls or remembers 5. an item that reminds one of a person, thing 
or event 

rem-i-ges (rSm'-a-jet) n. pi., sing, rem-ex (rem-eks) the quill 
feathets located on a bird's wing 

re-mind (ri-mtnd') -mind-ed, -mind-ing, -mind* vf. to cause to 
remember 

rem-i-niice (rim-a-nfs") -niaced, -nisc-ing, -nisc-es vi. to recall or 
talk about great experience 

rcm-i-nitc-cnce (rtm-»-n!s'-ani) ft. 1. rite act of recollecting the past 

2. something that is remembered 3. pi. s retelling of ptst 
experiences 4. something that reminds one of something similar 


6 clatv, taught /oi soy. poise /Ob book / <36 snooze, through to u pout / p pep/r run, arrow / s (ess, soon /sh shell, session ft tell / th thick, lath / 
u under, some / ur worm, surge / u issue / v very / w wonder 1\ buoyant / z xylophone, zest t zh treasure / a around, pageant, wallop / er wander 
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Stand Up, Stand Out. 

Protecting freedom takes hard work. Dedication. And sometimes sacrifice. 

But the rewards are great. 

Knowing that you're doing something important for your country. 
Feeling a sense of responsibility ond accomplishment. 

Doing something you believe in. Stand Up, Stand Out. 

For more information on how you can serve your country, contact your local 

military recruiter today. 



























This fail, NewgS^Cjjy 
Pcpa will begin amatiotfln t 
promote their thf^ibum 
w K *cb was rel aadidJaM spn 
f the yearsBes!; innov 
, . <vith contagious dance 


Pepa (Chervljpgpa^nd Sandy Denton) 
enlisted such t alented singers' as Jacci 
McGhee and Jov^wanin to help them de¬ 
liver the metodicffiyajjg. between the spoken 
rap. Never prcacIWnaise. they pour out a 
feisty fusion of ft^k aj|d positive attitude as 
i they deliver lyricfftfe^vpress pride in being 
I black and fcmat sasss^ 
i They rap wit hfeTrelh m;; candor, and put 
: down the ptudisfrafrof censorship groups, 
on “Let's TalMte^SSex ’: "Don't be coy’ 
avoid or make v foid.A e topic/ Cause that 
ain't gonna stop ST- Those who think it's 
dirty have a choicje^m up the needle, press 
pause or turn off " 

On his first flbum. Master Ace (real 
name. Duval CJ^ii^eps his music simple 
in order to show oatis v irtuosity as a street 
! rhymer. Thoug fnfr|va, sies his talent in 
songs that merep^^^ rapping prowess. 
Ace flourishes in other numbers that speak 
in the voices of troubled ghetto residents. 

“The Other Side of Town ” for instance, 
begins with the familiar spiel of a panhan¬ 
dler. then describes the life of poverty that 
leads people to become beggars. Ace' who 
( uses vulgar language sparingly and appro- 
1 priateb, depicts the frustration of a hungry 
' at school who screams, "F— geome- 
.vfy stomach is empty!" Jn other songs 
Ace insists that positive' action, noi self- 
pity. is needed to ameliorate the problems 
he describes. “I see pie no of sunshine in the 
sky." he raps in the title tune. "Mavbe next 


§$C'€tiy rappers Sah-N- 
atiotaf tour to bela tedly 
^dbum, B(a0t$Mlagic, 
Um spring, pwa ^bum. 
si! lnnovate spyinn isine 
is dance nrnirPsIlt-N- 



Find Each Other At Sea. 

When life’s a little too hurried, there’s one sure place to rediscover the 
one you love, a Carnival# cruise. From a stolen kiss to a moonlit stroll, 
the mood’s romantic-and the surprisingly low price of a “Fun Ship# 
cruise will warm your heart So this year, leave the fast lane back on land, 
„■<*&. - Carnival, when you’re ready to find each other.. .again. 


. riritAf|T* ^*'' , *- >ir ' 
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time, instead of complaining, you'll go out 
and get a piece of the pie,” 

Shinehead combines sharp lyrics, infec¬ 
tious energy and bright melodies and 
rhythms. After growing up on the island of 
Jamaica and in the Bronx, Shinehead (real 
pme: Edmund Carl Aiken Jr.) parlayed his 
background into a musical mix of rap and 
i%jjj§pwhile both genres sometimes in- 
sltide tedious repetition, Shinehead sprin- 
kjpJuffinusic with entertaining surprises. 
pFmmltes Humphrey Bogart, stretches 
the jin^e from^the Mario Brothere video 

of the Sanfmy ^>m,chestnut 


These second albums should confirm peo¬ 
ple's suspicions that Bogguss and Chap¬ 
man are two of country music's most enjoy¬ 
able Jill-come-latelies. 

Both offerings (each co-produced with 
the singers by Jimmy Bowen) are charac- 


De-yodelized, but 
otherwise keeping 
things perking 
along in most en¬ 
joyable fashion 


terized by intelligent song selection. 

Bogguss sounds more subdued th 
didonher 1989debut (sorry,yodeling 
but there's not a lay-tee-o-tee to be I 
here). She docs, however, do some ni 
menting on “My Side of the Story.” 
she wrote with husband Doug Cridci, 
indulges her bluesy streak on the Even 
vens-Hillary Kan ter tune “Blue Days 

Chapman, at limes sounding like 
gone down-home, maintains a high i 


J 


S g$g]<ypo a funks’ background 
crpjjl pan of the Sammy Ga 
Mamase.” LikeU 
and Mas ter Ace, Shinehead P 
IPiiily raging message iqp 
kids. "&b entertainers we we® 
to teach/ Not to abuji 
he sings in the title soi 
. he and a lot of oth# 
t task while creating!! 
sic. (Salt-N-Pepa: Next Piiwc 
A«^siJgeprise/Cold Chillin 


mTdelivers 
|l|Tirjo the 




.If you’re concerned about 
t, cholesterol and sodium, 
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ty level, yet has fun with such tracks as the 
Rick Cames-Pam Tillis song “What Would 
Elvis Do." Wondering how Elvis might face 
ilemmas in her life, she considers whether 
.ie would buy a pink Cadillac, decides in the 
affirmative and adds, “He’d say. I’ll take 
that pink one/ and one for Mama too.” 
“Dance with the One That Brought You” is 
a restated piece of folk wisdom from Sam 
Hogin and Gretchen Peters, and the Ste- 
vens-Kanter duo is represented ori Chap¬ 


man’s album, too, by “Evervthing.” 

Chalk up two votes against the sopho¬ 
more jinx. (Bogguss: Capitol; Chapman: 
Curb/Capitol) —AJV. 




When you’re working over the same ground 
again and again with heavy equipment, it’s 




ngi 

Hi! funky for her, 

"Everything" 

video 


tough not to get caught in a rut. But Queen s- 
ryche. a thinking man’s metal band from Se¬ 
attle, dares to be different. They’ve come up 
with a strikingly heterogeneous album. 

Unlike its popular predecessor Operation: 
Mindcrime , Empire is not thematically tied, 
Among the songs are an angry environmen¬ 
tal screed, a paean to sadomasochistic pas¬ 
sion and the sagas of a determined man 
confined to a wheelchair by a childhood ac¬ 
cident and of a bag lady. 

The music ranges around more than the 
lyrics. The rather gentle “Silent Lucidity," a 
teenager’s lullaby, even gets full orchestra¬ 
tion with violins and French horns. The 
stentorian “Best I Can" sounds like Rush 
with considerably more guitar heft, courtesy 
of Chris DeGatmo and Michael Wilton. 
“Jet City Woman" rumbles along with a 
Zeppelinesque slide-guitar slouch. 

Admittedly the quintet's ambition vaults 
them at times into some insufferably stuffy 
territory, notably “Hand on Heart." But 
even so. the scope of this record is laudable. 

The title track probably comes closest to a 
sustained head-banging mood. More typi¬ 
cal is "The Thin Line,” in which an ominous 
theme gives way to a tender variation, both 
of which gel obliterated in the power dust- 
off of the chorus. It’s those unexpected met¬ 
al spikes that make Empire so potent. You 
know the hammer is going to come down. 
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4enu‘ LightStyle entrees. 
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Healthy... and delicious. 


http ://legacy.library.ucsf.efi^Dbfelyt|Q^afly^*cMr.industrydocuments.ucsf.edu/docs/qnhl000i 






















NOW AVAILABLE! 

THE HOTTEST NEW GOLF GIFT FOR 1991! 


beautifully bound in fine grained leather or durable 
hard cover, this is the Ideal desktop gift for the golf 
enthusiast...to be used everyday of the year. 

• Weekly Appointment Calendar 

• Coif Tip of the Week 

• All-Time Professional Records 

• Glossary of Golf Terms 

• Telephone Directory 

ORDER TODAY! for only $21.95 in durable I 

hardbound cover, or for added value only $26 95 
in high quality leather and gold glided pages. Add 
S3.S0 shipping each. 100% Money Back Guarantee. 


i rove couMmr u>00 
Luma wm owns 
lor »o* MOW 

HApVtfgWft? 

KtiOrpOTK* (WO* 


ORDER TODAY! 

1-800-477-GOLF 

VtonfCud Mu. Amb tredr or as accepted 

OOLf GIFTS INC. 

919 Spwsje DriW. lantefd. U 60I4S 


MUSIC ON VIDEO 


TOTAL RECALL ' 

. Using concert rootage, TV clips and 
stills, this video traces the career of 
the avant-garde London rock group ' 
Rosy Music and its elegant lead 
singer, Bryan Ferry. 

Starting in 1972, Ferry mutates 
from glam rocker to Vulcan vampire 
to lounge lizard to ironic soul man to 
Bill Medley-clone to Casanova. The 
97-minute tape seems slapped to¬ 
gether.-You can see, though, that for 
a band that emphasized style, Roxy 
Music didn’t skimp on substance. 
Such songs as ‘-‘Both Ends Burn¬ 
ing,” “Dance Away” and “The Main 
Thing” still sound fresh. 

A bonus is taking a few gandt 
younjrJerry'HaH. Pre-Jagger! me : 
leggy Texan was Ferry’s mate. (Vjr-‘ 
gin. $19.98 )—David Hiitbrand 
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Full rich flavor, not full price. 

Available in Kings & Kings Lights. 


SURGEON GENERAL'S WARNING.- Smoking 
By Pregnant Women May Result in Fetal 
Injury, Premature Birth, And low Birth Weight. 


o pniltp Mww me. two 


Kings Lights; 11 mg 'tary 0 7 mg mcoline-Kings; 14 mg 
"t»r."1.0 mg nicotine ev. per cigarette by FTC method 


Drary. ucsf.e®aiftrd6dihitt)5SaO0/prdf.industrydocuments.ucsf.edu/docs/qnhl0001 
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miiMati Rollings. Another buddy of Hyatt's. David Ball, addsa 
harmony vocal. (Ball's big-time debut album was unaccount¬ 
ably shelved last year by RCA.) 

Niche-finding may welt be a problem for Hyatt—it's hard to 
imagine many radio stations playing this kind of thing, for in¬ 
stance. But every body would profit from making room for him 
on one shelforother. (MCA) —RJ'J. 




Prefab Sprout 

A eil Conn. Paddy McAloon Wendy Smith and Martin McAloon 


Whose Underwear 
Is Under There? 
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ever the general validity of the pictures 
ords cliche, in this case the photo- 
is have the test beaten a million to one. 
un 

Life b ooks, ex-£i?«ire editor Moffitt and 
iilror-photographer Naythons have creat¬ 
ed a volume that is basically a day in the life 
flife and death. Its 205 photographs from 
r the worldshow thereick or injured— 



V r . ^ i t d 

\‘t; 






:€■ 


mf ■ v - 

:yV.V -< ■* I > iv 

' • - ■.< ; il- . . e 



as well as people who try t 
§m® photographs are n< 
Thc§pire, most cniciallv. 1 
Tt» is hardlv any blooc 
ooks coffee-table p 
>y showing, say, a ck 
Nbnetheless, there are 
tographers at work hen 
"dish's sunny portrait of; 
.sitting in a basket 
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The rimit m nm 

Clockwise from top left: a Philadelphia leukemia 
being comforted to’ her son: medical snidents at the 
versitv of Californ ia at San Diego removing skin fro 
cadaver; a ,Vew Mexico bum victim with her father 
schoolmates: a teenage mother in San Francisco h 
her /tew bobs; a patient in Konstantin. Poland, uni 
traction to treat a back condition: a doctor giving an 
test at a mosque-clinic in Cairo 


Editor-author George Leonard, in an essay 
on the heart, concludes. "To heal the heart. 


we must change the way we live 
At a few points the book shows more 
faith in orthodox techniques. A list of the 
century's 13 greatest developments in 
medicine includes none—zero—that are at 
all outside modem, science-based medi 

Judith Thur 


mumbo jumbo, citing Underground 
road heroine Harriet tubman s reput 
as a healer: "In the tradition of ‘Dr. 
man. 1 who helped awaken the soul of 
tire nation, today’s women healers 
help revive the soul of modem medici 







compromised bv dieressions. Author Bar 
bara Ehrenreich. for example, ends an es 
ui nn women in medicine with some sexist 


lei us get back to looking at the pic 
(Prentice Hall Press, $40)— Ralph N< 


■ A TRAIL OF HEARTS BLO r 
WHEREVER WE GO 


by Robert Ounstead 


Earlv in Oimstead's distinctively intro 
nve novel Eddie Rvan's wife. Man . s 
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their New Hampshire home fretting about 
how many freebie corpses they're prepar¬ 
ing. Eddie shrugs off the loss. “You can't be 
a good businessman," he explains, “and a 
good mortician." Ryan is a very good mor 
iciaa. with a bizane sense of humor. 


t how debilitating was this illness? 
when one of the town's more form! 


citizens. Isabel Huguenot, dies. Told 
that she “debilitated about 15 pounds,” he 
nts the prospect of laying out a 500- 
man. Nor is Eddie shaken when a 
his living room sijs up—Colleen 
prematurely sent o 
I think there’s been 


loesn t 



M 


awed body of his pa 
ost unlikely man wh 
ody stays, becomin 
crisis and redem 


alone and together, the two 
cing tentatively aroun 
ildren. Cody’s m 
add a mvs terio 



K\‘t H»» 


m 



m 















/ if*}. 


:.v: 


■ 






-%V-; L,'-- ’ 


X 


h'-r. 









V 


<r 








-yv • 


X 




If'tvc 


w 


X 


/ 




X- 




\S' 





. A ‘,.. ■ 


f’lciLsc ‘Jrv.£Ui lightly uti puMir andpiivaic Unci 


http://legacy.libT 




0spdw.industrydocuments.ucsf.edu/docs/qnhl0001 


m ( " i t < fe r L j Li 



52189 0794 






























r are spin-ofCs from mawwoi* 


Movies Mo«g|J|Kgies 
Three semijafm&mFfynematic cartoon 
comments by, clockwise from left, S. Gross, 
Charles Sauers and Gahan Wilson 




to ihe ordinary iife that shields Eddie's bru¬ 
tal rrternories—of Vietnam and an alcoholic 
father In between the psychic explosions, 
Olmstead —whose earlier books. River Dogs 
and Soft Water, earned him a Guggenheim 
Felldwship—allows routine family dramas, 
quarrels and triumphs to unfold.' 

As poetic as its title, A Trail of Heart's 
Blood becomes a leisurely sojourn among 
one town's eccentric denizens. Not for all 
tastes, it will delight those who, like Olm¬ 
stead, view the world with a blithe sense of 
futility. Or, as Eddie Ryan puts it: “How the 
hell am I supposed to know the tight words 
all the time? Sometimes I think I'm just 
wandering through like the next guy” 
(Random House, $ 19.95 )—Susan Toepfer 
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Gross draws on material from such cartoonists as Roz Chast. 
Charles Addams, Gahan Wilson and Mick Stevens and squeezes 
in a few of his own creations. Much of the book has the tone of 
Eldon Dedini's drawing of a bunch of gold-chained, sunglasses- 
wearing guys sitting around, with one saying, “Hollywood has 
never dared to deal with such an,explosive subject! Except once in 
1947, in’56, and again in'72.” 

If only there were an Oscar for best example of not taking mov¬ 
ies too seriously. (Harper Perennial, paper, $8.95)— RN. 


Make no mistake: This is a truly terrible, terminally trashy book. 
That does not necessarily mean you shouldn't read it (it beats 
Robert Fulghum any day). It docs not mean you won’t enjoy it (it 
beats anything by Danielle Steel, anything by Krantt anv'day). 
While Steel and Krantz seem to believe, quite mistakenly, that 
theirs is quality fiction, Collins seems to know her books for the 
vulgarities they are, knows the writing isn’t good enough to be 
called clumsy, knows the characters aren’t substantial enough to 
be called cardboard. But Collins also conveys the sense that she is 
having a wonderfully good time at it. 

Thus it seems churlish not to suspend disbelief, taste and liter¬ 
ary standards for these 600 quick-turning pages. The story cen¬ 
ters on Lucky Saritahgelo (readers of the Collins oeuvre will re¬ 
member her from Chances and Lucky), the hard-driving daughter 
of a retired Mafia don. She is married, for the third time, to 
“good-looking in an edgy oflhand way” actor Lennie Golden. 

Lennie can’t get enough of Lucky's hot little bod, “dangerous 
black eyes” and tossed-salad curls. For her part. Lucky can’t get 
enough of Lennie’s “ocean green eyes "and “tall, lanky body," So 
what s the problem? Here’s the problem: Lennie wants Lucky to 
have a baby. Lucky wants to have a movie studio. 

She longs to purchase Panther Studios, purv eyors of such cel¬ 
luloid schlock as Motherfaker and Macho Man, and turn it into a 
high-class outfit—less profanity, less exploitation (Collins 
seems to miss the irony here. Ladv'Boss is strewn with enough foul 
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language and offensive scenes to slap 
with an NC-85 rating.) 

It's a complicated transaction. Under i 
terms set by Panther’s eccentric owni 
Lucky must spend six weeks at the stud? 
disguised as a secretary to leant the ins aiJ 
outs of the business. There are subplq 
concerning a feisty Madonna-like actre 
who’s involved with a Donald Trump-t 
entrepreneur who has aiealous. venge 
guess-who-like wife. The about-to- 
ousted president of Panther Studios 
low-life a movie executive as one « 
hope to find, has a cop for a mistress an 
socially ambitious harridan for a wife. 

Collins’s style, if that’s the word, runs 
single-sentence paragraphs: “Luck)’ San] 
angelo was a true survivor.” “Nothing a 
nobody stopped her.” Five minutes af 
finishing Lady Boss, you won’t rememi 
the plot particulars; 10 minutes later, yo 
be hard put to remember the names of 
characters. It’s just as well. (Simon 
Schuster, $21.95)—Joanne Kaufman 
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For a novel of relative brevity and plain 
guage, this work by the author of Annie J 






Lucy was named, by her much mi 
mother, for the devil, Lucifer, because 
was “a botheration from the moment (s 
was conceived." She is a young West Indi 
woman employed as an au pair try a m£ 
western American couple. Older, richer ar 
white, her employers, Lewis and Mari 
seem at first to have a perfect life; only 
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Jamaica Kincaid 

An astute heroine, an affecting novel 
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something I hai 


thinks, "So then 
me unless itren 
cause Peggy ai 


along," she mus 


! rally started to t 
j meht in which w 
But it does ihj 
is merely abogfa 
is atsc a sioryftj 
from and event: 
family, a tale q 
subtle cxaminat 
i and race. Like a, 
| ingly simple noi 
S plex world. ' 
SIS.95)—Sana/ 


S&i: u was hacp 

gD-they ne a&ftffl ide” ^ 
Rjfbd backwardness andr 

i). Lucyis#kPS^)serve|| 
gggntradictions and per{~ 
■'e y ihing I did now waf| 
Per done before." Lucy 
\wks no longer thrilling to . 
i&fme of the past.” “Befl 
1 vere now not getting^ 
gP>ut a friend, “we natu™ 
:a bout finding an apart 
rofld live together.” r 
Wm a disservice to say ife 
defr ays people behave. Ir 
u % 6ung woman's flight* 
lUKceptance of her owrr 
S&gual awakening and a 
the meaning of class 
mas painting, this seem- 
em bodies a whole com- 
amr Straus Giroux, 


■ RULES OF THE ROAD 
by Lucian K.T*usaik IV; 


Warning: This is the kind of book in which 
the hero talks to his car: “Come on baby, 
talk to me. take me through your paces, 
Jf t me through those curves, rock me baby 
. urr for me BABY, tell me just one more 
i „.„e what it is truly like." Like a Tom Cruise 
; macho-epic. Rules of the Road operates on 
• the idea that believable characters and plots 
are less important than exploring the most 
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important relationship a man can have. 

To be fair, there is more here than simple 
auto-erotica. In his third novel. Truscott. 
author of Dress Gray and Arm v Blue, has re¬ 
turned to what is. for him. familiar ground: 
the aimed forces. Career Army Major Sam 
Butterfield, a former amateur race-car driv¬ 
er, has been visiting his widowed mother at 
her southern Illinois farm. On his way 
home to the base he witnesses an attack on 
two men in a parking lot and steps in to save 
them. In true no-good-deed-goes-unpun- 
ished fashion. Butterfield suddenly finds 
himself dragged (literally) into a slear- 
mess of prostitutes, con men. corrupt poli¬ 
ticians and pirated videotapes. But when it 
seems obvious that he can and should extri¬ 
cate himself, Butterfield doesn’t desert: 
He’s an Army man. after all. He under¬ 
stands the meaning of loyalty and commit¬ 
ment. (Come to think of it. this is starting to 
sound even more like a Tom Cruise movie.) 

If all this seems farfetched—well, these 
are only the broad outlines. In fact, very lit¬ 
tle of the story makes sense. (How is it that 
Butterfield manages to stumble on evidence 
about the exact same politician who'd been 
his late father s archenemy? Why would 
good, honorable, loyal Sam involve his el¬ 
derly mother in his troubles?) 

At the same time, most of the characters 
are made of cardboard: Johnny Gee. the 
pettv con man who becomes the Major s 
unlikely partner in fighting crime, wears 
shiny suits. ch3in-smokes and savs things 
like “Just pony up the five (dollars)." 



This might be forgivable if Trusr 
sented it with grace. Instead, he wt. 
tenuously: ‘You could tell she was wea 
makeup, but you couldn’t tell what she] 
concealing" or “He was cut off from far 
iar roadways both physical and moj 
Like its hero, this novel is too self-seriog 
be true. (Carroll & Graf. $18.95)—SJ 


■ AUFE ON THE ROAD : 
by Charles Kuralt v. - 

Wonderfully readable, this memoir I 
author of I985's On the Road with C 
Kuralt once again presents the man' 
diences have come to know— shB 
folksy, inspired by a love of travel and f 
centric heroes met along the way. j 
Kuralt joined CBS in 1957 as a j 
news writer, but soon, at 23. switch 
TV. The network’s youngest cor 
dent, he covered the 1960 presidents 
aign. interviewed Khrushchev ant 
iuevara, braved Lumumba’s Conri 
1967, in a battered mobile home, he] 
the explorations of American back , 
and villages that made his reputatiog 
On the Raid reports, still a feature j 
CBS Evening News, have brought hin 
Emmvs and three Peabody award' 
Kuralt’s prose has the same ei 
as his chat, but this book suffers froi. 
windy references. (“I liked ... La Pal 
livia.’for the opposite of sophisticate 
appealing Andean simplicity ’) A cfl 
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And there is tl 
Russian dentist.’ 
broadcasting a 
more than 40 ye 
POWs in Germ] 
lives to feed sta( 
an adjoining coi . 

Thought Life on the Road reveals little of 
Kuralt's*"private life, he does discuss his 
youthful marriage, which produced two 
children. But. he says. “I was drunk with 
travel ... indifferent* to thoughts of home 
and family— [We] agreed to separate. 
We did that bv phone, too." 

'*c married again, not long after, ‘i sup- 
we haven’t spent more than a week at a 
u,.,e together from that day to this." We 
have alfbeen enriched by Charles Kuralt’s 
life on the road. But it seems to hate cost 
him dear. (Putnam, S! 9.95) —Jeff Brown 
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* To make the world 
laugh or cry or sit on the 
edge of their chairs .. 

Carl Laemmle, 

Founder of Universal Studios, 1915 
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SPONSORED BY CHRYSLER CORPORATION. 

LOOK FOR THIS SPECIAL ADVERTISING SECTION 
- -WIN NEXT WEEK'S ISSUE OF PEOPLE. 
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those clothes! Costume de¬ 
signer Tom Bronson spends 
about $2,000 on two “soft 
and flowy" outfits for Valen 
each episode. She wears fash¬ 
ions by Donna Karan, Gior¬ 
gio Armani, Ellen Tracy and 
others, plus Bronson origi¬ 
nals. (And all on a teacher’s 
salary!) □ 



'BURNS Mg HOI 

Sideburns are the latest, uh, 
earmark of celebrity chic 
sprouting on Nicolas Cage, 
Sean Penn and John Cusack 
Says Marc Piplno, of Man¬ 
hattan’s Piptno-Buccheri sa¬ 
lon: “They look best with 
short cuts and should end just 
above the earlobe.” □ ■ 
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The Grift**: Cusack has 'bums; Anjolica Huston bums. 
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yourself in an exquisite dinner end we’ll take care of the check. Up to 
$150. So do all your holiday shopping with the Cerd that could send 
you on the holiday of your dreams. The American Express Card. 
Don’t Leave Home Without It.® 
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BY MITCHELL FINK 



RISKY IUSBKSS 

If you think the fight scenes in 
Sylvester Stallone’s Rocky V, 
due Nov. 16, have been faked, 
just ask two Hollywood 
stuntmen who appeared in 
the film to show you their 
scars. 

Both Todd Champion, 29, 
who now walks around with a 
titanium plate in his head, 
and Steve Santosusso, 26, 
who had his jaw broken in two 
places, claimed in court docu¬ 
ments that their injuries were 
sustained during separate 
fight sequences in the movie 
and were inflicted “with mal¬ 
ice” by one of Stallone’s 
co-stars, professional fighter 
Tommy Morrison. 


Professional pugilist Tommy 
Morrison takes Sly direction. 


PHASE D0N7ASK 

Publicists in New York City 
promoting the new Anjelica 
Huston movie, The Grifters. 
had only one ground rule for 
reporters covering the event: 
Please, no ques¬ 
tions for Huston 
on the subject of 
Jack Nicholson. 

The attempt to 
protect Huston. 39, 
was understand¬ 
able. Her long ro¬ 
mance with Nich¬ 
olson, 53, seemed 
to end with the 
birth of Lorraine, 
the child he had in - 
April with actress 
Rebecca Brous¬ 
sard, 27. 

Despite the 
warnings, one re- Robert ( 

porter asked any- .- 

way. Huston, who 
is currently seeing sculptor 
Robert Graham, responded 
that she was “grateful” for 


The $20 million suit, filed in 
April, charges Stallone, Mor¬ 
rison, director John Avildsen 
and producers Robert Char- 
toff, and Irwin Winkler with 
assault and batteiy and negli¬ 
gence. According to James 
Hanrahan, attorney for the 
plaintiffs, the fight sequences 
involving his clients “were di¬ 
rected by Stallone,” 

“It is our contention,” says 
Hanrahan, “that Stallone 
changed what had been previ¬ 
ously choreographed so that 
Morrison could realty knock 
out Champion and Santo¬ 
susso for added realism.” 

Stallone says he is “under 
direction” from MGM attor¬ 
neys handling the case not to 
comment. 

Those attorneys also re¬ 
fused comment “while the 
matter is in litigation.” 


her years with Nicholson, 
i “but now that’s in the past,” 
adding, “There may be a mis¬ 
apprehension that Jackin any 
way thwarted or discouraged 
my career. This is not true.” 





Robert Graham squires Anjelica Huston. 
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f you have no accessTo the secret 
world of adolescence, you might 
imagine that AIDS, unwanted 
pregnancy and sexually transmitted 
diseases are propelling American 
teenagers toward a new era of sexu 
lion. Think again. For the genera 
tion now on the verge of adulthood, the 
trends are alarming. Eight years ago, ac 
cording to the National Survey of Family 
Growth, only 19 percent of girls under the 
age of 15 were sexually experienced; today 


that number is nearly SO percent higher, 
and some seven of 10 teenagers have had 
sex by age 18. Five vears ago the teenage 
birth rate was declining; now 9 percent of 
American girls become mothers before 
turning 18. and another 9 percent have 
abortions. The Centers for Disease Con 


trol report that one in four sexually active 


teens will contract a venereal disease be 


fore finishing high school. 

In some respects, of course, not much 
has changed; For many teenagers, that 
first kiss, the first crash, those first grop 
ings toward mature sexuality are still in 
toxicating. And for some, sex is less a 
treacherous reality than a thwarted ambi 
tion. But for everyone who will come of 
age in the ’90s, the confusing process of 
growing up is more perilous than ever. In 
the conviction that one person's story is 
worth a thousand statistical studies, 


People last month sent our reporters to 
spend 24 hours with teenagers all over 
America. From dawn to dawn on Sept. 14, 
we talked to dozens of young men and 
women—teenage mothers and restless 
virgins, kids eager for experience and 
those who have found more than they bar¬ 


gained for—about the daily realities 
their sex lives. Here are their storics- 


of hope, bravado, wisdom and foolisl 
ness, and the thrill of self-discovery. 

Friday, 6 A.M. Houston. Daybreak 
an hour away, but 15-year-old Chris 
Pollard has been up for an hour. Eve 
weekday it is the same; At 5:15 she ti 
through the darkened house to the ba^ 
room, past the silent bedrooms of he 
ents and her 13-year-old brother, Ke 


At 6, she awakens her 10-month-oM 
Jonathan. At 6:40 the bus comes to 
them to Wunsche High School, whe 
Jonathan stays at an on-campus 
center and Christy, a ninth grac 
her firstclassofthe day. 

This morning they have a visitor: 
The baby's father, Johnny Rivera. 18 





























has spent the nig 
Johnny, an uneir 
dropout, insists t 
warns to marry h 
to know her be cm 
sees his son daily 
he explains ihat | 
a father when Cli 


Christy's waterbed. 
ed high school 
£s Christy and 
5ui not yet. “1 want 
| says. Though he 
oaby-sits often, 
want to become 
pi pregnant in the 


seventh grade. ‘ I gave her some money 
and told her she could get an abortion,'' 
he says. "But when we told our parents, 
they said. 'Don't do that.' So we didn’t." 

Christy's father. J.T., and her mother. 
Jo Ann. believe the pregnancy may have 
been for the best. "We didn't want her to 
a baby," says Jo Ann. a hostess at a 
jurger restaurant. "But if l had to 
choose, its better this way than when she 
used to run away from home. She started 
running awav when she w as 12. and when 


iWr 

fi»ty,atthe 
bus stop outside 
her Houston home 
with her 10-month- 
old son, Jonathon, 
end his father, 
Johnny Rivera, 16. 
"I did drugs ond 
made 0's ond D's 
at school Now 
I moke a# A's 
and B's." 


A Before he went 
public with his 
sexual orienta¬ 
tion, Henry Dia* 
didn't know any 
homosexual teen¬ 
agers; he spent 
lonely evenings 
telephoning gay 
party lines. 
"There aren't 
many gay youth 
that nave 'come 
out'likeme," 
says Henry, 17, 
w«i friena Alan 
Klein, right, in 
New Voric City. 


she was 13 she almost died of a drug over¬ 
dose. We were very fortunate.” 

At Wunsche, Christy and the other 
young mothers in her parenting class have 
been assigned to make a video showing 
their peers how dramatically pregnancy 
can alter their lives. But Christy has little 
time for such concerns: After school she 
will spend an hour with her baby, hurry off 
to her night Job at a fast-food restaurant, 
then fall into bed at midnight. Johnny is 
sanguine about the schedule his child’s 
mother keeps. "She’s a strong girl,” he says 
as she rushes out with her textbooks and 
diaper bag. "She's a tough girl ” 

7 A.M. B*rk»l«y, Calif. “We were watch¬ 
ing cartoons, then we went to his bed¬ 
room." says Xochitl Rjos. recalling her 
first sexual experience, at age 12. "I knew 
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it was going to happen. We were kissing 
on the bed. and he went to get a rubber. 1 
wasn’t scared. I was excited, ’cause it was 
him. Afterwards, I walked out of the 

house with a big grin: I f.Jonathan.” 

The conquest, along with several oth¬ 
ers, is recorded in a notebook that Xochitl, 
13, keeps in a cabinet by the bed she 
shares with a teddy bear named Strandi. 
flames and dates are listed in round, girl¬ 
ish handwriting: 6-26-90: “G. "Sex on iMng 
%^0toorwith a blue rubber. 10-31-89: "A." 
kind a church. 4-28-89: "J." Rode him 
tine. I was drunk. The re are eight 
1 all. One gave her chlamydia, a ve- 
iisease that, untreated, could lead 
lity. Another beat he; 
i to get checked for ihj 
, Jif them took her an 

PWfSfcd restaurant. Xochii 
4 because, she says, “1 like to 
iid-summer she has 
ring to get good gra 
fcge, she says. 

Xochitl’s mother. Joanna! 
ena, considers herself pai 
pteifditer’s adventuring 
R.gn,’%ys the4 3-^ ar-oi 
bo enroll^^Phitl inj 
Ebool thisiis^ cut d< 
unions.” Toiac bfc Xoehitl 
|e is going toaCaihol 
[instead she will sea 
jniversity of Califoml 
yorld is different today, 
suspecting Joanna 
$%h Before she bids her da _ 

is safe. You take Shances 
your kids oulthe d< 

I. Modesto, Collf time 

i Torres’s house is enou& to ; con- 
feven cynics that this pwlll|ill the 
gm place it seemed to be in American 
. It isn’ t, of course: Tera estimates 
»ai about 90 percent of her fnends at 
£M$to. High are sexually active. But 
thjgOhey aren’t lucky enough to be going 
ffeaalwp th Tony Goulart. ‘Tony's not 
few llther guys I know-, who always 
want to have sex,” Tera says proudly, 

Tera and Tony, both 17-year-old se¬ 
niors, have been together for most of four 
years —long enough so that having sex 
would never earn them what’s known 
around here as "a bad reputation.” But 
Tony, the oldest son of Catholic parents, 
would not dream of having what Mrs. 
Tones calls "relations” wfih Tera. "1 
might lose respect for her.” he says. 

For now, romantic ntuals of their own 
devising fill Tony and Tera’s days and 
nights. This morning, as usual. Tom 







► Tony Gouloi 
check* _ 

Tera Torres'* 
lira and deem* 
too revealing. 
''He'* *weef,'' 
say* Tera, 
he's possessived 


■e Xochtrt Rio*, 
with friend Grej 
Theriot, 14, flee) 
with eighth 
junior nigh, 
young," she 
"but I feet old.' 
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parks near Tera’s bouse, knocks on the 
door and drives her to school, two blocks 
away. This evening there will be the week¬ 
ly football game. (Tony is a fullback, Tera 
is a cheerleader; he thinks her uniform is 
too short.) And tonight, Tera, in purple 
satin pajamas and hair ribbon, will be 
waiting for Tony to tuck her in to bed, as 
he does most nights. She will sigh as he 
hisses her goodnight, then ask him, “Will 
5u caJme?" “Sure,” he will say, and 
Ive her there, smiling, in the dark. 

iddlasM Superior Courthouse, 
imbridgo. The court system calls her 
, the name the Commonwealth 
chusetts uses to prdtagt the p riva- 
minors seeking judicw^pfva! 
bortion without pare^fconlent. 
ty 13, but this will b^the se^pnd 
icy she has terminate 
hen she was II, her 
Sion form. This time, 

I bring home the foi 
mother would “kill” her. 

[jib the help of volunti 
swan, referred to 

J d Parentto^ the gi 
ed in m ifmfff (Her 
iled for tMUt moi 
wards, Mart^^^nced' 
pgsgal& irth control with her 1 
to® nd, who suggested 
lgV‘1 thought I would ne 
|gain," she says with 
^wart's young clients 
>finvulnerability. " 
jn happen to them,” 
enager is hormones 

_! *.M. Borfcoioy. Ian 

jextra cash today, soj 
Self to lunch at Lox,Sf 
^ear the salad bar, some girls are gig- 
: and a couple of jocks with tree- 
mi* necks are discussing the upcoming 
”1' fan is sitting alone with a copy of 
carlet Letter. Sex isn’t on his sche- 
pnly on his reading list. 

^orthat Ian, the 15-year-old son of 
Guyanese immigrants, isn’t interested in 
sex. “1 think of it about five times a day." 
he says. “I might even start thinking of 
girls in class. That’s why I don’t get up to 
sharpen my pencil.” But though the flesh 
may be willing, the spirit is meek. “I have 
an insecurity thing.” explains Ian. who 
once spent four hours just gathering the 
courage to ask a girl to dance. He also be¬ 
lieves that sex should be meaningful. “It 
should be shared by two people who love 
each other.” he says, “even though my 
fantasies drift away from that point.” 





For the moment, Ian s passions arc con¬ 
fined to canoon superheroes. Tonight, as 
on most Fridays, he will sprawl across his 
bed and pore over copies of Spiderman and 
The Sew Mutants. He might think about in¬ 
viting a girl to the prom—a daydream he 
half hopes will never come true. “The con¬ 
cept of asking somebody out scares me out 
of my wits,” he says. "If she said yes, Td be 
in deep trouble. I’d be the boy who had a 
heart attack in the middle of the gym.” 

3 Ml. Haw York City. “In fifth grade my 
friends would talk about ‘faggots,’ ” says 
Hemy Diaz, a 17-year-old drama student 
at Fiorello La Guardia High School of 
Music, Art and Performing Arts. "When 1 
learned what a ‘faggot’ was, and all those 
characteristics matched mine, I tried to 
deny it. But by seventh grade I was being 
called ‘faggot.’ One night I thought of slit¬ 
ting my wrists." 

Jt has been four months since Henry 
“came out” by signing a pamphlet that 
was distributed on the La Guardia cam¬ 
pus by a gay and lesbian activist group 
called Queer Nation. For him it was a mo¬ 
ment of relief. But for his ex-girlfriend Ka¬ 
ren Marder—the girl Henry dated dur¬ 
ing his final months of confusion “so 
people would say, ‘Thisguy isn’t really 
gay’ it was a shock. “I felt so used," 
says Karen, 15. “And it kind of gave me a 
bad reputation. The guys were like, 'Oh, 
you probably turned him gay,’ ” The one 
consolation is that Karen, who still cher¬ 
ishes Henry as a close friend, finally un¬ 
derstood his lack of sexual interest in her. 
‘i mean, 1 wore my sluttiesi outfits for 
him!” she says. “I had the other guys 
drooling, but he wasn't paying attention.’’ 

Tonight, Henry will go to a party and 
amateur drag show in a stuffy, cramped 
downtown apartment, checking the crowd 
for “cute guys.’’ He will not go home with 
any of them. The threat of AIDS makes 
promiscuity dangerous, but Henry is more 
concerned about the kind of emotional 
damage he suffered after a one-night 
stand with a handsome stranger who nev¬ 
er called him again. NoWhe is looking for 
a permanent partner, one who might 
someday adopt and raise children with 
him. “I want somebody to love.” he says. 

' Somebody to share my life with.” 

4 mb. Pacific Palisades, CoIM. Gene Lee 

and Les!e> Young consider themselves an 
anachronism at Pacific Palisades High, a 
low building overlooking the ocean in 
this southern California community of 
$500,000 bungalows. Gene and Lesley are 
a couple—by all appearances, the only 
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6 P.M. ElleUvIlh 

and Shelley Kelt 
"cruising and sc 
end recreation 
munitv set amid 


Dinner is over, 
getting ready to go 
V\ the main week- 
hagcrsin this corn¬ 
ea cornfields. 


Roughly translated, that means getting 
into a car with some friends and driving 
a 10-biock strip that nearly every other 
kid in town js driving, or n means hang¬ 
ing out in the parking lot of Rac ’N’ Cue 
Family Billiards in nearby Bloomington. 
F"' Shelley. 17 , it is a form of window 
ping; she will not sleep with any of 
t... ooys she sees. “To me, sex is a very 
personal, private thing, not a weekend 
thing." she says. 

That sets her apart from her friends, 
all of whom are having sex. she savs. and 


many of whom are pregnant. But what 
really makes Shelley different is that she 
has talked to her mother, Jane, about 
sex. When Shelley’s first boyfriend de¬ 
serted her after they slept together, Jane 
was among the first she told. “I figured . 
she was going to be exposed to sex no 
matter what I did, so I’d better be honest 
with her,” says Jane, 41, a janitor and 
part-time sociology student at Indiana 
University. 

Jane concedes that such frankness 
makes her a liule uncomfortable. “But,” 
she says, “I’d rather have it this way than 
the way I was brought up. I was igno¬ 
rant. ” Too timid to join the sexual revo¬ 
lution when she was a teenager. Jane 
wonders these days whether her comem- 


tablished across from the school. “A lot of 
guys say they won’t waste more than three 
weeks with a girl—if she won't have sex, 
they drop her,” Eric says. “I waited for 
mine, and I didn’t push her, because 1 
don’t think I’d like it if she did that to me.” 

As Eric and Clinita have discovered, in 
some ways monogamy can be as troubling 
as promiscuity. “I worry about whether 
we should be doing it,” says Eric. "Some¬ 
times she makes me feel tike she wishes we 
would have watted.” Clinita, sitting next 
10 him on the car hood, cannot give him 
much reassurance. “Nothing really makes 
me think it’s okay to do it,” she says. “It 
just happens." All of Eric’s whispered ten¬ 
derness cannot dispel her feeling that true 
love will falter when both go off to col- 
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lege next year. “He’s going to be a football 
player,” she says gloomily. “All they do is 
chase after girls.” 

Evailing. San Francisco. Diaz Carter and 
Kenny Bryant are standing in front of the 
bathroom mirror in their bikini briefs. 
“OKAY, ACTIVATE!” they yell in uni¬ 
son, dancing around the room as they 
massage curl-activator into their hair. Af- 
W20 minutes of coiffing their quarter- 
bch fiatfops, Diaz, 15, remembers the fin- 
isfi8§§otJch. “Hey, Ken, where’s the 
fptay?” he asks his 17-year-old friend. “If 
&I8# touch this ’fro, they’re gonna 
Bjessitup.” Hair sprayed, they dress, put- 
tuM onibnE black overcoats and picking 
^^P^ephone beepers they 
p&p3| will be able to reach! 
roft he day or night. “I bit 
tie of cologne,” sayf 
pronto his jacket. “Gc 
lady likes, right, Ker 
an for tonight is a do# 
y and Diaz have airladl 
pared for action with a trainiri 
thd frJayor ite restaurant. Met 
is ^pimhation for which thef 
re s oeaL T heir tra gja^g ationi 
MoSife3 ‘ otherw^^own a; 
ly Ford TeraPIfour 

■ i c _j n g. 

ssing a girl on and o(i 
ies wilt page us at at 
'mty. “Then there’ll be sofrtj 
ing, you’ll see.” 
v, who learned all he I 
se I his brother, a Baptispmirt: 
in to remain a virgin un|i) he mg 
th | girt. Diaz, who has 1 
th lerent girls in the pasy 
c-ing as much as thefi 
mind if things went Sg 
e no moral quandariet'flS'TSniort- 
:t, however, as the “ladies" have 
. After gassing up the Mac Mo- 
bi h| Kep ny and Diaz decide to try their 
lu<PHi couple of school dances. The 
fir«g$*gnpty. The second is swarming 
vofyi&f- Kenny and Diaz ride around 
in fuencfuntil they find themselves 
parted down the street from their dates’ 
house. It is nearly midnight, and they have 
driven more than 30 miles. 

“Wonder what the ladies are doing, but 
we’ll wait it out." mutters Kenny as he 
starts the car and drives toward the near¬ 
est Golden Arches "Need a Mac before 
they call.” 

Saturday, 2:45 A.M. Now York CHy. If 

this were a weekday morning at 8:30,17- 
year-old Billy Erwm might pass for a high 





school student on his way to class. Eut it 
is the pitch-black end of a rainy night, and 
Billy’s knapsack contains not books but 
the tools of his trade: condoms, lubricat¬ 
ing jelly, handcuffs, antiseptic spray, a 
pornographic video tape, a pair of black 
jockstraps, a can of Mace. “It’s fun get¬ 
ting paid for screwin'," he says with a grin, 
“but you got to be prepared." 

As Billy tells it, he had plans to be an 
aerospace engineer until his parents died - 
seven years ago and one of his numerous 
foster mothers sexually abused him. 
Whatever the case, he found himself a 
teenage runaway living in the Hell’s Kitch- 



A Prostitute Billy Er¬ 
win, 17, walks lha 
late-night N«w 
York City streets, 
where his follow 
hustlers are os 
young as 13. 


en section of Manhattan. At 15, he says, 
he was working as a Christmas elf in a 
posh department store when a well-heeled 
man asked him if he’d like to make some 
good money fast. In one night, Billy 
earned a crispnewSlOO bill. 

These days, Billy gets most of his cli¬ 
ents by referral; he says he can get $ 150 
for a single man or woman, $200 for cou¬ 
ples. But on nights like tonight, when his 
affluent regulars are at their weekend 
homes, he resorts to roadside hustling, 
which brings him $75 for 20 minutes in 
the back seat of a car. Most of his custom¬ 
ers are “chicken hawks”—older, usually 


married men who drive along the New * 
York City waterfront looking for young i 
boys. Billy always uses a condom—one! 
his clients died of AIDS last year—ar 
cautious about which cars he gets intv 
“Last week a guy was found right here 
with his throat slit open,” he says. 

. Business is slow tonight. Billy positiot 
himself in the middle of the street, grab-’H 
btng his crotch to catch the attention ofj 
passing drivers. At last a station wag¬ 
on slows down, the gray-haired driver 
craning his neck. On its third trip arou 
the Mock, the car stops, and the driver 
asks Billy, “Want to go for a ride?” 

Billy works until 5 a.m. But it isn’t ^ 
for him—or so he insists over breakfast 1 
a downtown diner. “It’s extra cool to 
have these older people under my com 
while I’m doing them,” he says. And a lj 
year-old is a marketable commodity in i 
society where sex and youth are sold as i 
package deal. “You’d be surprised,” say 
Billy, “how many people out there want] 
a little boy like me to play with.” 

Saturday. Dawn. Ban Tsvk Charity I 
pBat, Houston. Benita Johnson, 17, < 
finally sleep. It is a sweet relief after wha 
she has endured: five days of labor so 
painful that this morning she became *•* 
terical, pulling at the IV lines in her a 
a crowd of orderlies restrained her. Wi^ 
her second baby, Charles Edward, fir 
struggled free of her body, only her 1 
er was there to see him- There has been] 
visit from Benita’s 22-year-old busbar 
Isom, the man she married when she \ 
a 15-year-old ninth grader and separati 
from three weeks ago. 

There are things a woman learns 1 
she has a child—the ferocity of suffer 
the limitlessness of endurance, the im|i 
tance of unfounded hope. But Benita, 1 
whose firstborn child, Isom Jr., is 23 
months old now, wonders aS she lies i 
her hospital bed whether she has learr^ 
too much too soon. “If I had it to do 
over,” she says, “I wouldn’t” 

T-o discourage other girls from gettifl 
pregnant, she has consented to be pho] 
graphed. “Let them see how they’re gel 
look when they have a baby," she saysj 
“Their hair gonna be tom out from 
screaming, and their makeup gonna I 
washed off with their tears and sweat:' 
They gonna leave looking like a ragged 
old stuffed dog." { 

But the pain of childbirth fades wi'' 
approach of dawn. When little Chan 
Edward is brought in for his 6 a m. it 
ing, Benita smiles. She cannot help 1 
self: Once again, she is falling in love.] 
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ha Shower Gel. lis rich emollients 
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skin soft and smooth to the touch. 
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V alk about an entry in the My, How 
I Tiroes Change Department: It was in. 
1963 while on a visit to Moscow that a 
young starlet named Jane Fonda first wit¬ 
nessed its traditional tank-and-armament- 
laden May Day parade. Twenty-seven 
yearsJater Fonda, 52, was in Red Square 
again Vthis time promoting fitness by 
Icadml an army of post-Cold WarMusco- 
fnmnthe battle against flab. 

In fa ct Fonda’s appearance Oct. 18 was 
iipidfof a well-publicized capitalist as¬ 
sault. While she, accompanied by a Red 
&rrag]£>and version of “Starsand Stripes 
|S||5r!” herded some 700 ntfflSmymd 
p!$iff§ female locals on a 1 .|sflSSr|lod- 
around the Kremlin,mer fellow 
media mogul Ted TEStaCM, 
ed an agenda of hi4ffl»4^resid¬ 


ing over the Soviet premiere of Gone with 
the Wind, part of the vast film archive he ac¬ 
quired with his 1986 purchase of MGM. 

In truth America's latest power couple 
are hardiy strangers to the Soviets. Fonda’s 
workout videos, which recently aired on 
Soviet television, already do a brisk black 
market business, selling for 100 rubles 
($160) each, or more than half of the aver- 


pit* iff 

lliifliii 



k. Asked by a 
Moscow audience 
lo describe why 
she's Happy, 
Fonda raped, 'In 
the first pioce, 
rm in love." 





age Soviet monthly salary. And Turner, 
who admitted recently that Fonda’s influ 
ence made him drop 18 lbs., is a veter? r 
repeated trips to the Soviet Union¬ 
ing his launch of the Goodwill Garner 
1986. “Now,” proclaimed the national j 
daily Sovetski Sport , “be is one of the mos! 
dedicated friends of our country in the 
United States.” ! 

Following Thursday's Fonda fun run jj 
came Turner’s Friday premiere: Throngs, 
of Soviets in furs and fineiy crowded the < 
2,500-seat Oktyabr Theater for a subtitle! 
version of Scarlett and Rhettski. Promote 
peddled Scarlett perfume in the lobby. ; 
VDPs hunkered inside the theater with j 
champagne and caviar. Moviegoers antec 
up 15 rubles ($25) apiece for scarce ticket 
with proceeds earmarked for a Soviet and 
AIDS campaign. "The spirit of Scarlett a 
O'Hara is what the Russian people need] 
right now,” Turner told the postperestrojj 
crowd. “They have to do like she did lara 
say), With God as my witness. I’ll never 
hungry again.’” 

One Muscovite who missed the race 
and the movie got a chance to see Fond 
and Turner up close and personal. New! 
Nobel laureate Mikhail Gorbachev wel-; 
corned the star pair in his Kremlin office ( 
and grinned broadly, particularly at ’ 
Perhaps he hadn't heard her politic:, 
correct statement to Soviet women the 
before. “Keep fit—but not for your mei 
she exhorted Moscow’s masses. “Do it 
yourselves.” O 
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QTARTRACKS 


▲ Nancy Reagan chaired a benefit an 
ty for actress Helen Hayes in New Yo 
The First L M*&i the American Stage* 
90—got bdfsedbpcou ntryprince Ra 


act 


* Carrie Fisher. 34 ; en¬ 
joyed the luxury of lap— 
her grandmother Max- 
ene’s—at. LA's Thalians 
Ball. Debbie Reynolds’s 
mom inspired Meryl 
Streep’s rascally grandma 
(played by Mary Wickes) 
in Postcards from the Edge. 



A After taking in (he vogue of the Jean-Paui Gaultier 
fashion show in Paris, Madonna, 32, made a glam 
exit with her new beau, model Tony Ward. Woody 
Allen has cast Miss M in his next pic. 


A Real-life sweethearts Lara Flynn Boyle, 20, and 
Kyle MacLachlan, 31, sneaked out of Twin Peaks for 
a damn fine 15th-anniversary celebration of The 
Rocky Horror Picture Show in Los Angeles. 
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HAPPY 


JVE CREW'S 
LUKE CAMPBELL IS 
KEEN FOR GREEN, 
NOT THE OBSCENE 


T he black BM^^^^fconvertible—with 
two car phones, thanks—is gliding 
through a Lakes neighbor¬ 

hood when its ipffls a comer and 
slows. Outside a mans|^n. police cars and 
an ambulance slgft^lrat all is pot calm 
within. “Proba teya-so^ l person, we have a 
lot of them dovrnhere.^says the man driv¬ 
ing the Beemerp^^tfhuckles. “Must 
have found out] move$mto the neighbor¬ 
hood and had aJaacutSt tack." 

Chances art^^^E’Luke - ' Campbell 
has never induf!§l!fi|ac arrest, but the 
gap-toothed leader of rap music s infa¬ 
mous 2 Live Cfevgjjas been arrested for 
an allegedly obsc^^w^rmance. and 
the lyrics of the g roup's raunchy a|bmp As 
Aiflsrvas The\' Harprol|have spa^^rfegal 
r infivesi^^npbell.iWt 
h,. ..jscenm rap on Oct. 20. itdi s8afei6 rv 


acquitted him cJjaJtadagr 

from 2 Live Cr<wiffri%' 
only audience in FfeSyvV 
June. The panel 
woman—who sairalfrc 
anything new to l#T-^r 
so moved by CanqUSifs 
ness that she $ug|&£$| < 
diet in rap. 

Campbell. "relKVM:- 
trial. maintainnmSr!^: 
ism as well as polraB^li 
where a conseiva^%?' 
have helped speaker; 


V,J * 5 - *- • r. s S'' $h f >‘ : ■ p'-v , 

i K. *4. '-v-w _ V'l. i 






no t alt cha rges stemming 

before an adults- 
e in raPwood. Ra., last 
nel i^t%d a 76-vear-old 
o sau&ircuss words weren't 
/to h^T—^ nd another jurist 
CanrjRiSlfs poetic licentious- 
sug ^ BBB | delivering the ver- 

a ^ er ^' s * atest 
nmprnl|is a victim or rac- 
s polftiggfii his native Rorida, 
etvaMS^feps emor and sheriff 
spea'«M#a campaign 



against him. “Thajssue has confused a lot 
of people.’’ he sa^^e re not talking 
about something tfa&ks never been done 
before:we re talk mgapou tsex. Many 
people—mainly vf m l r p c pple—don’t un¬ 
derstand black slang and misinterpret our 
music, put it in a violent context.” 

He is quick to admit, however, that con¬ 
troversy has its rewards. "Hasty was a 
dead record until all this came up, then it 
sold another million copies,” he notes. In 
f" ’ short order. Campbell has not only 
i ie a figurehead for millions of 

amicensorship partisans but has also 
managed to sell a quick 500.000 copies or 
so of his latest LP. Banned in the USA . 




'I wasn't positive we'd win it," says ropper-Knksmon Campbell of his obscenity triol. 


Photographs by ?' 1990 Robin Bowman 


http://legacy.library.ucsf.e0!aiilfdjfeiy([t()5SaO0/p«BLf.industrydocuments.ucsf.edu/doGs/qnhl0001 


52189 0829 












“I bought this place five months ago, 
when everything started coming at me at 
once and it got too intense,” Campbell 
says of his sprawling, seven-bedroom, 
Mediterranean-style home, nestled along 
the lush mat green of a golf course. The 
serene fairways offer the first suggestion 
that CampbeU’sffife is surprising dichot¬ 
omy. More cvkratejyygftcars in the con¬ 
trasting imagesprcinned by his two dogs: 
a Rottweiler named Rambo and a toy 
poodle named KSWl “The Luther 


.Campbell who gets up onstage with 2 Live 


Crew and talks 
says. “When I 
Luther Cam 
And how. C 
suburban Mia 
rriend of two yean^Tin 
expecting his c 
has an 8-vear 


is one guy,” he 
e, I’m another 


r with his girl 


melt, 20, who is 


cember. (He also 


ter by another 


woman.) Out front, the circular drive holds 
the BMW and a Jaguar Vanden Pias Ma¬ 
jestic, but there is a family friendly Land 
Rover in the garage. Upstairs, the nureeiy 
that the couple has outfitted for the baby’s 
arrival is awash in the stuffed animals 
Campbell compulsively brings home from 
the road. “Whenever he goes out of town, a 
teddy bear comes back,” says Tina, who 
plans to many Luke as soon as he decides 
whether or not he wants to elope. On dis¬ 
play in the couple’s bedroom, next door to 
the nursery, is an autographed picture of 
Phil Donahue ("To Luther, you are bad, 
really bad-Phfl”). 

If all this weren’t enough to convict the , 
uy of being hopelessly unhip, every day 
there is gotf. Campbell took up 
three months ago to unwind; 
ow |«’s got the plaid shorts, the shoes 
~ fringe, even his own golf can. A! 
he says don’t even ask about a 
pyet, he is taking lessons regular 
as, amazingly, a good rep at the 


► As port of a 
typical 2 live 
Crew show, 
Campbell encour¬ 
ages audience 
participation 


V "He treats me 
with respect/' gif+p 
friend Tina Bar 
nett soys of 
Campbell, "and 
he makes me 
lough. 



Golf Ciub of Miami. “Luke’s so quiet we 
hardly know he’s around,” says Dade 
County Administrator and fellow club 
member Herb Smith. “He just goes out to 
the tee and works on his game.” 

Other than golf, Campbell lists his fa¬ 
vorite pastime as “makingmoney.’’To 
that end he can be found most days in a 
predominantly green office-lair at Luke 
Records, the twp-story Miami headquar¬ 
ters of a music empire that includes four 
record labels, 16 acts, a warehouse, a con¬ 
struction company and three local night¬ 
clubs. His game plan? “Diversify,” says 
Campbell. “My mother told me not to 
have a one-track mind.’’ So Campbell 
reads Fortune and spreads himself 
around, evidently to good effect, consider¬ 
ing reports that say he brought in $ II mil¬ 
lion last year. “I have to have a return on 
my investment,” he says circumspectly. “I 
spend my money wisely, very wisely.” 

For along time it looked like he was just a 
wiseacre. The fifth son of a janitor and a 
hairdresser, Luke—who grew up in Mi¬ 
ami’s riot-tom Liberty City ghetto—calls 
himself “the worst one out of all of them, 
the one everybody probably expected to 
end up in jail.” The only child not to go to 
college, he was a cocky, strong safety on the 
high school football team who “got kicked 
off because I thought I was the best.” Off 
the field, he says, “I stayed in trouble. I 
fought all the time; I was a real John Wayne 
type.” But there was a song—in rap me¬ 
ter—in his heart. During high school . 
Campbell formed a deejay group, the 
Ghetto Style D.J.’s, to play area parties. 

After graduation he worked fora while as 
a cook (“I still make a good chicken Floren¬ 
tine”) before deciding music “was where 
the money was at” He hooked up with 
2 Live Crew, a California group formed by 
rapper Chris Wong Won and deejay David 
Hobbs, and sold their first single, “Throw 
the D,” out of the trunk of his car. In 1985 
he formed Luke Records and vowed to be 
his own boss. The 2 Live Crew Is What WeAre 
came out in 1986, followed by Move Some¬ 
thin ' a year later and Nasty in 1989. 

Campbell has stayed in the news pretty 
much ever since and estimates he’ll be 
there a while longer. “Rap music today is 
what rock and roll was in the ’60s with the 
Stones,” he says. "It’s considered the 
most rebellious music ever.” He figures 
the controversy will sputter out with time. 
“Fifteen years from now,” Campbell pre¬ 
dicts, “2 Live Crew will get together for 
their reunion tour, and the stadium will be 
filled with black and white doctors, law¬ 
yers and politicians.” 

—Lisa Russell in Miami 
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ATRAGN 
KILLS AI 
AND ENE 


toxin and," soys 


iso, 


rson, wfth daughter Marcia after the trial 


INTING ACCIDEKT IN MAINE 
[HER IN HER OWN BACKYARD 
N THE SHOOTER'S ACQUITTAL 


muT; 


K aren and Kevin Wood were newcom¬ 
ers to the Bangor. Maine, area— 
"blow-ins,” as some locals derisively re¬ 
fer to the young professionals who have 
pushed back the forests with their paved 
ro^' and upscale developments. Don- 
a gerson was a third-generation na- 
ti\t oi the area. They lived in neighbor¬ 
ing towns, but they had never met—un¬ 
til that terrible instant when Rogerson 


put a bullet into Karen Wood s chest. 

It was a crisp November day two years 
ago. Fifteen minutes earlier, Karen had 
been on the phone with a neighbor dis¬ 
cussing gunshots, presumably from deer 
hunters nearby. Leaving her twin daugh¬ 
ters, Laura and Lindsey, 1, safely in the 
house, she grabbed a bluejacket and 
white mittens and walked fewer than 50 
yards toward the back of her property. 


Photograph* by Oory Owlcbigor 


Sixty yards away, Rogerson. a hunter with 
at least 25 seasons' experience, fired his 
Remington .30-06 at what he later said 
was a buck. Then he said he saw two 
“flags,” the white underside of a deer's tail 
raised in flight, and fired again. Hurrying 
over to mark his “kill,” he found Karen 
Wood lying on the ground. The white 
flags had been Karen's mittens. Peter An¬ 
derson. his hunting companion that day. 
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CRIME 


► Rogerson was 
standing in o thin¬ 
ly wooded area 
behind the 
Woods'house 
when hehredAe 
fatal shot. | 



▼ MafsPlii 
season lasts 

fives wear b 



port, one of the most sensi¬ 

tive. sincere persons I've ever known,” says 
Brown, who once owned the market where 
Rogerson has worked for 22 years. Says Ro- 
gerson: "I have tried to live a model life. I try 
very much to live by the Scout iaw.” 

Time and again he expressed his sorrow 
about Karen’s death. He doubts he will 
ever hunt again. “I just wish that there was 
some way that they can understand.” he 
says. “I don’t ask them to forgive me—just 
some understanding that 1 am a real per¬ 
son. that I have feelings and emotions. I’ll 




never forget it.” For two years, he says, he 
has not slept more than three hours at a 
time. He was disturbed by the frequent pic¬ 
tures of Karen and her twin babies in the 
news. “I have a family too,” he says. 

After a grand jury failed to indict him in 
1988, the case finally came to trial in mid- 
October and lasted a week. Assistant Attor¬ 
ney General Jeffrey Hjelm. charging Roger¬ 
son with reckless and criminal negligence, 
pointed out that, on the day of the accident, 
Rogerson had parked his truck at the end of 
the street where the Woods lived. He was 
306 fee,t from their house, but 286 feet from 




a neighbor’s house—short of the 300-foot 
limit specified by Maine fire-arms law— 
when he took the fatal shot. Game wardens 
found no evidence of deer near where Karen 
stood, although defense lawyer Lewis Va- 
fiades suggested the crime scene had not 
been kepi intact and that tracks could have 
been obliterated by investigators' foot¬ 
prints. 

The jury of eight women and four men de¬ 
liberated nine hours. When forewoman Ro¬ 
berta Flynn stood, her arms crossed, and 
said, “Not guilty,” the packed gallery was 
stunned. Seconds later. Rogerson’s wife, 
Sandra, his twin sister, Donna, and his chil¬ 
dren began to sob with relief. “We felt that 
there was no proof that there was no deer in 
the area,” juror Kelli Hurley said afterward, 
seeming to give little weight to Rogerson’s 
proximity to residences. As they sat in 
Miller’s Restaurant in Bangor, one of Ka¬ 
ren's brothers and a sister heard three worn- ; 
en discussing the verdict in a booth just be- } 
hind them, “Don Rogerson has suffered 
enough,” said one of the women. “Karen 
Wood didn’t suffer.” 

A few hours later, a dazed and disap¬ 
pointed Kevin Wood flew back to Betten¬ 
dorf, Iowa, where he had returned shortly 
after Karen was killed, to be home with his 
daughters. “They give my life purpose,” he 
says. “And, also, quite frankly, they 
are what I have left of Karen. I see her in 
them frequently. That’s both a joy and a 
pain.” --Ken Gross, 

Stephen Sawicki in Bangor 
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' First of the illustrious 
V Camel line. "N fL" way 
big on ttie dub scene 
.. as the first big rock 
promoter. Granite, quartz, 
basalt—he worked with 
them all. Archaeologists 
also believe he invented 
the first wheel, and 15,. 
* minutes later; got the" 
first speeding ticket. 


wqfffBro . ' Mj , i j p ju. i m w"n «w |i».mi i p r p i 


. - Every citizen from 
Carthage to Gaul was 
familiar with Cra/y 
Camelius's Used Chariot 
Dealership and their 
motto, "\ came, I saw, 

I got the best deal in 
town." He posed in front 
of the pyramids for the 
famous Camel Filters . 
pack while on a dale 
with Cleopatra. 


-l ie* ■> faquui 


The fiercest camel ever 
to wear a weird pointy 
hat. In 1258, Ghenghis 
Khamel set out from 
- Mongolia with one 
purpose in mind—to 
get out of Mongolia. 
For the heck of it, he 
ended up conquering 
Europe instead. 
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; tih ^v^n't'cnough'^J 
: ..room ids rjjmto.sit at ''. 
' 'KincfArthur's Round " 
Table^so Sit Joseph had 
to sit.at.a card table in 
the basemfent. However, 

' Sirjoseph was renowned 
^ .for his bravery,‘having, 
once turned a fire- ■" 
i V -^breathing dragon -,V. 
' into the first"^ - ■ 

" disposable lighter ' 




m 

|fWI» Wi «i mmrnn ? .1JW.I u ,f ...i 


Owneqof Leonardo's r 
-> . J.-Jlour Portraits, he * 

- becamethe subject of 
scandal when it was 
revealed that his 
/ masterpiece^ the "Mona 
Lisa" was crafted from a 
paint-by-numbers kit. In 
his own defense he said: : 
; "Hey’ atjeastTstayed 
within the lines!” 







’ The top of his class at 
West Point, Stonewall 
cul a dashing and 
unusual figure as a 
camel riding a horse. 
Not wishing to offend 
either the North or tfie 
South during the Civil 
War, he decided to 
fight for the West. 
He never lost a battle. 


P j iVfrYiif Fr t ^^ * L ■ 




B &T'rrs a 


Source: https://www.industrydocuments.ucsf.edu/docs/qnhl0001 


52189 0839 
















































• #•»>'.* •wwtf'vv' * r\‘ 

Source: https://www.industrydocuments.ucsf.edu/docs/qnhl0001 


SURGEON GENERAL’S WARNING: Quitting Smoking 
Now Greatly Reduces Serious Risks to Your Health. 



























(imu ntVKOLCGTOMCCOCO 


-1 ; r *-- 



SURGEON GENERAL'S WARNING: Quitting Smoking 
Now Greatly Reduces Serious Risks to Your Health. 


US 


A smokng camel?!! Whoever heard of that?!! That’s ridiculous!! 

|lly^ Mr. Ed Palomino 

Burbank. CA 

Remeriiil^feold Camel motto.^’d w^lk a mile for a Camel”? Well. I walked a mile 
from niy hou-ss? and all I found w fislfPerih pty lot. There was a dog there, but there 
wasn-t ^^ ne!. What's going jWjjj ' Juacane L. Reynolds 

Baton Rouge. LA 

Juacane- >b« walked in the Try going out of your house, making a 

right oiitclM&glc Avenue, and watM^igi^ulc to the Baton Rouge Convenience 
Mon. WaWup twthc counter and boitoioiw left — there's a Camel display. Glad 


Juacane- You 
right ontiTM&i 
Man. WaWup 
we could4 SPpI 

Dear 

It’s Int eresting 
a Q-Multi^ 


Dear SM£ 
Yesterday 
Smooth.' 's 
know w'ht 



that on youf planePy© 
Jause on my planet^^ 
. Small universe, en?^* 



SMOOTH 

ve advertising that features a camel smoking 
e advertising that features a Zwork imploding 

BD4+5 

Neptune City. Neptune 


rtain suavely attireochafatier. calling himself the "Ambassador of 
d the fender on mv fe&afe&si claimed diplomatic immunity. Do you 
:an contact him? Diana C.Hirsch 

St. Louis. MO 


COMING 

SOON 

anEsnu 

DOUBLE 

FEATURE 


A MID¬ 
WINTER 
LIGHTS 
DREAM 


REQUEST 

For Fire 

A Omu Filters Ad vent.lire 


Diana-VfisSan’t know anything about iiPBesides. you didn't signal when you were 
making tlwkffi rum onto Pennsylvania Avenue. SMOOTH 

Dear SM OOTH : 

1 suspectUnrolneone was stealing my Camels because every day. when 1 came home 
from worjp^pw more cigarettes would be missing from the carton I keep-on my 
dresser. V&a&djas& ierday I came home early and discovered our pel German shepherd, 
Walter, smoking my Camels in the garage while wearing my bathrobe and slippers. 
Boy, was I relieved! I thought things had gotten weird or something. 

Craig S. O'Keefe 
Trumbull, CT 

Dear SMOOTH: 

I feel it is my civic duty to inform you of a rumor about your mascot that has been 
circulating throughout my community. Apparently, when you turn a picture of Smooth 
Character upside-down, his face looks just like an upside-down camel w-ho's smoking 
a cigarette. 1 know this sounds incredible, but 1 thought you should know. That is all. 

t- 

Pamela A. Hunt 
New York. NY 


^TMdr 4 

LIGHTS HARD PACK: 

9 mg. "tar," 0 6 mg. 
nicotine. LIGHTS: 9 mg. 
"tar," 0.7 mg. nicotine. 
FILTERS: 15 mg. "tar," 
1.0 mg. nicotine, FILTERS 
HARD PACK. FILTERS 
100'$: 17 mg. ''tar,*' 1.0 
mg. nicotine, REGULARS 
22 mg. "tar," 1.4 mg. 
nicotine av. per cigarette 
by FTC method. 
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REVERSAL OF FORTUNE? FOR CLAUS, YES, 

BUT FOR SUNNY, NEVER, AS A NEW 

FILM PUTS THE VON BULOWS ON TRIAL AGAIN 
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► Although he 

^ keeps a low pro- 

(tie in London, 

1 Clous, soys one 

socialite, "is still o 
§|»gg|j|i§|§ good name to in¬ 

vite to o party." 

Site was bom in beautyitnd a fabulous fortune: 
whai he lacked in wealth, it? replaced wish idio¬ 
syncratic snle. Together. Sunn, and Claus von 
B:ilow paraded through Aipn;w, R.I.. and New 
York City society, seeming as charmed as they . 

• ere chuiviing. Then on Dec. 21. f9S<\Swvtv. 
to ir 59. was found comatose on the fioor 0 /her 
bathroom in her Newport mansion. ! 

The ripples of hon or that spread th rough the ] 
1 on Btilows glittering circle would soon boil into ; 
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a scandal: Sewn months later Clans. no» o-f. 
was charged fry a Xenpon Counrv grand jury tor 
attempting to murder Itis wife with injection s of 
insulin. While the heiress reposed unknowing in a 
Aim- York City hospital, the private life she had .a > 
carefully guarded—her alleged alcohol aid drug 
abuse. Claus's womanidng—became public 
spectacle as Claus was convicted, then acquitted 
on appeal 

In the minds of many, though. \ on Btiiow was 
newt exonerated. The in o criminal tnals and a 
civil suit [tied bx Stumy's children from hei first 
marriage , Ala Ishum and Alex von Aucrspeig 
also split the family down the middle, with the 
Von Billows'daughter. Cosima. lining up with 
Claus against Itis stepchildren 

All of these troubled lives unfold again in Re • 
versal of Fortune, the critical/}acclaimed /ire. 
movie based on the 19S6 book by Alan Dcrshn- 
witz. the lawyer who won Claus s apfxu!. Here > 
what the pnnapak have been doing situ e their 
names left the headlines. 

CLAUS VON BULOW 

As part of the 19SS settlement of a S!Ou mil¬ 
lion civ il suit filed by his stepchildren. Claus 
agreed not to discuss the case publicly. He 
has been living up to the bargain in a London 
tow n house overlooking a South Kensington 
square “My stepchildren only agreed to 
share [their grandmother's] inheritance with 
my daughter on a number of conditions "he 
explained recently. “One of them being that I 
abandon freedom of speech." 

Claus, in the process of divorcing Sunny. 
docsiHwork and lives oil'a small inheri¬ 
tance. He tries his gentlemanly best to stay 
out of the limelight. Gone from his life is An¬ 
drea Reynolds, (he publicity -savvy social 
barracuda who championed his case during 
the second trial and who last year wed (her 
fourth marriage) an English financier 

Claus (played to a starched T by Jeremy 
Irons onscreen) says that both he and Co- 
snna find “the idea of the film deeply dis¬ 
tasteful' and do not intend to see it. “I find it 
a little painful." he adds, "that people should 
w ish to write fiction about either those 
whom I love or myself." 

SUNNYVON BULOW 

In a haunting reminderof the woman at the 
emotional core of the scandal, the voice of 
Martha “Sunny" von Billow (play ed by 
Glenn CloseLfloais over the opening scenes 
of Reversal of Fortune. "That was my body." 
says Close, as the camera zooms in on her 
hospital bed. 

The real Sunny, according to a spokes¬ 
man. is suspended in o “persistent vegetative 
state" in her private hospital room. Accord¬ 
ing to doctors, she's no longer in a coma and 
does have sleeping and waking periods, al- 
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Made especially for the holidays. 
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though all of her senses are severely im¬ 
paired. Contrary to media reports, her hair 
hasn'i been professionally styled or her nails 
manicured since before her‘ accident "The 
two remnants of her previous life are the 
classical music she listens to each day (her 
doctors believe she has partial hearing) and 


the pictures o f her three children a nd the two 
granddaughters she has never seen (al¬ 
though they've been at her bedside with their 
mother. Aia. and uncle Alex). Her medical 
care costs the family an estimated S550 a 
day. 

Though the film depicts her as a harridan, 
she is remembered fondly. "You kind of ap¬ 
preciate sweet souls like her" says a friend. 
“Beciuse there are more than enough of 
those society shrews and trust-fund bim- 
belies around.” 

COSIMA VON BULOW 
To most observers. Cosima von Billow was 
the true victim of the taw dry tangle. Only 13 
when her mother lost consciousness, Co¬ 
sima stood by her father and was shunned 
by her step-siblings and “polite” society for 
doing so. She w as also disinherited by her 
maternal grandmother, Annie Laune Ait- 
kcn. and had to go to court to win her fair 
share of the S90 million utility-company 



& Won Bi 
the victim 
• vmi las.&no 
iarious pii 
friis summer, 
when he was 
caught in a cross- 
f re of custard 
tarts ot a friend's 
birthday bash in 
London. 


fortune Aitkenlefi when she died in 19S4. 

Cosima escaped the glare by blending 
into the student body of Brown University, 
from which she graduated m 1989. and then 
moving to London to become a free-lance 
writer. Last summer her guide to the w orld's 
most eligible bachelors was published in 
Britain's upmarket Toiler magazine. 

Still close to her father. Cosima receives 
anannual income of S500.CKX) from hervari- 
ous trusts and holdings. She recently bought 
a one-bedroom apartment in London and 
keeps a S2 million, two-bedroom apartment 
in New York City, around the comer lrom 
the family's former Fifth Avenue digs. Her 
friends find her to be pleasant and down-to- 
earth. or as one college buddy puts it, "1 like 
her because she isn’t full ofs-t. like so many 
of the WASPy girls in New York." 

THE VON AUERSPEUG CHILDREN 
Often portray ed as the wicked stepchildren 
because of their unbridled dislike for C laus. 
Ala. 32. and Alex. 31. luxe steadfastly de¬ 
fended Sunny. "Our mother has been por¬ 
trayed as pathetic and self-destructive.' 
they said in a written statement. Wc reject 
this injurious and erroneous portrayal." 

Ala and sports promoter Franz Kneiss:. 
the father of Sunny. T . and Alexandra. 4. 
divorced in 1VSS: the follow ing year she 
married Ralph Ishant. an investment bank¬ 
er. Both .Ala and Alex iive in New York Lily, 
where he is vice president oi a mutual fund 
management company. The siblings me¬ 
morialized their mother by founding the 
Sunny von Billow National Victim Advo¬ 
cacy Center and the Sunny von Biilow 
Head Trauma and Research Foundation. 
(Sadly, their father. Atfie von Auersperg is 
in a coma following a 19S? auto accident.) 

Ala and Alex's only regret seems to be 
their poor relationship w ith Cosima. Re¬ 
portedly the three exchange letters and 
gifts on birthdays and other special occa¬ 
sions but have little personal contact. 

ALAN DERSHOWITZ 

The Harvard Law professor portrayed by 
Ron Silver has taken on another high-pro¬ 
file case—he is trying io get Leona Helms- 
lev's recent conviction on tax fraud over¬ 
turned. But Dershoxviiz still revels in the 
Von Billow’ spotlight and was seen stand¬ 
ing under the marquee of a New York City 
theater when the film opened there last 
month. When a senior citizen approached 
him and asked if he was the lawyer in the 
movie, the attorney replied. “Yes. yes. I'm 
Alan Dershoxviiz. This is my movie." 

—Mary H- J. Farrell, 
Khoi Nguyen in New York City, 
Laura Sanderson Healy in London 
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What color best describes your current car? 

If it's something in a shade of dull gray, we suggest the sporty new Isuzu 
Stylus XS. With a powerful dual overhead cam engine. Handling tuned by the 
great racing engineers of Lotus. It’s a compact you can actually love driving. At a 
price that, unlike its competition, doesn’t require massive amounts of green. 

For a free brochure, call (800) 245-4549. 

INTRODUCING THE *11,299 STYLUS XS. 

*MSRP excluding tax. license and * iran*p (tt as of j/1/90 
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SURGEON GENERAL'S WARNING.- Smoking 
Causes Lung Cancer, Heart Disease. 
Emphysema, And May Complicate Pregnancy. 
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AMID 
AN ILL) 
KIDS T 



SYMBOLS 
IS HIGH SC 
SECRETS 0 



F or years tM cityjo f East Si. Louis, IHW 
has been a )||pnal symbol of urban^ 
collapse. Thejjjnffm and sewers are crum¬ 
bling: crime aiS^Sfiemploymem rates are 
depressing!) Hjfeh: t he government is so 
swamped wuttPIN that the Mayor was 
recently force^ifeand over the deed 
to City Hall t &sarilfya liability claim. But 
in the midst oTtmsmonicipal meltdown, 
across the Mississippi from St. Louis, this 
city of 55.000 people, mostly black, has 
fostered one minor miracle: an extraordi¬ 
nary high school football team. 

East St. Louis High, in fact is the citadel 
of a football dynasty. With a pothole-filled 
tcuce field and a dressing room crowded 
.th rusty, doorless lockers, the Flyers, un¬ 
der the tough, paternalistic stewardship of 
Coach Robert Shannon, were the top- 
ranked high school team in the country last 


CITY'S DECAY, 

L COACH TEACHES 
NIHG-AND PRIDE 


despite the fact that the city’s Board 
oHEducation had no money to allocate for 
team equipment or for the salaries of two 
assistant coaches. This year they are 8-0 
and No. 3 in USA Today's national ranking 
of high school teams. 

While budget shortfalls are a problem, 
they are not the worst of Shannon's wor¬ 
ries. At times scnmmages have been inter¬ 
rupted by drive-by shootings on adjacent 
streets. One day two years ago the team 
arrived for practice to find police marking 
off a section of the field where a drug 
dealer had been assassinated the night be¬ 
fore. Gangs with names like the Disciples 
and Vice Lords rule the neighborhood 
streets and frequently taunt members of 
the team for refusing to join them. 

“I tell our players there are two things 
you can't buy: trust and respect." says 


Shannon. “The guy in the street wants re¬ 
spect, too, but for the wrong reasons, I 
want my players to understand there’s 
nothing wrong with being a good person,” 
That philosophy—and 15 hours of 
drills each week—have produced a team 
that has lost just four games in the past 
eight years. “The No. 1 thing about 
Coach Shannon is his work ethic,” says 
Deandre Singleton, 16, the Flyers quarter¬ 
back. “Sometimes we are the only team 
out there when it’s 100° outside." If the 
work ethic fails. Shannon has another 
source of motivation: a wooden paddle he 
keeps in the equipment room. “If you 
mess up on the field or in class you gel the 
butt buster,” says Roderick Fisher. 15. a 
safety and split end. “Coach Shannon has 
tremendous authority.'’ says Tom Holly, 
a St. Louis sporting goods store owner 


Photooroohi bv Steve Kaoon 
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who helped equip the team. "He is able to 
get players and supporters alike to run 
through walls with him.” 

About half of Shannon's players end up 
going to college, some on full scholarships. 
A few, not surprisingly, go back to the 
streets. Shannon recalls one youngster who 
showed promise as a sophomore but 
dropped out of school soon after, “He saw 
his mama shoot her boyfriend with a saw ed- 
off shotgun that almost cut the guy in two 
pieces,” Shannon says. “He just started go¬ 
ing downhill, and by his junior year he was 
out selling drugs. It’s not a good feeling to 
see young people mess up their lives,” adds 
Shannon. “But you know, life goes on. and I 
understand you can’t save them all. Some 
don’t want to save themselves either.” 

Raised in poverty in Natchez. Miss., 
Shannon feels a special affinity for the 
youngsters he coaches. As a boy he often got 
up at midnight to help his father stoke the 
boilers at the sawmill where he worked as a 
night watchman. Shannon was 12 when his 
father died. He learned to live with hunger 
as his mother tried to support 11 children on 
her$10-a-week earnings as a cleaning lady. 
“1 once went to this lady called Big Mama, 
who ran the local house of ill repute, and I 
asked her if I could do any work in exchange 
for food.” Shannon says. “She brought me 
inside and fed me. That is the first and last 
time l ever asked for food.” 

A star quarterback in high school, 
Shannon earned a football scholarship to 
Tennessee State University. In 1969, dur¬ 
ing his junior year, he joined the Washing¬ 
ton Redskins and rode the bench for a 
year. He relumed to TSU. earned a teach¬ 
ing degree and then signed on as a coach 
at East St. Louis High. Over the years 
he has maintained a no-cut policy. As 
long as a player keeps his grades up and 
stays out of trouble, he can play. 

Shannon and his wife, Jeanette. 42. an ele¬ 
mentary school teacher who also works in 
East St. Louis, commute from a tranquil 
suburban neighborhood in nearby Fergu¬ 
son, Mo. In recent years Shannon has been 
offered the opportunity to coach both at the 
University of Missouri and at his alma ma¬ 
ter, Tennessee State. For the time being, 
however, he remains a man with a more im¬ 
portant mission. “Some people say you can't 
take inner city kids and mold them,” Shan¬ 
non savs. “Well, you can’t change Jack the 
Ripper if he’s in here. But as long as l can see 
a kid changing his life a little bit at a time. he's 
worth working with.” —David Grogan, 
Nina Burleigh in East St. Louis 


■ OA 

http://legacy.library.ucsf.efik»tii3l/dyt|Q^a0yO)^p*cMr.industrydocuments. ucsf.edu/docs/qnhl0001 


52189 0852 












Enter The Lunch Bucket* 
Big Red Boat 5 ” Sweepstakes. 


GRAND PRIZE: Win one of 
20 seven-day Premier 
Cruise & Walt Disney 
World® Vacations for 
a family of four - plus 
Sl.CXM^spepding money! 


- Just fill in the coupon below 
when you purchase any one 
of 18 delicious Lunch Bucket® 
Microwaveable Meals and you’re 
automatically entered to win a 
great family vacation. 
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LuiiciLBucket 

Microwaveable Meals 

The award-winning line of 
hearty soups, pastas and 
entrees specially made for 
microwave cooking. 
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Ira Art Blakey, 71. a powerful jazz 
f i i il drummer whose influence ranee 


EU3 drummer whose influence ranged 
far beyond pounding out the tight propul¬ 


sive be, 
bop.df 
Oct. I % 
band, t 


ground 

includi 

Freddi) 

Chick! 


it, that came to be called hard be- 
:d oflOpg cancer in New York City 
JQva^ie past 35 years, Blakey’s 
fiKfircz Messengers, served as an 
Diving showcase and proving 
ipplf ng, up-and-coming talents, 
tg Bradford and Wynton Marsalis, 
itubfe& rd. Chuck Mangion|. 

Keith Jarrett. 


I Morgan, 41, 

!■■■■ time hefriin addict, convict ar^^^ 
of Jani^^rf’ died in a motorcyclecrali 
Oct. l la&JW Orleans. His only 
Homeboy. a vivid journey into San F|&nfi| 
co’s drug underworld, was publisheiraff 
year. “1 hbpgjrw work carries the cri ^aes; 
tion of sopirone j?ho has really beentnetp 
he said resets- T ‘and isiss^to be 



from hepatitis and will drop out of the' 
duo after their cunem tour is finished in 
October 1991. Wynonna, 26, will work on 
a solo album next year.... Actress Dyan 
Cannon, 53, married in the ’60s to Cary 
Grant, is divorcing her second husband, 
real-estate mogul Stanley Fimberg. 
Those old irreconcilable differences..,. 
Moving in the opposite direction: Sean 
Penn, 30, and pregnant bride-to-be Rob¬ 
in Wright, 24, have set the date—Nov. 18 
in Los Angeles.... Superman, who 
holds a day job as Clark Kent, a mild- 
mannered reporter for a great metropoli¬ 
tan newspaper, has proposed to co-work¬ 
er Lois Lane in the comic book’s latest . 
installment. Whether she says yes. no. or 
“Get a life, Clark,” remains to be seen. 


rTj The Judds are cutting back to a 
Mm Judd: Naomi, 44. the elder half i 


mm Judd: Naomi, 44. the elder half of 
the Grammy-winning mother-daughter 
team, has announced that she’s suffering 
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|R|Joel McCrea, 84, lank)', low-key 
LaJ actor who ambled throueh such 


t—J actor who ambled through such 
classics as Hitchcock’s Foreign Correspon¬ 
dent. William Wyler's These Three and 
Preston Sturges's The Palm Beach Story 
(with Claudette Colbert, above) before 
saddling up as one of Hollywood's most 
enduring Western stars (The Virginian. Ride 
the High Country), died of pulmonary com¬ 


plications Oct. 20 in Woodland Hills, Calif. 
McCrea grew up in L.A.—as a boy, he de¬ 
livered newspapers to Sam Goldwyn and 
Cecil B. DeMille—but. once established as 
an actor, he fashioned his life into some¬ 
thing of a horse opera, buying up acres of 
land and lisung his occupation as "ranch¬ 
er.'’ "A horse to him." a columnist once 
wrote, "was like a sonnet to Keats." 


I WlTom Carvel, 84. the ice-cream ty- 
EUlccon whose voice—a near-inde¬ 
scribable mix of grumble, mumble, rasp 
and gasp—peddied his company's wares 
in radio and TV ads for 35 years, died in his 
sleep in Pine Plains. N.Y.. Oct. 21. Bom in 
Greece. Carvel invented the frozen-cus¬ 
tard machine in the ’20s and started selling 
icecream in 1934 with a $15 loan from his 
wife. Agnes. He began selling franchises in 
1941; more than 700 stores are now in op¬ 
eration. Carvel launched his distinctive 
voice-over vintf—unedited, flubs, poor 
syntax and all-in 1955. “Our commer¬ 
cials." he said, “are for the people who look 
like us. talk like us and sound like us." Un¬ 
like us, he sold his company to Investcorp 
in 1989 for $80 million; the new owners an¬ 
nounced this year that Carvel’s narration 
was being dropped from future ads. 
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INTRODUCING... 

MARIA DE MEDEIROS, 
THE STUNNING 
SEDUCER OF BOTH 
HENRY & JUNE 
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"1 think the film 
hos absolutely 
nothing shock 
ing," says Do Me¬ 
deiros. "H is a 
vtuy delicate film 
and romantic." 
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► Uma Thornton, 
far right, who 
plays June to Fred 
Word's Henry, 
admires De Me¬ 
deiros's "amaz¬ 
ing ability to toke 
a nop anytime." 
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Not for children under 17.” She plays the 
uthorAnais Nin (1903-77), whose inti- 
ate diaries, revealing her dangerous liai- 
ns in the Paris of 1931 and ‘32 with both 
iter Henry {Tropic of Cancer) Miller 
layed by Fred Ward) and his wife, June 
ma Thurman), are at the heart of the 



M ovie sex, explains Maria de Me¬ 
deiros, star of the sensual new Henry 
& June, “has a choreography and timing 
to it. It’s almost as if you were dancing.” 
And clearly she doesn’t mean the frug 
De Medeiros, 25, makes a soul- and 
bodv-baring American debut in a film so 
controversial that it prompted the Motion 
Picture Association of America to create a 
new movie-rating category; NC-17, or 


Of course I was nervous,” admits 
Medeiros about her steamy love 
enes. “But it was a good thing for me. I 
st let the shyness become part of my 
aracter.” 

De Medeiros won the role of Nin after di¬ 
rector Philip (The Unbearable Lightness of 
Being) Kaufman saw hundreds of appli¬ 
cants and was struck by her uncanny resem¬ 
blance to the author, whom he knew, “You 
feel a softness and elegance about them 
both,” he explains, “a churning sexuality. 
Maria, like Anais, is calm but sexy. What I 
love is that she’s really funny and laughs at 
everything, making it an adventure.” 

The daughter of Portuguese composer 
Victorino de Almeida (Nin’s father was 
also a composer), Maria grew up, with 
younger sisters Ines, 22. and Anna. 11, in 
Vienna, Europe’s music capital. During 
high school in Lisbon, film director Joao 
Ctfsar Monteiro, a family friend, cast her 
as the star of Sihestre, his medieval tale of 
a girl who passes for a boy to defend her 


father. “And I liked it very much,” she 
says. So much that on arriving in Paris to 
study philosophy, she scrapped her plans 
and enrolled in the prestigious drama 
school, Conservatoire National Supirieur 
d’Art Dramatique instead. Subsequently 
she starred onstage in Etvire Jouvet 40, a 
duet for student and teacher, then inZu- 
zou. a rock musical. 

For someone so willing to go nude on- 
camera, De Medeiros is fiercely private 
about her life offscreen. Currently she 
shares an apartment in the Montmartre 
section of Paris with her boyfriend of five 
years, whom she met in drama school and 
describes curtly as “nobody famous." 
When not working, Maria reads Shake¬ 
speare and MoliSre, plays the cello (“bad¬ 
ly”) and gobbles up American movies. 

“I don’t cook a thing but frozen food,” 
she says’. 

She scarcely has time. This fall she 
filmed Meeting Venus for Hungarian direc¬ 
tor Istvan Szabo. She has also made two 
shorts that were shown in Paris. So 
though she admires Nin s Diaries, don't 
expect De Medeiros to start keeping her 
own. “It lakes a big discipline,” she 
explains. “You have to concentrate on 
the writing. And I can’t do that for the 
moment.’’ —Marjorie Rosen, 

Maria Speidel in New York City 
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face it, you are not always what you wear. And whatever you 
push and shove and rearrange on the outside can't begin to 

inside. So support yourself another way. 

& 

well, you must run intelligently, in shoes 
as you do. And you should choose a 
iy for the way your foot moves . A shoe with 
ng, to protect your feet from impact and 
t's both stable and flexible, to hold your foot 
repeated mile. A shoe like the Nike Air Max ‘ 



injury. A a 
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can run. But you don't need to hide. 



r women. 

. 1 call 1-80046S-1A1R. 


The Nike Air Max* One of the entire line of nmn inf shots from Nike, for ux 
hr more information, call 1S00-S44-NIKE. Monday-friday, 7om-Spm. PST. In Canada, i 
! # 
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AFTER DECADES OF SILENCE, 

RAYNOMA SINGLETON IS SINGING THE BLUES 


ABOUT HER EX-HUSBAND BERRY GORDY 





he was 
1 old wh' 
an a mateu 
w as an uni 
giing tom; 
was ano 
lasted Ion 
rv Gordv j 1 



S he was SWTgry, ambitious 20-yefP 
old wht?$IS&$ tudied music and won 
$png contest in Detroit; he 
pt ex-boxer who was strug- 
S^s a record producer. It 
atch from the first, but it 
for Motown czar Ber- 
an empire—and for 
his wife, Raynoma. to lose one, 

A laie-summer day in L.A.. and Ray¬ 
noma Gordy Singleton. 53. is sitting In the 
study of the sleek house where she lives 
with ex-husband Ed Singleton, a music 
producer, and his wife. Barbara, who in- 
\ ued her to move in when she hit a finan¬ 
cial low. It is here that she worked on the 
:ust published Berry, Me. and Motown —her 
'ake-no-pnsoners memoir about hep part¬ 
nership with Gordy—and where she exor¬ 
cised the demons that have been haumtns 


ter for decades. Buoyant, compact, she 
has the air of a woman who has been re¬ 
lieved of an enormous burden. 

If Raynoma is at peace, however. Mo¬ 
town founder Gordy (who sold the com¬ 
pany in 1988 for $61 million) has every 
reason to be rankled by her version of 
their years together. By her account, he 
was an unfaithful husband and a rank op¬ 
portunist who fast-talked her out of her 
share of the company she helped him 
build. As if that weren't enough, her book 
offers up an insider's view of his affair 
with the young Diana Ross, which pro¬ 
duced a child, 19-year-old Rhonda. 

Gordy s L.A. office says he has not read 
the book, but his special consultant. Mi¬ 
chael Roshkind, who has. calls it "trashy 
and false. Raynoma is an opportunist. . . . 
What did she reallv have to do with build¬ 


"To me," soys 
Motown veteran 
Singleton, "Berry 
Gordy was one 
of the most self¬ 
ish people on 
earth." 


ing Motown—with Michael Jackson, Di¬ 
ana Ross and Stevie Wonder? She's trying 
to capitalize on other people’s success." 

Counters Raynoma: "I just needed to 
be recognized. In 30 years 1 never got a 
chance to tell Beny how I felt or wbat I’d 
been through." 

It was the fall of 1958 when Raynoma 
Mayberry Liles—the daughter of a Cadil¬ 
lac. Mich., janitor—met an eccenmc en¬ 
trepreneur named Berry Gordy. Desperate 
to make it as a singer and songwriter. 


Hittp://legacy.library.ucsf.e@ai(trdifel^[tC)5SaO0/p«Blf.industrydocuments.ucsf.edu/docs/qnhl0001 


52189 0863 












Raynoma Waffioned for Gordy, then 29, 
who was a fledgling music busi¬ 

ness out op^ii^rs’ houses in Detroit. 
The son ofa successful businessman. 
Gordy was a hardworking sort who. in ad¬ 
dition to boxing, had run a record store 
and labored on the Ford assembly line be¬ 
fore turning his hand to producing rec¬ 
ords. To Raynoma. “he reeked of creativ¬ 
ity and excitement and showbiz,” she says. 

Impressed with the shapely Raynoma, 
Gordy brought her into the business. With' 
perfect pitch and a strong background in 
arranging, she had the skills he needed to 
develop local acts like the Miracles and 
the Satintones. She also was willins to let 


Gordy dominate her life. When she sensed 
that his sisters were weary of hosting Ber¬ 
ry and his musicians, she offered the 
cramped apanment she shared with her 
toddler son. Cliff, the product of a teenage 
marriage. There, she and Gordy began 
Rayber Music, a shoestring operation that 
helped aspiring artists launch their songs. 

Although Raynoma was wildly infatuat¬ 
ed with Berry, who was married and had 
three children, the two slept in the same .. 
bed for weeks before partnership blos¬ 
somed into romance. As they became more 
intimate, she claims he told her that he 
“had a few girls” in the red-light district, 
Raynoma was shocked to think of her be¬ 
loved acting as a pimp, but soon afterward, 
frantic for money for bills, she allowed a 
woman who lived across the hall to set her 


up with a client. Berry, she says, never 
asked where she had gotten the extra $17. 

Working frenetically over the next few 
months, the two managed not only to get 
Rayber rolling but to start up Tamla Rec¬ 
ords, which released such hits as the Mir¬ 
acles’ “Shop Around." Raynoma—then 
three months pregnant—made what 
she regards as her first mistake: After reg¬ 
istering Tamla and their new publishing 
company, Jobete Music (said to be worth 
as much as S200 million today), she re¬ 
moved her name from the legal papers. (A 
Berry spokesman says her name was never 
on the papers.) “Berry said it was a for¬ 
mality, that he would always take care of 
me,” she says. 

Only when their son, Kerry, was nearly 
a year old did Berry agree to divorce his 
first wife and marry Raynoma. Wedlock, 
however, did nothing to heighten her 
sense of security. After the ceremony the 
groom spent the night away from home— 
with another woman, she claims. “I was 
sick, confused, frustrated, disgusted, dis¬ 
believing.” Ray says Berry denied be¬ 
ing unfaithful and managed to calm her, 
but the nightmare continued Soon she 
was receiving dead-of-night phone calls 
from his lover, who taunted her by saying 
that Gordy had just left her bed. Still 
Raynoma stood by her man. “It was big¬ 
ger than just the mamage ” she says. “We 
had a company to think about.” 

It was the company, and not the mar¬ 
riage. that survived. In 1963 it turned out 
that Berry s mistress was pregnant; Ray- 
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i RED ROTTING HOOD- 
f consumer rights, insurance 
lies and some very well- 
arts. 


Once uponlf jime, the differencial 
betweH^^tion auto replace- 
ment parted genuine parts 
obvious./Evfca the naive consumer 
could se&ths*6ugh the disguise; 
cheap pafts made of imitation sheet 
metal dillS^it right or provide 
reliable j^fH^ption against corro¬ 
sion. Ai^pafe|city from a few 
concerned automakers quickly 
convinced consumers to request 
genuine parts for body work, and 
nothing less. 

Enter the big bad wolf. 

The plot thickens. Dawns the day 
of an automotive pans association 
established by auto insurance com¬ 
panies. They begin pushing non- 
genuine paris-to body shops and 


4nnocent grandmothers alike- 
through a system that okays parts 
%or car repairs based upon the 
lowest price, not on quality or 
consumer preference. 

Today, 31 states have passed laws 
requiring insurance companies to 
tell us when they specify non- 
genuine parts. But, we’re still not 
out of the woods. 

A new, well-disguised quality 
certification process promotes the 
spoof that imitation pans are equal 
to original equipment quality. 

Imitations aren’t covered by 
most automakers' original corro¬ 
sion warranties. Nor do they pro¬ 
vide us with the peace of mind or 
replacement value insurance com¬ 
panies owe us in return for their 
costly premiums. 


Ohh, what a big mouth you have. 

At this point, using it to speak up 
for your rights is possibly your only 
defense. Deceptive pan-approval 
tactics are in place. Many if not most 
insurance companies are ready and 
willing to specify cheap imitation 
parts for auto body work. Unless 
we cry wolf and virtually demand 
genuine pans from our insurance 
companies, a little red rotting hood 
or door panel will be something 
we’ll just have to swallow. 


QUALITY PARTS 
FOR QUALITY CARS'" 
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noma left Ij&pem to open Motown’s first 
New York^ity office. At odds over bud¬ 
gets. the t^^ntuallv came to a show¬ 
down wh ea^y noma arranged to sell 
booties ct feiHofi 'Mv' Guy," by Mo- 
town's MiyWHU. in order to raise oper¬ 
ating funds for her office. The FBI found 
out and arrested her. Gordv. she writes, 
offered to drop the charges only if she 
signed a “general release from Motown 
and all of its entities." She complied. 
When they divorced in 1964. he gave her a 
settlement that included a lump sum of 
SIO.OOO, $1,382 in alimony each month 
for lOyearsand S150 in monthly child 
support until Kerry was 18. 

Married to Singleton in 1966. Ray noma 
continued to feel herself in Gordv s shad¬ 


ow. She and Singleton moved to Wash¬ 
ington. D.C., and tried to reenter the mu¬ 
sic business, but they were unsuccessful, 
largely, she claims, because Beny was 
such a voracious competitor "He had a 
lot of clout w ith people we had to deal 
with when we were starting up." she says. 

Still susceptible to the allure of Gordv 
and his company. Raynoma went back to 
work at Motown headquarters in 1967. 'i 
thought they needed me." she says. 
"Motown was my baby." Her marriage to 
Singleton failed, and she bounced from 
job to job within the organization. By 
1970. she found herself serving as person¬ 
al assistant to Diana Ross—a position 
that provided her with a close look at the 
romance between Gordv and Diana As 


Raynoma tells it. she was on the road with 
Ross in 1971 when the pregnant Diana 
(who married her personal manager. Rob¬ 
ert Silberstein, two weeks later) called 
Gordv asking whether or not he intended 
to marry her. Raynoma can only speculate 
that Berry s answer was no because, she 
says, "he doesn’t take any ultimatums." 

Eighteen years after she had returned to 
the fold, Raynoma was fired by one of 
Gordy's assistants, who told her only that 
the company was paring costs. "I was 
shocked.” she says. "1 couldn't believe it.” 
Picking herself up. she tried to establish 
herself as a talent manager, but the going 
was slow. The final blow came w hen Berry 
sold Motown. Says Raynoma. “1 really ex¬ 
pected that when the company was soid, 
there would be something ihere for me.' 

These days. Raynoma spends much of 
her time overseeing her children's careers: 
Kerry, now 31. has launched his own rec¬ 
ord label, and daughter Rya Singleton. 23. 
is pursuing a singing career. Son Cliff 
Liles, 34, is a bassist, and Ed Jr.. 24. works 
for an executive at Warner Bros, records. 
"It's all heredity." Raynoma says. 

"They re just jumping off. and this is my 
new career." 

By her account, she has come to terms 
with Gordv and her past. “I feel like my life 
with him has been a huge chess game, and 
that I've won.” she says. "He's got all the 
money, but he didrit end up with the ap¬ 
pearance that he wanted, that perfect per¬ 
son who helped the Boy Scouts." And 
while others might see her as vindictive, 
she says. "I had no choice. I could have 
continued to protect his name, but I would 
have been a martyr " —Michelle Green, 
Lois Armstrong in Los Angeles 
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Counting on something to always be there and always be good. ItVkind of an old fashioned idea. But that’s 
what folks like about Tetley? They like those tiny little tea leaves.That smooth and soothing taste. Which is 
why there are so many new people switching to our brand. Its nice to be appreciated, 

BETCHA GONNA LIKE IT BETTER, TOOT 
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SEQUEL 


Bunny and pinup model, a former Mil¬ 
waukee cop, a convicted killer and—for 
three months—one of the most celebrated 
fugitives since Bonnie ran off with Clyde. 

Sentenced to life in pnson for the 1981 
murder of Christine Schultz, her then 
husband’s ex-wife, Bembenek had for nine 
years proclaimed her innocence. The only 
eyewitnesses to the crime had been Chris¬ 
tine's two little boys, who said the intruder 
who shot their mother in her bed was a 
large, stocky man. But the fatal shot was 
fired by a revolver belonging to Bembcn- 
ek’s husband, Milwaukee Police Det. 
Elfred Schultz Jr., who was on patrol in 
another part of town at the time. A hair 
found on the victim was similar to Bern- 
benek’s own. A web of circumstantial evi¬ 
dence convicted Bembenek, but her trial 
left so many doubts that defense attorneys 
appealed the verdict three separate times. 
Wisconsin’s appellate courts declined to 
overturn the conviction, most recently in a 
decision handed down last June. 

With her legal avenues exhausted and 
no chance of parole until at least 1993. 
Bembenek, as she later explained to a re¬ 
porter, was “incapable of further with¬ 
standing the mental sodomy of the prison 
system.” On July 15 she squeezed through 
a basement laundry-room window at the 
Tavcheedah Correctional Institute, 
crossed a seven-foot, barbed-wire-topped 
fence and vanished. Milwaukee factory 
worker Dominic Gugliatto, 35, the brother 
of another inmate, disappeared the same 
day. Gugliatto had met Bembenek at the 
prison last year, fallen in love with her 
and—despite the fact that Wisconsin does 
not allow conjugal visits—planned to 
many her in a prison ceremony set for 
Aug. 5. The fugitive couple, observed 
Gugliatto's father. Ed, were “on the run 
seeking love, justice and freedom." 

Much of Milwaukee wished them well. 
RUN. bambi. run T-sh irts sold briskly. 
Three-fourths of the 15.500 people who 
phoned in to a WISN-TV poll after her es¬ 
cape said they believed in Bembenek's in¬ 
nocence. and 72 percent of callers to a ra¬ 
dio station said they wouldn’t turn her in. 
But after her likeness was shown on the 
Oct. 12 America s Most Warned TV pro¬ 
gram, an anonymous California man 
called the show and said that a woman re¬ 
sembling Bembenek had waited on him as 
he traveled through Thunder Bay. 

“The game is over. We know who you 
are.” the police announced when they con¬ 
fronted Bembenek and Gugliatto hurriedly 
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s a great party. Everybody's dancing. But 
rything stop when the CD ends? Not if 


iferything stop when the CD ends? Not if 
you have the Magnavox Carousel CD Changer. 

This innovative CD player plays up to 5 
different compact discs. You can even pre¬ 
program up to 50 songs in any order you want. 
Pius, you can change up to 4 discs while the 
fifth one is playing. 


So, the music goes on and on. And this 
machine gets the best out of your CDs, thanks 
to a 4x oversampling digital filter and dual 
16-bit digital-to-analog converters. But that’s 
not surprising. After all, it's from the inventors 
of CD technology. 

Magnavox was always a smart player in the 
CD world. But making it non-stop is even smarter 


MAGNAVOX 


r 1»0 Ph.irpi Coniymtr llectronici Cowwnv A Oivuton of Nonh Am«r«an Corp«c*t»orv. 


http://legacy.library.ucsf.e(^tiid«yy(lrfl>tBffiQ(ZMp«Mv.industrydocuments.ucsf.edu/does/qnhl0001 












' -'4fyt 5 



t «• '< 

J 

st . 



packit Oafe eir basement apartt$0t6n_; 
Oct. 1 J^mortly after her questioi^ng^n 
Detecfeyyhhur. The detective’s^WS^^ 
lack oymlrpt in the Columbia Qolbyffi 
ress h Jraajn a play for time whtIPPiaSSk 
was ruiiiP’Jennifer Gazzana,” Hnfepgf 
timtedam^aol to have legally reqpircfr * 
wordtk^eis. “It's son of a relp^^n 
use ou rKf names.’’ Gugliatto admitted ; 
dunn gfuef tionmg. He and Bembeneck 
surrenaP^f quietly and were locked up to 
await ^trad ition. “Just 10 minutes more 
and wimHij have gotten away,” Bem- 
benek ^Pifcreponer from jail. “One of my 
higpesfaf ^nksa s that we were never able to 
get legahynumied.” 

Plans for the nuptials will probably be 
put on hold for a while. Bembenek’s es¬ 
cape won’t please her parole board and is 
itself a crime punishable by five years im¬ 
prisonment. What's more, Wisconsin au¬ 
thorities plan to send her away to a federal 
penitentiary since the state’s only wom¬ 
en's prison couldn’t hold her. 

As for Gugliatto. his future appears al¬ 
most as gloomy. A heretofore law-abid¬ 
ing citizen, he got involved with Bem- 
benek only after spending hours poring 



through newspaper clippings about her 
case to assure himself of her innocence. 
Now he could face up to five years in 
pnson for aiding her escape. He has also 
risked losing the affection of his three 
young children, for whom he had faith¬ 
fully paid child support until he hit the 
road with Bambi. “They think he doesn’t 
love them." his ex-wife, Juanita, said 
shortly after he disappeared. “They say, 
; He dumped us for her.’" Juanita ex¬ 
pressed skepticism about Bembenek's 
innocence: “Someone that innocent and 
nice doesn't convince someone to take 
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M Dominie Gug- 
Sotto posed wth 
' his fiancAe, &®rrv 
lMi i bartelqinpH*- 

oh ftoiier this y*ar. 


A "I'd hire her 
bade," says res¬ 
taurant owner 
Louis Kebezes 
of feembenek. 


off when he has responsibilities.” 

Bembenek’s ex-husband, Fred Schult 2 . 
concurs. Now remarried and running his 
own contracting business in Cape Coral, 
Fla., the former cop contends that Bambi s 
escape attempt “was a confirmation of her 
guilt. It’s just that simple.” 

Bembenek maintains her innocence. As 
Detective Arthur accompanied her to the 
Thunder Bay jail, she explained how she 
had been framed for a murder she did not 
commit. The detective was not fully per¬ 
suaded. “I’ve been in this business a long 
time. I’ve seen lots of people I wouldn’t 
think were murderers. They don’t have it 
stamped on then foreheads,” he notes. 
Bembenek sounded credible enough, but, 
he says, “It could be that she’s told her sto¬ 
ry so often she believes it herself.” 

—James S. Kunen, 
Beth Austin in Thunder Bay, 
Lynn Emmerman in Milwaukee, 
Marilyn Balamaci in Cape Coral 
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Rmfrl yQU at library. Or on a "no-radio” it’s got. AM/FM Digital Quartz tuning with memory 
beach. You could slip away for a quick music presets, 20track programmability, remote control, 
break. Or, simply slip a CD into this Magnavox Dynamic Bass Boost and much more. 

Personal Portable CD Player. And when you want to share the sound, simply 

It’s just a little larger than the compact discs it plug it into your car stereo* or home equipment, 
plays. So lightweight, it’s hard to believe the big For Magnavox, making the move into CD 

CD sound. Not surprising, it’s from the inventors technology was smart. Making CD sound really move 

of CD technology. And wait'll you hear what else is very smart. ■ w *» *» 

MAGNAVOX 

SmartVery smart* 

$ 1990 Philips Consumer OacirorWc* Company- A Division pf North Ampric»n Corporation 
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I t's a bore,” says Katharine Hepburn. 
"B-O-R-E. when you find you've be¬ 
gun 10 rot. First 1 smashed this an¬ 
kle’'—she waggles it—‘ in an auto acci¬ 
dent in ’82, and after that I walked in a 
funny position. Threw out my back." She 
shrugs. “I’ll live forever, but I may not be 
able to move.” 


So she claims. This morning, though, 
Hepburrmfullv ambulatory. In fact, she 
doesn’t jest cros^a room. She’s a zoomer. 
The mer^tQuncy&f her step on the stairs, 
as she deslpilffrom her bedroom here in 
her east Manhattan town house, can send 
word fla|Siipii|ong the staff: "She’s 
down!” M83, somewhat hunched now, 


word fla^^Si^ong the staff: "She’s 
down!" At>83, somewhat hunched no 
she still l]gMh|$|taIity of a flapping elec¬ 
trical y i . r 

At thi^P^t, at rest in the living 
room, h^J.£|£^|ossed as idly as a teeiF 
ager’s, t^^^^is reciting her regin£Tl. 
She rises before sfaw-n. Summers, she' 
a freezin^tfeEgpr: winters, at hercoui 
home, a fefe&tifeih the freezing Long Is 
Sound (^jufnotrntaie people”). She 
stands on her head for four minutes. 


Does shr 
Hepburn t|S 
what,” shej 
She h&ik; 
ofYankl^t 


isider herself eccentric? 
ft|gHone over. "Som 

$s mamiafce|J steel L> 
&. but nowffitli breal^l 


big one. Ever since 


star— irp^^glth her first picture. A pWTq 
DrVorceme/^^pepbum has resolute); 
guarded h^^m-acy. usually treating the 
press as a f3|y|| of low peepers. So 
surprisethe publication this mvmu 
of a book dj lafij# tographs. The Pnxaietyvritf-- 
of Kaihar w£gj>£b un\. shot over the p^st 15 
years b> JlfmT|rYSQn. h amounts to j 
auctionee^lpfentory of her homes.* 
with dcasB&eLshots of. among othe 
things, playing Parcheesi. 1 

ing chicken|||a lying in bed. haggarfm 
hair curie t ffs% at's more, here she is in her 
ow n housi^HMg an interview. How come? 

She lau fhs ;Soon u will be too fate.' 
she says, mPInce quavers and cuts, like 
an old cz«i§i^. "And I'd rather do this 
myself th Wafc^b thers do it after I'm 
dead. Thfivneverget things straight. - ' 

It’s hard to blame them. This living 
room alone, sumptuously old-fashiolied. 
with its basic-black rotary-dial phone and 
folk-an rug. is strewn with scores of little 
objects only Hepburn could catalogue. 

Some turn out to be tiny sculptures'of the 
lady herself: in tennis costume, in a sun 
hat, as Shakespeare's Cleopatra. ... 
Through an archway is visible a fine, large 
portrait of Hepburn, chin in hand. Whaf 
saves the place from seeming like a shnne 
to herself is the spill of oilier curios here. 
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including pre-Columbian statuary, lumps 
of crysu.. a winning Wimbledon tennis 
racket from Martina Navratilova and a 
vast assortment of gawky sculpted birds. 

From her living-room window Hepburn 
can look out across the back garden at the 
home of Broadway composer Stephen 
Sondheim. Several winters ago, when he 
was plunking out A Little Night Music on 
M„ she paid him a sur- 
Iked barefoot across the 
‘•through snow this 
ajamas.” Draping herself 
ow, she stared in at him 
E. Sondheim glanced up 
she vanished. ‘'I've never 
ound from him.” says 
ullv. “We bow when \ 




rm and clutter as He 
se (purchased in 1? 
iwever, it is basically! 
erre. Her true homeil 
nnecticut shore. Evq 
father first began sii 
e family there. Fenwick hi 
asi. Hepburn has al’^a 
Silvanparticular, she has. 

.he mem<sggBf|ier mj 
rivals M ffiOift iese. fyje r 
eTmgle mo^ti^onan^™g 
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pleteiyiheprQductgfo^ 
ing individuals who I 
v parents." 
formidable pair. He 
Norval Hepbum, w^Sohe 
foremost surgeons: 1 
;us around 1910 wheijJie 
ational campaign t< 
cure for venereal di| 
is wife. Katharine Heugftof 
a leading tub-thum| 
ts: she was among the first 
both Planned Parenthood 
fue of Women Voters. As a 
Katharine was blowing up 
uffragette parades and stag- 
ivvith signs saying VOTES FOR 
were interested in saving 
the human race." says Hepbum today, 
‘"and they had the nerve to be unpopular." 
They succeeded. Town leaders were al¬ 
ways getting their knickers in a twist over 
the Hepburns' crusades. "So we were 
snubbed as kids." says the actress, ' and 
that made us strong " 

Not just strong: The Hepburns were ex¬ 
uberantly self-sufficient. There were six 
children (Kate was the second), three 
boys and three girls. It was a Kennedv- 
styleclun. all-for-one. sports-mad: while 
at the dinner table "e\ery conceivable top- 
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ic was discussed—venereal disease, pros¬ 
titution. feminism. Marxism, Darwinism. 
Fabianism, even nudism.’' 

Perhaps life at the Hepburns was a little 
too splendid. "1 was very close to my fam¬ 
ily," says the actress, ‘’so I didn’t need to 
go outside for entertainment ” As a result, 
she says, "I don’t make friends easily to 
this day.” Her lone-wolf tendency was 
certainly reinforced by the suicide of her 
older brother, Tom. at 15. He hanged 
himself, and Katharine found the body. 
Hepbum believes it was a prank gone 
awry, but whatever the truth, she says, “It 
made me into a slight recluse.” 

Overall, though, she looks back on a lu¬ 
minous childhood, and she credits that 
legacy from her parents—everything from 
her cheekbones to her ‘‘nerve to bum”— 
with helping to make her an immediate 
star in Hollywood. ”1 was also lucky to just 
hit it right,” she says, “with the pants and 
the sort of digage air...To date she has 
made 42 movies, earning 12 Oscar nomi¬ 
nations and winning four times, more than 
anyone else. Her work, mannered at times, 
has nonetheless been extraordinary in its 
range. Who among her contemporaries 
could shine, as she has. in both Bringing Up 
Baby and Long Day's Journey imo Night ? 

But over the years, almost as striking as 
what Hepbum has done is what she has 
not done. While venerating her parents' 
example (“1 was brought up to believe the 
most important thing you can do is to bel¬ 
ter man s position in the world—and 
woman's”), she has rarely campaigned 
for social causes herself. Even during the 
Hollywood blacklist—though she did 
make a speech against film censorship— 
she largely stayed out of the fray. “I didn't 
go in for a great deal of protesting.” she 
says. Perhaps she has become more so¬ 
cially conscious in recent years. "I don't 
know." she says blandly . "Have I?” 

Well, as a supporter of reproductive 
rights, she has lent her name to Planned 
Parenthood, her mother's old cause, and 
last month she invited for dinner iwo ex¬ 
nuns, Barbara Ferraro and Patncia Hus¬ 
sey. who bucked the Vatican on abortion 
nghts. Still, Hepbum has sometimes won¬ 
dered aloud if she might have let her par¬ 
ents down. She once told screenwriter 
Garson Kanin. ‘T think [Mother] thought 
of most of the things 1 did as being sort of 
la-di-da commercial.... She didn't think 
the things I did had enough to do with 
what really mattered in the world. ... 

And yet the great paradox of Hepburn 
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is that by being, as she calls herself, "an 
aggressive, seif-involved mutt." she has 
become a social force after all. Her cour-' 
age and brio have made her inspiring to 
three generations of women. 

“isn't that funny?” she says. “I am 
aware of that. 1 think that’s because I’ve 
been ipfcperi^ent, don’t you? Because I 
chose^ road afid stuck to it.” 

1928, Hepburn made a 
false stan at the conventional life, marry¬ 
ing anls&MSMlbe broker and sometime in- 
vento||iarnefLudlow Ogden Smith. But 
she patU£l fr«n him after six years and 
therea^y^he likes to put it, ‘'Ibje^hke 
a man ^yShsi iad already lived like' a b&ga 
Fromjthe ages of 9 to 13, she had sPra 
her h^^^^lled herself Jimmy. ^Earlw 
on. Hepbum#so ruled out having„fchf^" 
dren. a.4&cuajl£n she says she has nlfiitiil 
eretteo. n^ad such a wonderful uphnng- 
ing,” |PlfiPj| “that 1 had a very hi|ff%||iP 
standard of how a mother and fat hfesslb si 
should t^iiave. I couldn’t be that w&yand 
carry on^p&wj^ career." |ii|Ig 

Ho we^.H t?f>b u m continues, " foj 
body's cpmfs^tely ind^^lnt"-^^P 
s c rva fleads heps^some 
tling ruminations oast hesfe^te nee op||||| 

••Wc ^fen ip ve been the slaves 
she says^^ww they're less slavish^^f™ 
sometir^?|u|my way of thinking the^gl® 
should bSwble more slavey. ThePSep4 
have mc^ fi|i. The relationships 
work befiSPlf'a man could protect and a 
women pSl|do her chore of ma %g sbafiS 
feel ereafa^lneone's got to 

Tff^pr^mi.v what one would 3|£g|LtSj 
find in tfl^fpbum handbook. 


THisTiHra®iy w-hat one w-ould exoefitQ| 
find in tfl^fpbum handbook. 

But I thifSSlisen and women have a sort of 
obligatteg^ween them.” she sav$ : “to 
make )if»attractive and picturesque. And I 
Lhink thpgi^e way of doing it. 

"1 m{yjg^.can carry the logs up from 
the cell ar .an.|bt ii]d the fire. I do all that 
But if I srewff&med to someone and i did 
it and he was sitting reading the paper. I 
would {ike him to feel"—Hepburn, as she 
often does, is laughing now—"that he's a 
lazy son of a bitch.” 

Perhaps her views here are colored by 
her life with Spencer Tracy. He was al- 
ready married when they were partnered 
in J 942's Mbwion of the Year (the first of 
nine movies logether). Yet they sustained 
a fabled romance fdr more than 25 years, 
until his death. She once said she changed 
her style around him. (”1 stopped bcina 
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Hepburn has 
been shopping ot 
Walter Koze/s 
grocery store in 
OldSaybrook, 
Conn., tor more 
than 30 years. 


At for left Hep- 
bum lunches in 
New York with 
staffers (from left) 
James 5a noth', 
hairdresser; Mi- 
chol Bigger, 
mokeup;ond sec¬ 
retaries Sharon 
Powers ond Phyl¬ 
lis Wilboum, 


At Fenwick (far 
left, below), Hep- 
bum chops and 
sows her own 
firewood—ond 
scales trees that 
need pruning. 

She has never 
hired a gardener. 


On the set of On 
Golden Pond (left. 
In 1980), Hep- 
bum rotted her 
hair in curlers 
homemade from 
newspaper to ab¬ 
sorb me water. 


loud and bossy. Oh. all nght. I was stiU 
loud and bossy, but only behind his 
back.”) Did she accommodate herself to 
Tracy? “Yes,” she says.‘‘Because life has 
been easy for me, and I think life was diffi¬ 
cult for him. So we fell into a certain kind 
of behavior. I enjoyed it.” 

Suddenly she sits up. “Do you want to 
. see something?” She sprints for the stairs. 
An instant later she has reached her bed¬ 
room and is plucking up something from 
her night table. 

“Here’s Spencer!” she cries. “Oh. he’s 
falling out of his frame. Don’t look. Don't 
look. Turn your back,... All right.'' 

She holds a small painting of Tracy she 
did many years ago. At least she says it’s 
him; seated in an armchair, he is reading a 
newspaper that obscures his face. 

"I thought he had a great face,” she 
says, "but l couldn’t paint it. I could paint 
his silhouette.” Now she produces a two- 
inch bronze head of Tracy. It fits the hand 
like a grenade. “Then I did this of him,” 
she says. “I think that’s rather good. I'm 
just sony no one really did him because he 
had a great, great head.., 

Though she may be alone these days. 
Hepburn is hardly solitary; she lives in a 
surge of family, staff and old friends. Be¬ 
sides painting, she says, trooping back 
downstairs past several of her own can¬ 
vases, she reads through scores of 
new scripts; she mostly doesn’t like them 
(“terrible old ladies”) and doubts she will 
act again. She ventures out to galas (“Til 
be at the Kennedy Center in Washington 
Dec. 2.1 think I'm one of the honorees”). 
She doesn't go to church: “I'm not op¬ 
posed to religion. I just never found it a 
necessity." is she afraid of death? "Not at 
all. Be a great relief.” She smiles benignly. 
“Then 1 wouldn’t have to talk to you.” 

Still, it's good practice for next August, 
when her autobiography appears. That will 
really have the media leaping and squeak¬ 
ing for interviews. With a $4.25 million 
advance, the actress spends much of her 
time these days writing it. in longhand on 
legal pads. “It hasn't a beginning, middle, 
end,” she says. “It’s a bunch of stones. 
Observations.” 

She also goes to the movies. The other 
evening she saw Clint Eastwood’s White 
Hunter, Black Heart. Years ago, says Hep- 
bum, she tried te get that book—"about 
John Huston’s big game hunting while on 
location for The African Queen —made into 
a movie. “My conception of it would have 
made a brilliant picture," she says. “1 
wanted to play the lead. Thought it would 
be more interesting to have a woman go¬ 
ing against the elephants.” □ 
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"Voter* lmq<yrp©lluting trie environme 


expensive than cleaning it up," *oy* Tom Hoyden, *tumping for Big Green in LA. 


HOLL 

FORCE 


HEAVYWEIGHTS TURK OUT IN 
GE CALIFORNIA VOTERS TO GIVE 
REEN LIGHT TO BIG GREEN 


C aliforn^^Roniey General Joh 
Van felt edgy as he walked 

into the SfS^Ciub library in Los An¬ 
geles lastflonth. True, Van de Kamp. a 
passionatM^ronmentalist. was enter¬ 
ing friendJp£®|Uory. surrounded as he 
was by plmafll^ddlers. shelves of John 
Muir and^Eawaro Abbey titles and pic¬ 
tures of Yosemite National Park. And 
there was no question about where his 
audience stood regarding Big Green, 
the sprawling environmental initiative 
Van de Kamp helped originate last 
summer. His unease stemmed from the 
fact that the ballot measure, which once 
seemed as;formidable as a giant se¬ 
quoia. was suddenly on shaky ground, 
and Van de gamp's audience was frus- 
irated by the lack ofleadership in the 


Big Green camp. "Where are the big en¬ 
vironmental groups?” griped Carla 
Howard, a documentary-film producer 
who helped organize a Big Green con¬ 
cert. l Td like to see some heavy hitters 
behind us so this isn't just perceived as 
some fiakeball California initiative.” 
Van de Kamp could only nod in agree¬ 
ment. "We have to do a better job,” he 
conceded. 

The test will come next Tuesday, when 
California voters decide the fate of the 
most far-reaching environmental referen¬ 
dum ever put before the American people. 
Two weeks before Election Day, polls in¬ 
dicated that Big Green s supporters still 
outnumbered its opponents, but voters 
were voicing concerns about its economic 
repercussions. If Proposition ]2S. also 


known as the Environmental Protection 
Act of 1990, passes, Californians will im¬ 
pose stringent new controls on govern¬ 
ment, agriculture and industry. The com¬ 
plex 39-page, 16.000-word initiative calls 
for the ban of at least 19 carcinogen-con¬ 
taining pesticides, a 20 percent cut in car¬ 
bon dioxide emissions by the year 2000 
(40 percent by 2010). curtailment of off¬ 
shore oil drilling and private clear-cutting 
of timber and the creation of a state-elect¬ 
ed Environmental Advocate who would 
have power to override the Governor and 
legislature in enforcing environmental 
laws. 

How Big Green would affect the lives of 
ordinary citizens is being hotly debated. 
Opponents claim that the cost of gasoline 
would skyrocket, food prices would nse 30 
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percent and car air conditioners would be¬ 
come unavailable. In addition, they say. 
produce, formerly treated by banned pesti¬ 
cides. would be harder to find and afford. 
Counters Jamie Lee Curtis, who has been 
active in the Big Green cause, in a TV com¬ 
mercial: “We banned Alar on our ap¬ 
ples— The chemical companies told us 
to expect shriveled apples at higher prices. 
In fact, the only thing that shriveled were 
the chemical companies’ profits.” 

With stakes so high, both sides have 
done their utmost to woo voters. Propo¬ 
nents of Big Green have called heavily on 
Hollywood. Gregory Peck. Jack Lem¬ 
mon, Paul Newman. Barbra Streisand, 
Meryl Streep, Madonna and Spike Lee 
have all contributed to the cause. Mean¬ 
while, Jeff Bridges. Demi Moore and 
Bruce Willis, Susan Sarandon, Chevy 
Chase and other stars appeared in a half- 
hour TV commercial supporting Big 
Green. “1 want my son to dive into a 
clean ocean without thinking of toxic 
waste,” says director Oliver Stone, “to 
see the San Gabriel mountains more than 
once a year, to walk in the woods, not on 
a parched landscape, and to bite into an 
apple without worrying about cancer- 
today and 50 years from now. Is that ask¬ 
ing too much?” 

Maybe not. but according to oppo¬ 
nents of Big Green, the current asking 
price is too high. Their coalition—pesti¬ 
cide manufacturers, chemical compa¬ 
nies. foresters, farmers, power compa¬ 
nies and oil interests—reportedly raised a 
S16 million war chest to fight the mea¬ 
sure. “They're making billions of dollars 
in profit,” Cybill Shepherd has said. 
“They say we can't afford to clean up 
California. Well, look around. Because 
we can’t afford not to.” 

As fast as pro-Big Green celebrities 
speak out, opponents attempt to discredit 
them. “It’s amazing that the promoters of 
Proposition 128 believe the California 
voter is so ignorant as to accept expertise 
about scientific and food safety from the 
Hollywood community,” says Don 
Schrack. a political consultant hired by 
the opponents who call themselves No on 
128. To emphasize the point. Noon 128 
forces have enlisted former Surgeon Gen¬ 
era! C. Everett Koop. “I've spent my 
whole life admonishing Americans to do 
things to protect and enhance their 
health,” Koop says. “I’m not convinced 
that Proposition 128 will do anything to 
protect Californians' health." 
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No OTn28 originally designed it's^a,did 
and T #£a& pa«n to focus on 
consem^e Californians love tJfieteyH! 
Tom M il, co-sponsor of thegwttiauye. 
Says rfllttfe n: “They used to cal] it the j 
Van c|Pfi%)p-Hayden Initiativ ^ras^ flr 
John Democratic prima rvTto | 
Di aflae.fe nsteinl. they deleted 

fn^cmwas Van de Kamp ? 

dreanf^Wp the idea for the initlllPfifler 
nutne^^snvironmentai bills stalled in 
the S^pfesembly. Van de Kamp, who 
grew#p camping in the Sierra Nevada 
mou|iSi^. enlisted Hayden’s help, as 
well $sS||)£.League of Conservation Vot¬ 
ers, l|gg|j|jWa! Resources Defense Coun¬ 
cil. theSierll Club and Pesticide Watch. 
Together they gathered about 800,000 
signatures last summer, putting the initia¬ 
tive on the ballot. 

One immediate result was a fluny of 
confusing counterinitiatives. One group, 
calling itself Californians for Responsible 
Food Laws (CAREFUL)—but backed by 
agriculture interests—has introduced its 
own weaker Proposition 135. which envi¬ 
ronmentalists are calling Big Brown. An¬ 
other group, the Timber Association of 
California, is sponsoring a watered-down 



M Chevy Chose, 
holding daughters 
Cydney and Coley, 
hosted a fund¬ 
raiser writs wife 
Joyni. 


it Attorney Gener¬ 
al Von de Kamp 
even went so for 
os to lobby LA/s 
next generation 
of voters. 


proposition (138), derisively known as Big 
Stump. Singer Bonnie Raiti dismisses the 
whole lot of them as “Big Fraud.” 

Realistically, Big Green’s biggest hurdle 
may come not from organized opposition 
but from voters’ fears about its costs in a 
faltering economy. The nonpartisan Cali¬ 
fornia Chief Legislative Analyst’s office 
estimates that the initiative’s direct costs 
to state and local government may add up 
to S90 million a year. “People don’t think 
about what alternatives have to be used,” 
says Dr. Katy Wolf, a toxicologist and 
ozone-depletion expen. “They just want 
to get rid of the things they believe to be 
evil. I've become persuaded that (Big 
Green proponents! ate a bunch of elitists 


who don’t know anything about the real 
world.” 

Historically, Americans have perceived 
California to be on the cutting edge of po¬ 
litical and popular trends. “If we lose, it 
will look as if the environmental move¬ 
ment has been unable to translate the en¬ 
ergy and enthusiasm of Earth Day into 
the reality of politics in California." warns 
Bob Hatioy. regional director of the Sierra 
Club. Jane Fonda, Hayden’s ex-wife but 
co-campaigner, put it differently in a TV 
spot: “We’re Californians," she says, 
“We’re the most health-conscious people 
in the world. We work out, we jog and we 
swim. We play tennis. We eat sensibly. We 
watch our cholesterol. We don’t smoke as 
much. When you think about it. it’s kind 
of ironic. Because if you can’t breathe the 
air or swim in the ocean, if you can’t eat 
the food or drink the water, what are wc 
for?” Susan Ret>.- 

Lorenzo Bertel and 
John Hannah in Los Angeles 
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This Christmas, give him * diamond. 
THE till HE’LL NEVER FORGET RINGS, 
CUFF EINRS AND TIE GEAR IN COLD AND 


MASCULINE DESIGNS. PRICED FROM *100 
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A DIAMOND IS FOREVER 
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THE MAN'S DIAMOND 

When a woman loves a man 
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ounces, heads toward the water. Adults tip the scale of about 300 lbs. 


. FLORIDA'S 
S BABY TURTLES 
ITS, BIG CITIES . 


I f Florida's sctiynles ever became pojit- 
icaily orgaH^H one of the first iobb^ii 
ing groups tlpsi^ght form would be L 
MATE f Mqther&A gainst Thomas Edj-p® 
son'. The Menlo Park may b feA» 

herotohumafffPffutone ofhisinven- 
tlons—the li |m*pj|] b—wreaks havoc on 
newborn turf^^niai's because turtle 
hatchlings, v fiich emerge at night from 
shoreside nePWliem themselves accord* 
ing to the brij&^§| horizon. With the ur¬ 
banization s coastlines, more 

and more lumefareseeing the wrong 
light and heading toward civilization 
—and perishing from dehydration or lop¬ 
sided encounters with Buicks 
John Fletemeyer wants 10 help young 
turtles follow the right path to adulthood. 
.An anthropology professor ai Florida In- 
'mational University in Miami, he works 
art-time for the city of Del Ray Beach, 
monitoring endangered sea turtle nests 
along three miles of shoreline 

"When the turtles hatch." savs Fleie- 




' ”> v 


ivSC- 


/'.Ml 


"AD we eon do," soys Fletemeyer, seeing 
off his charges, "is wish them luek," 


meyer. 31 .“they seek the brightest hori¬ 
zon, Street lights, other outdoor lights, 
perhaps even the reflected glow from cit¬ 
ies might be enough to disorient them.” 
Del Ray’s turtle-protection program fol¬ 
lows two simple commandments: Thou 
shall not poach, and Let there be dark. 

Fletemeyer first finds the nests by fol¬ 
lowing the mother turtles’ flipper marks 
then posts signs to warn off poachers. If 
the nests are on the heavily used down¬ 
town area of the beach, he relocates the 
eggs to a quieter stretch behind the town s 
condominiums and private homes, where 
all outdoor lights must be turned off dur¬ 
ing hatching season. 

Violators will be prosecuted, or at least 
pestered, since Fletemeyer can call on the 
law to help. Spotting a fight behind a 
hedge, he makes a mental note. “I’ve been 
seeing that for a couple of days.” he says. 
“I’ll notify the cops, and they'll tell them 
to turn it oui ” When that happens, some 
sea turtles mav have a brighter future. □ 


I Photographs by Ac*y Harper 
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Child-proof reor door locks. Tether anchor points for child safety seats. Bumpers that exceed government impact standards by 100 percent. 
Steel guard beams in doors, four-wheel drive or driver-side oir bog Supplemental Restraint System available as optional 
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FOR A FAMILY FACING INCURABLE 
' HUNTINGTON'S DISEASE, FINDING OUT IS 
BETTER THAN THE DREAD OF SUSPICION 



T homas ‘'S kffjt^ ayes. a pastor in Mo¬ 
bile. Ala.. ahpHffs wife. Denise, were 
seated in theifl|y^ they argued over the 
family s finanJUrlrae asking him to write 
a check, he inai$8§§ there was not enough 
money in thei iat^t^ t to cover it. Sud¬ 
denly. Skip. 42TordinariK a calm, caring 
man. threw a punch at his wife. It 
missed—“I just, wham! smashed the 
whole windshield.” he recalls. But the out¬ 
burst. which occurred 3 1 .': years ago. had 
a profound effect on him. It signaled the 
Possible onset of Huntington's disease, a 
ispeci that he and his five siblings had 
.eaded ever since they learned that thetr 
mother had been stricken with the ailment 
! 5 years ago. In the intervening months. 


with the help of a recently discovered ge¬ 
netic marker for Huntington's (see box. 
page 134). the relationships betw een the 
members of the Hayes family have been 
forever altered. 

Huntington's is an incurable neurologi¬ 
cal disease that destroys brain cells. It is 
transmitted genetically. The chances are 
50-50 that the gene carrying the disease 
will be passed from a Huntington's carrier 
to his or her offspring. Symptoms of the 
disease include involuntary jerking of the 
limbs, a drunkenlike g 3 it. ioss of memory , 
slurred speech and erratic, irritable, some¬ 
times aggressive behavior. Most victims 
of the disease die within 20 years of the 
time it first appears 


Because the symptoms usually do not 
show- up until middle age, potential vic¬ 
tims often lead lives of tormented uncer¬ 
tainty. But in 1986. a genetic test was de¬ 
veloped enabling people to tell whether or 
not they have escaped the tainted gene. To 
date only about 200 of the 125.000 per¬ 
sons at risk have taken the test. One of the 
reasons may be that many people would 
rather remain in doubt than take the 
chance of learning they have so devastat¬ 
ing a condition. Some may also fear that 
Huntington’s would stigmatize them and 
make it impossible to obtain health insur¬ 
ance, Still others may.be deterred by time, 
financial and family considerations. Test¬ 
ing centers require about three months of 


Photograph* by Acoy Horpor 
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Skip and Denise worry that Jason onfjinnyiinay have inherited the disease. 


siblings—one of the largest families to 
take the test at Johns Hopkins—closer to¬ 
gether. “We are still scattered all over the 
country,” says Catherine. “But I've prob¬ 
ably seen more of my family in the past 
couple of years because of this.” Billy and 
Catherine, given a reprieve, have been 
able to get on with their lives, entertain 
thoughts of marriage and, for the first 
time, children. Catherine has become a 
vice president of the Huntington’s Disease 
Society of America. 

Skip’s and Marty’s reactions have natu¬ 
rally been more complex. “When they told 
me 1 had Huntington’s, it slapped me in 
the face,” says Marty. “It made me take a 
look at where 1 am at and what 1 have 
been doing.” Handsome, intense, Marty is 
reticent about his troubled life, but it is 
dear that he once seemed bound for suc¬ 
cess. At 21 he was making $32,000 a year 
working on oil rigs in California, which 
enabled him to buy a town house and a 
four-wheel-drive vehicle. Then, seven 
years ago, shortly after graduation from a 
Bible school in California, his life spiraled 
out of control- He and his wife divorced, 
and in 1987 he spent 210 days in jail for 
drunken driving. Yet Marty insists that 
learning he has Huntington's has inspired 
him to retrieve his life from chaos. “Now,” 
he says, "1 want to get back to being re¬ 
sponsible again, get to where I can see my 
two kids and live a norma) life again.” 

Skip. too. has children—Jason. 15. and 
Jennifer, 13—and so his diagnosis carries 


psychological counseJmre the fesTl 
itself is admmistered. Fe«^^ expepHlii 
can $5,000, and family 

bers must w^^ailable for examinatiralsf*®^ 
and bloocjrsarrtples. .Jsjfe 

HuntinpajP had run rampant inijflfe ^ 
Hayes fairly,yho lived in southem fCali- 
fornia. Slo$|gfTandfather, an aunt ahcfarP 
uncle all it. Other relative iAath^ 

Humingib&sjre being cared for in 
hospitals. Hlfjrnother, Billie Cather feassssas 
HayesP^pPi|nfined to a nursing nonr|^ 
Skip, his ^^nd two of his broth|^fei 
cided to Mgjgheir doubts. 

Catheik&|payes. 36, a disability con¬ 
sultant fraprMacon. Mo., learned from a 
radio re oIfktg ?1983 that a test was being 
developecQJttaried shaking and crying 
and got afnrfrjei, ” she recalls. “I had been 
living all Praxis if i had it. If the gene 
was in my body, I wanted to know.” In 
1987, a, year after the test became avail¬ 
able in an experimental program at Balti¬ 
more's Johns Hopkins University, she and 
Skip took it Later, Billy Hayes. 35, a sales 
representative, and Many, 32. a machin¬ 
ist. also had themselves screened. (Two 
other brothers thus far have declined the 
genetic analysis.) Catherine and Billy 
found that they had been spared the dis¬ 
ease: Skip and Marty had their worst fears 
confirmed: They have Huntington's. 

The ordeal of discovery has brought the 


hospitals?] 
Hayesfl^p 
Skip, his If 
cided to ej 
Cathe^ 
suhani fra 
radio rep® 
developed 

and got agf 
living allj® 
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Deerfield Beaeh/Boc« Raton Hilton $65 
Clearwater Beach Hilton* $65 
Daytona Beach Hilton* $65 
Fort Lauderdale Area: Hollywood Beach 
Hilton* $65, Somite Hilton Inn $65 

Melbourne Airport Hi^on at Rialto Place $55 
Miami 6c Marina $85 

Fontai^bleau Hijion Retort 6c Spa 
(Miami Ocala Hilton* $65 

Hilton imit Disney Ubrld* VilUge 
(OrlandoBuena Vista)* $125 
Longboat ra|||jj8^5atisot» Area)* $95 
Hilton Petersburg Beach)* $75 

TampfTTnwr^nslet roC ente r $65 

GE(|fciA 

Atlanta ApaSj™Sta Hilton A lowers $85 
Atlanta (Hapeville) $65 

Hilton at Peachtree Comers (Noicrosi) $45 

feCMISlANA 

New OrleanjpSrea; Kfcw Orleans Hilton 
Confcienw Center (Ken^j^fef^ 

^tiJfcgAROLINA 


Great Smokiciy&ljs 
Center (Aahevi1le^&6 
North Raleigh 
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"It isoscory thing 
to face your own 
mortality," toys 
Billy, o karate 
block b|8f and\ 
o reeov%mg J 
olcoholiSlfi?!:" 


a spedaTjmgujrfi. “It has laid heavy on 
me to ld§l%|pfem and think that onboj 
them, o W&tfe bth of them, will windti|! 
with it,’ f hTsayl. “That hurts more tlfwr 
anythingjlslisoa cried when he was told 
about ms fathers condition, while Jefirti 
fer, wha^e^lose to her father, “4^ 

r: T.r; 

..From a remotV^enezuejc|a, 



up like a dam. She never cried, never 
showed any emotion,” says her mother, 
|Denise. Huntington's centers—there are 
'now some 20 in the U.S.—insist that peo¬ 
ple at risk decide for themselves about 
f testing. The children must wait until 
|they are at least 18 before they can 


team whether they carry the gene. 

Skip is glad he took the test. “It gives >ou 
the ability to plav offensively instead of 
fielding what comes at you.’’ he says. He 
considers himself a survivor, with good 
reason. The day after his 17th birthday he 
enlisted in the Marines; 10 months later he 
was sent to Vietnam. “I have been in am¬ 
bushes, pinned to the ground with 50-cal. 
slugs going over my head and overrun by 
suicide squads,” he says. His best friend 
was killed when a personnel carrier in 
which he was riding hit a land mine. 

In 1967, when Skip returned to the 
U.S., he was greeted with cries of "Mur¬ 
derer" and “Child killer.” He joined a 
counterculture community in San Fran¬ 
cisco, only to get caught up in its drug cul¬ 
ture. He became a heroin addict and then 
a drug dealer to support his habit. Moving 
to the South, he was imprisoned in Lou- 
siana for selling LSD in 1970. There, how¬ 
ever, he underwent a jailhouse conversion 
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- The seamgfefsKthe geqe li&tbauses Hu& foy 
tington’s disease nas' takfesaentist^omv^ 
some o ^j^jj Qffltty’snw^tspphisti^fCT^^ 
peneticHyxIrajtories tothe huts of 
itive Vener^m-fishing villages. It'vwp^^i 
chestrated%'N^ncyWeider, a heur opsw^^ ? 
chologist liStSlw York City's Columl^Sv^ 
Presbyter^ Medical Center and 
dent of th&SSilditary Disease Founda^i-^ 
tion, whic^fe^ed fund the experimlatt^&f 
The firs &cfatji was discovered by g |ne«-Y 
cist Jamesuusella of MassachusettfiS^ifPi 
eral 1981, he began ana lvziae 

the DNAM-^S-member American 
ily with a b&tegy of Huntington's. Gusella 
and his te^gy^tind hints that a marker, a 
unique segment of DNA on onechromo- r - 
some, exi stefea one pattern in diseased; : 


some, exi stefea one pattern in diseased^.- £ J 
members dy&g family, while those who' yfi 
were disefpHrte had adifferent pattem.'-; § • 


*1,1ff 

fete i i" •, 

' l U ' V 


‘ \ i 




Nancy Waxier traaM the disease through the family trees of o fishing community. 


A still lUpPfimily was needed for -r- ^that is up to 96 percent accurateiTo de- - 
more study, and Waxier had just the.. tect the marker pattern that travels with 

group. Since 1979 she had been studying ^ the disease,'blood samples must be col- '* 
the descendants of Maria Concepcion >* lected from other family membere, some 
Soto, a Venezuelan woman who lived ,J£'• with Huntington’s;-T / -f\ 

Lake Maracaibo and died in the early - Wexler, 45, is quideto point but the test 
1800s of Huntington's. To date, Wexleris not for everybody: “People have to be 
has identified over 650 relatives, Jiving ' careful about what that knowledge will do. 

and dead, with the disease- Blood samples v for them.” One use of the test, she says, is 


1 


were sent to Gusella who again found the , 
telltale marker patterns and in 1983 an-. 
nounced the discovery. This led to a test" 


dans and Surgeons,-has no children. She 
has had to cpme to her own decision 
about the, test; Her mother died of Hun¬ 
tington’s! She declines to say if she has 
taken it, calling it a private matter. 

/ With the discovery of the Huntington’s. 
marker, Wetdef is sure that the gene itself . 
will soon be found. With that will come in¬ 
sights into other degenerative diseases 


dedding whether to have children. Wexler, . of the brain such as Parkinson’s and Alz- 


who lives with Herbert Pardes, dean of 
medicine at Columbia’s College of Physi- 


heimer’s, and perhaps even a cure for 
those already afflicted. 
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Nowhere else. 
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It used tf> be that the more cargo a vehicle could hold, person to create up to 112.6 cubic feet of cargo space, 
the moiiWided up cramping your style. It's even backed by a truly advanced feature. The 

But^P&thereS the OldsmobUe* Silhouette. The Oldsmobile Edge. The most comprehensive owner 

minivaiides^pted to let you travel in space and style. satisfection program in tire industry 

Outside, the Silhouette* sets new standards for To learn more about the Silhouette, just stop by 

contemporary styling. While inside, it has the luxury your local Oldsmobile dealer. Or simply call toll-free 
you expect from Oldsmobile. With seven contoured 1-800-242-OLDS, Moa-FrL, 9 am-7 p.m. ESI And get 

bucket seats, air conditioning, a four-speater AM/FM ready to enter the world of luxury travel In a big way 

stereo and an overhead console with a digital compass • > a i ■ 

and thermometer. US also available with such luxuries as 11 11 r\Aj 

a digital compact disc system and leather seating areas. SS 11 II II IfTl I 
And since Silhouetted seating is modular, any or 1 ■ 1 1 

all of the five rear seats can be easily removed by one Th6 N6W GGHOration Of OldSHflObllB.. 
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A JUDGffNDS A WR 
DISPUTE^ ULING TH 
ONE BABY IS ONEM 




T he battle liness&^re uniquely drawn. 

Three parens were fighting for custody 
of a newborn whom each had 
made a biologpg|£x>niribution. Christo¬ 
pher Michael. |g|.;| : utfeKS old, owes his 
existence to a smrcogate mother, Anna L. 
Johnson, who gave birth to him Sepl. 19, 
and to Mark and Crispina Calvert, an Or¬ 
ange County, Calif., couple w ho are his ge¬ 
netic parents. Desperate to start a family, 
the Calverts had signed a surrogacy agree¬ 
ment with Johnson, a nurse working with 
~ ; s Calvert at a Santa Ana. Calif., hospi- 
Afier three of the Calverts' fertilized 
eggs were implanted in her uterus, John¬ 
son became pregnant with Christopher. 


ING SURROGACY 
REE PARENTS FOR 
OMANY 


A splendid achievement of medical tech¬ 
nology? Yes, but one that had already be¬ 
come tainted by controversy. During her 
pregnancy, Johnson had a change of heart. 
In the seventh month she sued to keep the 
infant. For the first time in U S. history, a 
judge was asked to decide if a surrogate 
mother has rights to the baby she bears 
when she has no genetic relationship to it. 
Last week. Judge Richard N. Parslowof 
the Orange County Superior Court award¬ 
ed the baby to the Calverts. 

In the last decade, between 1,000 and 
2.000 babies were bom in the U S. through 
surrogate contracts. For the most pan, 
surrogacy has fulfilled the dreams of par- 


CONTROVERSY 


enthood for those who are infertile. But in 
some 5 to 10 percent of such cases, the 
process ends in legal wranglings and 
heartbreak for one or both sides. 

The California case that set Mark and 
Crispina Calven against Anna Johnson 
generated the same kind of national me¬ 
dia attention as the celebrated battle for 
Baby M in New Jersey that ended two 
years ago. In that case, however, the sur¬ 
rogate mother, Mary Beth Whitehead, 
was also the genetic mother in that she 
donated the egg. (She eventually won vis¬ 
iting rights, though custody of the child 
was awarded to William Stem, the father.) 
In the California dispute. Anna Johnson 
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^ Crit, her moth¬ 
er, Letiaa Boldo- 
vir» (left), ond «s- 
ter Nini examine 
a tenet of sono¬ 
grams token 
white Christopher 
Michael was a fe¬ 
tus in Anna John¬ 
son's womb. 


C0NT1WERS? 


contributed no gene 
Whi 


nurturi 
fetus for 
nonethe 
mother £ 
sition is 
three-pa 
is ripe 
believe 
the C 
On! 
Calverts 


vowed aj 
An exj 
was the 
Calvert 





ding Johnson’s role! 
ding and protecting! 
onths, Judge Parslcw 
described the surrogate^ 
genetic stranger" wh(T 
that of a foster pare 
wo-natural-mom situation 
ly-making," Parslow| 

Id be raised exclusively 
is natural parents." [ 
he judge’s decisionlihet 
f spina, 36, and Mark? 
wept an$$S&raced. “I can breathe now,” 
said Cri^^fa Johnson, 29, was not in 
court, bifsher lawyer, Richard Gilbert, 
al. 

,d clash over parental claims 
that occurred to the 
ey began their quest for 
a family. Crispina Baldovino, who immi- 
grated.to the U S. from the Philippines in 
1979 and is now a registered nurse, and 
Mark Calvert, an insurance underwriter, 
were married in 1982. Two years later, 
Cris underwent a hysterectomy in which 
her uterus had to be removed but not her 
ovaries: She produced eggs though she 
could no longer give birth. Still the cou¬ 
ple yearned tp have children and consid¬ 
ered adopting. “But,’’ Mark says, “we 
really wanted some genetic link." 



► "I feel I'm the 
one being exploit¬ 
ed," says Anna 
Johnson, in her 
lawyer's office 
with a photo of 
Christopher. 
"They used me os 
an incubator." 


In the autumn of 1989 Cris was intro¬ 
duced to co-worker Anna Johnson. An ex- 
marine and the single parent of a daugh¬ 
ter, Erica, now 3, Johnson was then a 
nurse’s aide, later a licensed vocational 
nurse. From ali accounts she responded 
enthusiastically when the delicate subject 
of surrogacy was raised. “I enjoyed my 
first pregnancy,” she told People. “And I 
like being pregnant.” 

In a private agreement signed on 
Jan. 15, the fee was set at $10,000, plus 
medical expenses and a monthly allow¬ 
ance, all to be paid on a set schedule. Two 
days later, the Calverts underwent in-vitro 
procedures at a local clinic, and on Jan. 19 
three of the eggs were implanted. On 
Feb. 2, tests showed that Anna Johnson 
was indeed pregnant. 

Despite all the high promise, however, 
relations between the Calverts and the 
surrogate mother turned sour. The Cal¬ 
verts contended that Johnson repeatedly 
demanded payments ahead of schedule, 
while Anna accused the Calverts of 
breaches of contract. The quarrel began 
to heat up in June, when Johnson claimed 
she went into premature labor, and a dis¬ 
pute arose over who was to dnve her to 
the hospital. According to Johnson, that 
was when she began to question the Cal¬ 
verts’ fitness to be parents and to cons'der 
keeping the baby herself. 

Johnson filed a lawsuit for custody on 
Aug. 13. After the birth and while the trial 



was pending, Christopher Michael—so 
named by the Calverts—was taken home 
by Cris and Mark, while Anna was al¬ 
lowed twice-a-week visits. In the end, 

Judge Parslow ruled that the sunogate 
mother in this case had not “bonded” 
with the child during pregnancy sufficient¬ 
ly to warrant parental rights. 

The Calvm-Johnson case has renewed 
debate among doctors, lawyers and medi¬ 
cal ethicists as to whether surrogacy is a 
compassionate solution to the heartbreak 
of infertility or whether it is no more than 
an exploitive, high-tech form of baby 
farming. Most experts decry any do-it- 
yourself surrogate arrangements, arguing 
instead for careful screening and psycho¬ 
logical evaluations of prospective surro¬ 
gates. In handing down his decision Pars¬ 
low urged California lawmakers to 
establish ground rules governing the 
growing practice of surrogacy. 

And what of Christopher Michael Cal¬ 
vert? Will the storm attending his arrival 
leave lasting scars? Holding hands, look¬ 
ing into each others eyes for reassurance, 
the Calverts remain hopeful. “If you give a 
child a loving environment, he will under¬ 
stand we sought him. that we wanted to 
love a child so much we were willing to go 
through whatever was necessary',” says 
Mark. “Even with all the turmoil, we think 
this is a miracle baby.” —Dan Chu, 
Nancy Matsumoto and 
Lorenzo Benet in Orange County 
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IN HIS WORDS 


ANALYST KEVIN PHILLIPS SAW THE 
REPUBLICAN MAJORITY COMING; NOW 
HE'S PRONOUNCING ITS EPITAPH 


In 1967a litil&knoWK.conservative congres¬ 
sional aide r^med Kekin Phillips wrote a 


book called Tra|§jg8i 
Majority. Inphe argi 
erats' liberal eau & s &q, 
had so alietuMTsomi 
constituents tfi&thej} 
losing the Pr<$Wty0j 
lure. The 

when Repubnamswi 
nextfive presW$$M 
new book, Tne Polity 
Phillips, 49. 
dancy is aboiifjtf&m 
the GOPhasWm$& 


ipgrging Republican 
e argued that the Demo- 
WMhdfree-spending ways 
some of their traditional 
thepprty was in danger of 
%f0for the foreseeable fu- 
amply borne out . 

v weht on to win four of the$ 
Wde&kcttons. Now, in a & 
'olitig* ofRich and Poor, I 
dfa0he Republican ascen-f 
to an end. In his view 
ns middle-class con 


siituems by pandering to the wealthy and 
condoning, in the name of Reaganomics, anl 


era of unbridled greed and self-indulgence. 
A scpre of elections around the country next 
week will put this latest thesis to the test. 
Phillips, who was educated at Colgate and 
Harvard Law School, worked in the Nixon 
administration before launching a lucrative 
career as a writer and commentator. He 
Jives y>’ith his wife, Martha, 48, a Republican 
^gi^ffessional staffer, and their 14-year-old 
*<twin sons in Bethesda, Md. Recently, Phil- 
■ lipsdiscussed his best-selling book with cor- 
Wsp &ndentjane Sims Podesta. 

can you call yourself a conservative 
lican yet write so contemptuously 
t the Reagan and Bush eras? 

1'fc a Nixon Republican, not a Bush 


Republican. Nixon is a Middle American 
Republican, and Bush is a Park Avenue- 
Palm Beach Republican. In the Nixon 
years you heard terms like “silent major¬ 
ity” and “Joe Six-Pack." What you get 
out of Bush is capital gains and a speed¬ 
boat off his “cottage” in Kennebunkport. 
Two different Republican parties. 

When did it change its stripes? 

During the Reagan Presidency. Like 
the two previous Republican heydays, in 
the 1920s and the Gilded Age of the late 
19th century, the 1980s were a period 
when everyone forgot the laws of gravity. 
They just pumped it up and pumped it up 
and got carried away with debt and spec* 







© Ji i 


. &pj~ 


"The Republican coalition is showing signs of weakness/' says Phillips, at a campaign memorabilia store in Washington, D.C 


Photograph by Robwn Trippott/Slpa pr*»« 
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THE LIFESTYLE RESOURCE 


CALL TOLL FREE 24 HRS. A DAY 

800 - 872-5200 


ORDER WITH CONFIDENCE 

-No risk 30-day rttunt privilege 
-Moil orders ship within 48 noun of receipt 
«Credit Cord orders billed only upon shipment. 


THE ROOM HEATER THAT BEATS OTHERS COW 

S even years of research resulting 
in twenty worldwide patents 
has allowed a Colorado company to 
offer you a room-heating unit that 
leaps^s generation beyond every 
othesTheatV on the market, In 
deJt laboratory tests 
ree leading electric 
Heatech heated a room to 
|£ix times faster while 
* lies energy. This heater 
fast'gvacuum technology, 
the US. Governim 
water to boil almost 
bout 130’F instead 
2*F. While warm 
jgther heaters ris| 
the ceiling, Heat 
lultidirectional hi 
rms your room mo: 
m the floor up. Tr 
Heatech also sets an imports 
safety gtandard featuring thr| 
devices—a tip-e 
S 3 -sensingswitch 
rs avai^iiS'lnot r 
it, indepqlg^ggjt labors 



separat 
switch, 
electrii 
sticki 





| C cnirot 

S Sqf'ty Crtu 

^ Heat DUfusston 
5 cr##n 

Hear fins 

^ Ain 

Vacuum Scoifd 
Chambers 

Mealing Ztemeni 



jure-relief valve and is one of the few 
jto carry a UL fire-hazard warning 
tests show that Heatech's surface tern- 
re is up to 205 *F lower than other 
f heaters making it exceptionally 
■r use around children or pets. No 
portable room heater we know of 
es the safety, quick heating ability 
perior heat distribution of Heatech. 

-1/2 lbs. and 21 "xlO"x8", the 
h is compact and requires only one 
foot of floor space. Comes in a 
me baked enamel finish and uses a 
ard household current. UL listed, 
ith American pride and backed by 
facturer's 5-year limited warranty, 
n see why the Heatech was named 
of the 1988 Innovator Award at the 
National Home Center Show! The Lifestyle 
Resource is proud to offer you this state-of- 
the-art heater, so you can see for yourself 
how it chases your chills away! Order now 
while our supply is assured. $199.95. 
White #3120; Black #3130; Red #3140. ' 




THE LIFESTYLE RESOURCE’ 


criu 


DAY 


•DEPT. PEPKT10; 921 EASTWIND DR. SUITE 114: WESTERVILLE, OH 430B1 
TO ORDER BY MAIL: 

•Sena us a letter to foe above adefress specifying (he Hem. code number, and quantity of each item. 

■ Total the amount, add shipping charge (see table below) make check payable to: THE LIFESTYLE RESOURCE. 
• For MasterCard. Visa and American Express Include your kill account number, expiration date and signature. 


SkiWlattlivtiCmDUn.iMi»{ 
iM awiki tot faWMWM *tlto«y 
IPS StEHl Pay ftrtitli l*f 
iMIiHil ST.M at' wdtt. 
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up to 120.s set iso-oi te seo l-.re 

540.01 10 530 ....S 4 .K 560.01 to 570 (....MS 

530.01 to 540.5 5 55 jrcCl to 5100 S..,10tS 
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CMAtoM ihRih m on aoi woR mill W 5 «n. pnm OH 1114 ) Tt 4 -net. 
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ulation. Now with the budget crisis and 
the S&L mess, we are seeing parts of the . 
economy implode and things like junk 
bonds and leveraged buyouts unravel. 
Republicans were the spiritual architects 
of the 1980s. They stood for these go-go 
financial values and told us if we cut tax¬ 
es it would be magic. 

And what happened instead? 

We saw vast wealth concentrated in 
the hands of the top 1 percent of Ameri¬ 
cans. There is this sense on the part of 
the public that the richest people have 
accumulated an awful lot during the 
1980s and haven’t used it very well. 
Gold-plated yachts and $20 million 
houses haven’t served the larger inter¬ 
ests of the country. 

So why weren't the Democrats able to de¬ 
feat Bush in the last election ? 

Democrats always lose their bearings 
during these periods when capitalism be¬ 
comes fashionable. Democrats aren’t a 
left-wing party but a middle-class party 
with a little less enthusiasm about cap¬ 
italism and the rich than Republicans. 

My sense is that a good Democrat could 
have beaten Bush in 1988 by attacking 
credit-card economics and the failed pro¬ 
grams of the ’80s. 

Do you see that changing anytime soon ? 

Well, we*re not exactly dealing with the 
A-Team when we’re talking about the 
Democrats. Gov. Mario Cuomo is a 
strong candidate, and Sen. Bill Bradley is 
talked about, but he isn’t very charismat¬ 
ic. The joke on Bradley is that if he gave a 
fireside chat the fire would go out. The 
Democrats have lost faith in themselves 
and their ideas. They don’t have clean 
hands, so it will be confusing for the 1 av¬ 
erage person to figure out. 

Still, aren ‘t you predicting that the Repub¬ 
licans will suffer more at the polls in up¬ 
coming elections? 

Usually if people are angry they tend to 
be angry at whatever party is in the White 
House. We don’t have a king or queen, so 
the President’s party is the one that gpts 
the blame for everything. The Republi¬ 
cans took credit for the prosperity of the 
1980s, so now they can take the blame 
when things go wrong. 1 would guess a 
lot of Reagan Democrats and some Re¬ 
publicans are unhappy with the image 
that Bush developed when he seemed to 
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with me ir parents or anoth er responsible grov 
our qi^hter’s friend i^Iu ne that if a girl is r< 
around t HeJaw by getting on a 
bus tpanother state. 

“QlF%e might try to end her pregnancy all 
by hlj|jlf. Without telling anybody. 

“ pifaf what my daughter Becky did. 

“She was seventeen years old. And now 
it’s too late for us to talk about anything that 
scares her. 

“Ever again.” 

— Karen Bell, Indianapolis 
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“You’ve heard of so-called parental consent laws. 
\ey force a teenager to tell her parents she’s decided 
i an abortion. 

“If she doesn’t, the law says she can’t have one. 

“Of course, most teenagers discuss their decision 
er responsible grownup anyway, law or no law. But 
ae that if a girl is really terrified to tell her parents 

bv getting on a ' Terris ahead? face dangerous '‘parental consent" barriers 

• & & 1 _ t. 1_I -L_-_ ___ 


Teens ahead? fact dangerous "parental consent" barriers 
to soft, legal abortion m ten sbiles. Stmiirr femes have been 
proposed m another four. Recent Supreme Court decisions 
allowing stout to severely restrict a teen's access to safe, legal 
abortion — such as requiring approval by both her bcoiogtcai 
parents, even those who are abusive or have been absent since 
bath ■— endanger millions more. Stop “parental consent” iotas. 
Protect young lives. Support all our programs In mating your 
contribution o/_$/5 _J25 _$5D _J ICO _$250 _$50C 
or$ to Planned Parenthood Federation of America , 

8/0 Seventh Avenue, New York, NT 10019-5882. 


0 Planned Parenthood® 

Federation of America, Inc. 
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4 Economic prob¬ 
lems, jorys Phillips, 
hove oicied out¬ 
sider candidates 
like Democrat 
John Sitber, 
who's running 
for Governor of 
Massachusetts. 


no 

betwei 
Gontt 
Mike Easley) ond ; 
Jesse - 



h in the recent budgi 
'with Congress. 



favor 
off on 


here a great deal of ij 
both parties? 

we have seen that anger in 
nth the turnout for U,S. Sen¬ 
te David Duke. You had a 
ux Klan member getting 44 
ie vote—higher than any- 
. People are frustrated and 
ow want to take back the po¬ 
litical power. 

What are some of the symptom of this 
"newpopulism"? 

One is the voters’ belief that the rich 
should pay more taxes—which is being 
acted out right now in Congress. Another 
is the attempt to roll back insurance 
rates, which is going to happen in Arizo¬ 
na this year and happened in California 
two years ago. There is also great antag- 


150 


onism against oil companies and tremen¬ 
dous anger over the S&L disaster. 

What do these voters want? 

They want a government in Washing¬ 
ton that doesn’t look like it is fumbling 
around. The budget has been fumbled. 
The President has created a sense that he 
is not much of a leader on domestic or 
budget issues. People weTe turned off by 
that “read my hips’" nonsense. There is a 
growing feeling that George Bush just 
isn 't doing a good job and neither is Con¬ 
gress. I don’t think I can ever remember a 
situation where there was no scandal in¬ 
volved and a Presidents job approval 
rating sank like Bush’s in the last month. 

You have been attacked os a traitor and a 
"fraud” by the supporters of present Re¬ 
publican policies. How do you respond? 

The fact that I don't agree with the 
supply-side squirrel cag$ at the moment 


4 Phillips believes 
renegade Repub¬ 
lican LeweH 
Weicker may win 
Connecticut's gov¬ 
ernorship—as an 
independent. 


pri 4 GOP Sen. Mark l 
Hatfield of Ore- 
gen « "one in¬ 
cumbent who is in 
trouble and sort 
of out of touch," 
says Phillips. 


doesn’t affect my definition of what is a 
Republican. 1 don’t think it’s Republican 
to say deficits and debts don’t matter. 
These think-tank conservative, supply- 
side hot dogs have been arguing for de¬ 
regulation and unleashing capitalism in 
the private sector—without considering 
that the consequences are concentrat¬ 
ed wealth and speculation. 


Looking ahead to the next presidential 
race, what do you see? 

I would say there is a 70 to 80 percent 
chance that a Democrat wall be elected 
President either in 1992 or 1996. You 
could argue that the Democrats don't de¬ 
serve to win, just as the Republicans 
didn’t deserve to win back in 1968. But in 
point of fact, the other side was out of 
gas. Historically in this country we al¬ 
ways had to go through darkness before 
we got to dawn. Before we get new poli¬ 
tics. the old politics sputter alone. □ 
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Gives yo..' a quality cup 
don't nave time for a futi pot. 

Look to" it where coffee 
microwave products are so-c 

Quick Brew by N'.r. Cc ; te 
ffesh-farewee cenee to* peepie 


microwave coneemafcar brews csrecLv ;:co 
a .travel muc Pones w:th a srap-ca spi-l- 
proot - lid so you can ta k ;e it e-.ywne-e. 

Makes 1C ounces cj fresh-; 'ewed, 
•v vort.. a-pmati; coffee as fast as instent. 


BEST IMAGE 
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A Always dose, 
(other and son 
churned out o 
spoof of kiss-and- 
tell Hollywood bi¬ 
ographies colled 
Daddy’s Boy. 



W hen he was about 6, writer-comedi¬ 
an Chris Elliott made his first public 
appearance, a moment that Still gives him 
shudders. Dining with his family at a 
Manhattan restaurant, Chris was selected 
at random to receive a free toy. “I was ter¬ 
rified,’’.recalls the 30-year*o!d comic, who 
had to go to the front of the crowded 
room to collect his prize. “1 started crying, 
ran up and grabbed something and ran 
right back." 

Can this be the same guy who regularly 
growled. *i‘m going to make your life a 
living hell!” at the host of Late Night with 
David Leiterman? The same guy who taste- 
tested dog food, hawked a whoopee cas¬ 
ket and has appeared, clad in a diaper, 
cuddled in the bearish arms of writer Ge¬ 
rard Mulligan? One and the same. It 
seems Elliott has outgrown his embar¬ 
rassment—but not much else—to become 
one of the most original writers and per¬ 
formers on television. In that, he is carry¬ 
ing on the family tradition. His father, 

Bob, was half of Bob and Ray, the dead¬ 
pan duo that cracked up radio listeners 
for four decades with characters like blus¬ 
tering ace newsman Wally Ballou and 
Harlow P. Whitcomb of the Stow Talkers 
of America. Now Chris is happily courting 
(Mime-time laughs as writer, producer and 
star of the promising Fox network sitcom 
Get a Life (Sunday, 8:30 PM ET). 

In Life, Elliott portrays a character close 
to home: 30-year-old paperboy Chris Pe¬ 
terson, an ambitionless Dennis the Men- 


I Phottgrophi by JonofiianixIty/Gammo'UQ^on 
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ace who lives over his parents' garage and 
dabbles disastrously in everything from 
mate modeling to breaking the world rec¬ 
ord for having things piled on top of him. 
Chris has cast a natural to play his fa¬ 
ther—paterfamilias Bob himself. Elliott 
the Elder underplays the paperboy’s dad 
with coippendgble drollness, and veteran 

> Gram 
end 

out a go£M 
baby hi 
who 

share tMfclarrvify's 
deodpoi 


Elinor (Father Knows Best) Donahue is 
perpetually cheery as his ditzy mother, 
Gladys. Chris, who has inherited Bob’s re¬ 
ceding hairline and morning-after bags 
under the eyes, says that the paperboy is 
an extension of his Ler/rnnan creations. 
“Basically,” says Chris, “he’s a jerk.” 

Performing on the small screen in any 
guise, even as a jerk, seemed a remote 
possibility for a kid who grew up in the 
staid Elliott home in Manhattan. There 


▼ Chris 

former Ithnnai 
staffer, in the liv¬ 
ing room 
Hoilywoc 
home. 



was no push for Chris or any of his four 
siblings to follow in their father's foot¬ 
steps. “As a child. Chris wanted to be an 
astronaut and an ice hockey player.” re¬ 
members his dad. 

But Chris had the biz in his blood and 
began his transformation into global-vil¬ 
lage idiot during the run of Bob and Bay: 
The Two and Only, the duo’s 1970 Broad¬ 
way show. Chris went to the show ev¬ 
ery weekend and, at Bob and Ray’s studio, 
became enchanted with the sound effects 
machine. “We could put in three seconds 
oftheWolfman howling,” says Chris, 
“and then two seconds of a fight se¬ 
quence. It was really fun." 

Influenced by the generation of comics 
that came out of Saturday Night Live, Chris 
forsook college to perform in improvisa- 
tional theater and summer stock. As a 
tour guide at NBC. he met Letierman, 
then a Tonight Show guest host. After 
Chris blurted out who his father was, Let- 
terman said that he’d like to have Bob on 
Tonight. Responded Chris: “My dad 
doesn’t do the Tonight Show ... unless 
Johnny hosts.” 

Despite the barb, or perhaps because 
or it, Chris wound up not long after on 
Late Night, auditioning animals for the 
show’s Stupid Pet Tricks. He was soon 
elevated to a position as one of Letter- 
man’s Emmy-winning writers and logged 
countless appearances during his eight 
years on the show. His dada-esque rou¬ 
tines weren’t confined to the stage; dur¬ 
ing one period, he amused the staff by 
doing a nonstop Marion Brando impres¬ 
sion. Even his courtship of Paula Nie- 
dert, then a Late Night talent booker, was 
in character. Despite the fact that he did 
telling public impressions of Paula and 
taped embarrassing caricatures to her of¬ 
fice door, the couple were married in 
1986. Devoted to daughters Abby, 3, and 
3-month-old Bridget, they Share a spa¬ 
cious rented house in the Hollywood 
Hills. 

On the Life set, Bob, whose partner Ray 
Goulding died last spring, has a calming 
effect on his effervescent son. Says execu¬ 
tive producer David-Mirkin: “You can see 
that Chris has an awful lot of respect for 
him.” Agrees Chris: “1 do tend to pull an 
Eddie Haskell whenever he’s around— 
Then 1 shove him off into his dressing 
room and go at it again.” Chris feels con¬ 
fident that the ’90s will be good to him. 
"This will be the decade,’’ he says, “when 
1 completely lose my hair.” Will it be the 
decade when he finally grows up? Proba¬ 
bly not. —J£>. Reed, 

. Craig Tomashoffin Los Angeles 


L l 
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HowTo Keep Your Kids 
Under Control. 
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EUIMFTR XO BUMPIR PUTS 


Chevy Astro. All-wheel drive. Standard 4-wheel anti-lock brakes. Even when the 
weather doesn’t behave, Chevy Astro does. Its advanced safety technology Is designed to help 
keep you, and your loved ones, in control. No other compact van offers the security 
of all-wheel drive with standard 4-wheel anti-lock brakes. Only Chevy Astro? 

More People Are Winning With Arnerir^.JOm^S TRUCK IS CHEVROLET. 
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1 70% Uss Smoke From The Ut End. 
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SURGEON GENERAL’S WARNING: Quitting Smoking 
Now Greatly Reduces Serious Risks to Your Health. 
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W ho knew? There was Diana Ross 
showing off— and almost atl —in a 
largely transparent cat suit, Iman in a red 
robot getup and Lauren Hutton in a 
pointy metal bra. So it was a bit of a sneak 
play when Jade Jagger, 19-year-old 
dauehter of Rolling Stone Mick and his 


ex-wife, Bianca, romped down the runway 
for the very first time at Thieny Mugler's 
Oct. 18 Paris show. “1 didn't even recog¬ 
nize her at first,'' admits the Aw Yorker's 
formidable fashion editor. Holly Brubach. 

Yet it was no surprise that Jade, who 
made her modeling debut in September s 
British Vogue would choose Mugler for a 
couture strut. The designer has not only 
togged out Mom and Dad, but hired 


Mick's longtime companion. Jem Hall. 
as manneq u >n. At a petite 5'3"Jade may 
not have an ideal runway physique or fu¬ 
ture. But her sangfroid compensated A 
lot Of girls mess up the first time.” says a 
Mugler employee, "but she w as very 
poised." 

Besides, this was. it seemed, another 
chance to get out from under Dad s 
thumb. "She had her English boyfriend 
with her backstage." sayt Mugler spokes¬ 
woman AJix Malka. ‘ She's very' free and 
independent.'’ BrashlybUstine our of the 
saucy crepe georgette driss that Mugler 
designed just for her. Jade—who has been 
bouncing around Europe since she was 
tossed out of Britain's St Mary 's School 
in 1988—was making a personal as well 
as a fashion statemenr. 

What did Mick (who. like Bianca, didn't 
attend) think of his liule girl s pari in 
Mugler's masquerade of. among other de¬ 
signs. metal dog-collars tjind snakeskin 
bustiers? ”1 haven't heard whether he was 
pleased,' says Malka. "but Jade was." □ 
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See an exciting demonstration of the Commodore® Amiga®500 at any of the stores listed below. 

Apex H.H. Gregg McDuff SwaUen's 

Boscovs Leiser Superstore* Software Etc VideoConcepts 

Famous Barr Macy's California Sun TV Walden Software 


Bar additional stores 

call 800-662-6442 


Copvrtgki © |9M Commodore Electronic* lad. Ail rightt reserved Commodore it* rejUrerederademeric of Commodore Electronic* 
Ltd Amiga is a registered trademark of Commodore-Amifa. Inc. Nintendo is t registered trademark of Nintendo of America Inc. 
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CHATTER 


BY PmR CASIRO - \ 


SPADER; BIO, BIO10VE 

S uditioning for their new film. Mute Palace, JAMES SPADER. 30. and 
Sarandon. 44. had their share of pregnant pauses. “It was funny," 
ader of the scene they rehearsed. “It was a complete washout. 1 showed 
»tip in New York and walked in the doorand there was Susan S'/r months preg- 
huge {with Tim Robbins's child. Jack, born last year). I mean, every 
Jmcwls such a joke. She had one that went, “What would you do if l fell ail over 
Jtftu’^bu know, probably scream and call an ambulance, The one high point 
^ppfai 'my wife [Victoria) tos almost eight months pregnant, too, so we could 
said aaln and talk about breast^aadSre and stuff." 









1. 

mm 
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m 


punt? 
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rd in the new blockbust- 
I learned to dread his 
extensions] on off-eom- 
pw people perceive you/' 
ItPwere intrigued and some 
I hod 'herb/ and I'd soy, 
»r in bars they'd ask if I 
d I'd soy, 'Yeah, in the 
ceepina the coif, Wok 
h work for rosfos in this 
'd be able to eat." 


BARBARA WALTERS'S SOB STORY 


After doing 58 celeb specials since 1976. BARBARA W AL¬ 
TERS admits her future may not always Ije in the stars. “I 
have one coming up in November." say ^Walters. 59. 

“and two out of three interviews I round great fun. I’m 
tired of asking celebrities what are to me the same ques 
lions. But that doesn’t mean somebody else shouldn't do 
it." On the almost obligator) sbb segmentsof her specials 
that have been the bun of several pjTudfc*. she adds. “1 
said in the introduction lof the forthcoming special). *1 
promise you ] didn't make anybody cry . If one more per 
son cries on my special. I'm going to throw a pie in their 
face,'" As for t lie jabs she 
has received about her mild 
speech impediment, espe¬ 
cially from the late CILDA 
Radner. Walters says.1 
always wanted to be called 
Babs Elliot. [The Baba 
Waul a spoofs) wouldn't 
have happened if my name 
haJ been Bahs lilliol. I 
w ould have been a whole 
different person." 



SHIPP SHAPE 

The star of the CBS scries The Flash. JOHN WESLEY 
SHtPP, 35, is quick to point out that he wasn 't always well 
suited for the role. ‘The first thing l said to my agent when 
1 saw the costume was, 'What did you do to me?’ I was 
guaranteed thatI wouldn't have to wear red tights, "he 
laughs *7 was also told that the show would hate me in 
the costume no more titan 10 to 15percent every week, 
and so far they’ve kept their word. Still, it takes J5 minutes 
to zip it on me.'' On the plus side , the studio is dping its 
best to keep Shipp cool. " The suit now has a vest in h and 
rubing throughout, ”he says, “so that when I'm not on- 
camera, I can go hook ttp to this machine and have ice 
water pumped through to keep me cool' ’ 
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Pf| w Upton lets you fl^i^and savor five 
^y^gious leas with a totllPPpPlIlden honey. 
® 18 to)w you can delightilPi^?lesh, pleasing 
Honey & Orange and Honey & Lemon 
Indulge in the engaging u P tan 



Upton 






... .... f ;i 

aroma of Honey & Cinnamon. There* even a 
Decaffeinated Honey & Lemon to curl up with 
and a fragrant herbal: Wildflowers fc Honey. 

Now you’ve got a brand new way to make any 
moment a little sweeter. Sip one sopn 
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When You're Sipping Lipton Wre Sipping Something Spe 


Liptnn 
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l^fiillnewSsoupe.'. 




ell the truth. You 
on this car, right? 
sporty 2+2 is the new 
But don't think its 
EsSfeHBecause the St 


fWp 

«Wk.rfrf 


jrprised to see our 
's true—this sleek, 
ii Scoupe. 
is only sheetmetal 
ust as much fun to 


drive as it is to be seen in. With its performance- 
engineered suspension and fuel-injecited over¬ 
head cam engine, you may never want to take 
your favorite shortcuts again. 

In fact, you may never want to get out of your 
new Scoupe LS once you get in. And start enjoying 
its contoured sport bucket seats. Power windows 
and mirrors. Power steering. Four-speaker Alvf/FW 
stereo cassette. Even its available CDisystem. 

And to make sure the fun goes dn and on, 
every Scoupe comes with a 3-year /36.000-mile 
no-deductible bumper-to-bumper warranty.* 

So make sure you see the new Scoupe for 
yourself. It'll change what you think about, well, 

you know who. HYononi 
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Hyundai. Yes, Hyundai. 
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# 1 • Ask your best friend to redeem it. 


2 > Ask a kind-looking stronger to 
redeem ir 

3 * Ask o good ooking stronger to 
redeem it 

4* Offer eac lame I and stort o 

worm, woi 'ful friendship. 


M CH1S»>eg ~m H . 0. 
mg. ncBitnt. FllTEI 
IB mg. 1.2 mg mtoir 




SURGEON BENER-. 
Smoke Domains t 


line. LIGHTS HARD PACK: 10 mg*w".0T mg. flk 
t*f“. 1.0 mg. nieonitt. FILTERS HARD t TIC:17 ir 
t. REGULAR. 21 mg. 'in*'. 1.4 mg. dim l* pt 


f INGi Cigeretie 
•i Monoxide. 


LIGHTS WOir 12 mg. "Hr”, 
■ “,ll mg. meow*. FILTERS 
•i '.it by FTC mtrtmd. 


n 


1 wMuwenwm coupon lamntw'vl 

FREE Paek ^ 

Of Cornell 4t 

When You Buy 1. Any Style. 

_mOWTMCieOMMIlUXtS) 


JjmnH nuirusi mi in nonmai kiwi mici 


80707 


TRIAL EXHIBIT 

16,652 
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tm share of smoker trends for CMBL (Ex. Regular) 
era 1S-20 and 21*24* Following are sons 


fciJjihe two groups separately lowers the base sice and * 
variability dramatically. 

Ifjthat CAMEL'S share among lt-20 saoker* hes besh-L 
plaster than aaong 21-24* This is easier to see in. 

gAtop seen in October, 1220 was largely attributable;..; 
Hikers - if it was a drop. ■-.«*> 

k '■'Si**?*.- 

Lei nuaber of points which show on* age group moving**- 
ither does not. It would be interesting to Hook at 
s^Ln place during these periods to see if there is a • 
ath* response by age group (e.g *, 21*24 may aove bo re 
iil^to B588F). The periods I observed are* July 1220^';:' 
beoeaber 1220 and October .1282. There aay be other „ 
fflu that you can spot. > . 

mgbok* like both age groups are on a similar growth 
mare levels a little higher from 18-20, a good 
i&j&e suooess of the programs. 

Hike to talk about this in more detail, just call. 


John R. Briber 

BUSINESS INFORMATION DEPARTMENT 

JRH/lab 

Attachments 
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APULT-SMPKERS iSOA 

PERFORMANCE TRACK1N0 &EEQBX 

THRO UG H NOVEMBER 1990 


EURfOSft 

This report provides a summary of share of smoker performanoe for RJRT and key 
i competitors among adult smokers JS*24. Performance for RJRT brands is tracked relative 

trends. 


fto 1990 goals as 
SUMMARY? 




I, CAMEL continues to perform above goat. Ibtal RJR, MAGNA" 
are below goal. 


|e among adult smokers 18-24 through November 1990 was 37,2%. 
bare point* below Its year*to*date goal. 

i: November 1990 year«to*d»te share of smokers for CAMEL 
6.4%. CAMEL* (Ex. Regular) year*to*date share was .9 share 


MAGNA’* share of smokers through November 1990 remained at .2%, 
lots below goal. 

^ ■ 

The balance of RJR (10.6%) continues to perform below its goal 
Mi WINSTON and VANTAGE are the primary losers at .4 share 
“ levels. DORAL Is down .2 share points, ami NOW it .1 >hure 
share levels. 

Adult Smokers 18*24 

Share of Smokers November 1990 YcaMp.Pate 


Year 

1980 


.giuai 

Different 

Significant 

16.5% 

17.9% 

17.2% 

..7 

Ye* 

4.4 

Si 

6.4 

.9 

Yes 

.2 

.5 

X 

*.3 

Yes 

11.9 

11.9 

10.6 

*1.3 

Yes 


Ibtal RJR 
CAMEL (Ex. Reg) 

MAGNA 
Balanee of RJR 

Attachmenu MV show monthly performance trend* versu* goals and 1989 share lewis. 
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%sed on data through November 1990 and current brand trends, projections have beer, 
jftade through the end of 1990. These are compared with year 1990 share of smoker 
goals. 




Mil 



Tbtal RJR 
CAMEL (E 
MAGNA 
Balance of 


,-^^fhBn 990 dgwt 


Actual 1990 

XER-KCttmte fifill 

17.2% 18.0% 

6.4 5.6 

0.2 03 

10.6 11.9 

3.5 3.9 

4.2 4.6 

0.7 1.1 

1.4 1.6 

0.8 0.7 


irenees am statistically significant. 


Projected 


Projected Dif. 
‘ YcrfW-QoaJ 




17.1% 

6.4 
02 

103 

33 

4.1 

0J 

1.4 
0.7 


bns, Tbtal RJR, MAONA and Balance of R1R will not achieve 
Iter ASET goals. CAMEL (Bx. Reg.) will significantly exceed its 



Qo agBk r T^bl RJR's share of adult smokers 18-24 increased 0.7 share points 
to YFm ls^t|year 1989 (Attachment V). RJR continues to show significant’ 
growth rc aife ijfr year 1989 (Attachment VI). Philip Morris' November year-to- 
date shardWii9% continues to fall and is’2.1 share points below year 1989. All 
Philip Morris brands are declining except Cambridge, which is flat versus yenr ago. 
Lorillard grew by 3 share points to 11.4%, and Brown & Williamson grew 3 share 
points to 3.0%. 

RJR Brands ; CAMEL* (Ex. Regular) share of adult smokers 18-24 was up 2.0 
share points compared with year 1989. November year-to-date, CAMEL (Ex, 
Regular) posted a 6.4% share. 

MAGNA's November year-to-date share of adult smokers 18-24 continued to he 
flat at 0.2%, with the long-term share trend for the brand also being relatively flat 
(Attachment VIII). 
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The there of smokers for SALEM fell .4 share points versus 1989 to 4.2% for 
November year-to-date. The brand's trend has been declining since October 
Ouaner 1989 (Attachment IX). WINSTON'* November year-to-date share of 
3.5% fell .4% share points compared to year 1989. Vintage share of smokers also 
fell .4 share points versus 1989 to .7% for November year-to-date. 

Al) the other RJR brands were either flat or off slightly compared to 1989. 


date was 5^55 
18-24 maltyil 
CAMEL isjlxf 
signs of soffnet 
brands expire 
(-1 ,0 sha re m 

its imiiMht Srcl 


rands ; Marlboro's share of adult smokers 18-24 November year-to- 
feyfown .1 share poinu versus 1989. Abo, the brand share among 
miters was down 2.5 share points. It is among this group that 
■erjencing Its largest share gains. Marlboro's long-term trend showed 
ri recent periods (Attachment X). Mori of the other Philip Morris 
Slid share declines among adult smokers 18-24. Virginia Slims 
ifps), Benson A Hedges (-.8 share poinu) am) Merit (-.5 sh«ru 
Significant losses while Cambridge was unchanged versus! 1989. 

share points November year-to-date versus 1989 to 11.1 %, wiih 
Relatively flat (Attachment XI). 

rmance Tracking Report for December, 1990 will be Issued January 
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Mtrch 21, 1994 




TO ' L J Beasley 
E. C. Leary 

FROM: R. C. Pasterccyk 

RE: CnmtUn NH SOS bv Ate Year 



In an effort 
reposition!! 
showing Caj 
findings indi 

• Camel’s 




The key coi 
story as si 






tend the aging phenomenon for Camel (ex NT) since the 298S 
:er re*tsbi were obtained within age year. Attached are the graphs 
ro, and Newport SOS among 18*29 year olds from 1985*93. Key 


w has become increasingly 18-24 since the 1988 repositioning. 

Camel's share is becoming larger in the older age years. 

look at the number tables on the diagonal lines (18 year olds in 
19 in 1989 and 20 In 1990, etc.), you can aee that Camel captures a 
ntage of the older age years as smokers age. For example, Camel 
if 19 year olds in 1988 and 9.02% of 24 year olds in 1993. This 
the brand maintains Its relevance as smokers age, not only holding 
era as they age, but capturing additional smokers in the next age year. 
:er is not a static sample, there is no way to estimate the proportion 
who are held vs. new smokers switched.) 

that are also 18*24 skewed, however, show a somewhat different 


Both MlHS^d\nd Newport start with s higher base share level among 18 year olds 
than Camel. However, these brands lose smokers over time due to switching as these 
smokers age. This Is because these brands are more established among the 18*24 base 
smoker group than Carnal because of their longer history of strength among this 
smoker segment. 






r-T 


y 

jgj 



RJRe4b*32 


http://legacy.library.ucsf.e0laKirdjfeiyi[t()5SaO0/p«BLf.industrydocuments.ucsf.edu/docs/qnhl0001 


52189 0946 59»48 4799 






Conclusion 



At» result of the repositioning. Camel is appealing to the intended 18*24 year old 
prospect, and this appeal does not seem to diminish with aging among those who buy-in to 
the brand. Further, the evidence suggests that the Camel image is appealing to older 
smokers as well, since each age year tends to show SOS improvement over time. 
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figes in the Cigarette Brand Preferences 
iscent Smokers — United States, 1989-1993 

1 million U.S. adolescents are smokers, and they smoke nearly 
garettes each year ( 1 ). The average age at which smokers try 
iVfc years, and approximately 70% of smokers become regular 
tars ( 2 ). Evaluating the changes in the brand preferences of 
|p identify factors that influence adolescents' brand choice and* 
^prevention strategies (. 3 , 4 ). This report examines changes in 
of teenaged smokers from 1989 to 1993 using data from CDCs 
| and Practices Survey (TAPS-II) and comparing them with data 



Fog.'p^, dat fcp&Jp owledge, attitudes, and practices regarding tobacco use were 
collected from a pafron| l household sample of adolescents (aged 12-18 years) by tele* 
phone lntervlew||B@^fAPS-ll, interviews were conducted during February-May 1993. 
pf the 9135 resoonflaats to the 1989 TAPS, 7960 (87.1%) participated In TAPS-II (re¬ 
spondents were ^gfed 15-22 years when TAPS-II was conducted).* In addition, 
4992 (89.3%) petqsffi 0 £/from a new probability sample (n-5590 persons aged 10- 
$5 years) particibatedVi TAPS-il. Data for the 12-18 -year-olds in each survey were 
Analyzed (n»913p$sr^APS; n>7311 for TAPS-II). Because numbers for other racial 
groups were tooysrp^yfor meaningful analysis, data are presented for black, white, 
$nd Hispanic adcnilpilits only. Data were weighted to provide national estimates, and 
Confidence inten|*&|ig$s) were calculated by using the standard errors estimated by 
SUDAAN (5). Adolescent current smokers 1 were asked if they usually bought their 
pwn cigarettes, and if $ 0 , which brand they usually bought. 

Of the 1031 current smokers aged 12-1-8 years interviewed In 1993, 724 (70%) re¬ 
ported that they usually bought their own cigarettes; the brand they usually bought 
kras ascertained for 702 (97%). Marlboro. Camel, and Newport were the most fre- 
^_' 

MAPS respondents who completed the survey by mail questionnaire were not eligible for the 
TAPS-II survey. TAPS-II included household interviews of persons who did not respond by 
telephone. 

f Adolescents who reported smoking cigarettes on 1 or more of the 30 days preceding the 
survey. 

U.S. DEPARTMENT OF HEALTH AND HUMAN SERVICES / Public Health Service 
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TABU 1. Percentage* distribution of cigarette brands usualfy bought by Current smokers* aged 12-18 years who reported usually 
buying their own cigarettes, by demographi c characteristic — yirwted States, Teenage Attitudes and Practices Suney-H, 1993 , 
and overad cigarette brand market shares** 1993 





Benson A 
Hedges 


Other brands 


Characteristic No. 


% $5% a 1 ) 


Sex 

Male 

Female 


Blade 

Ethnicity” 

* «-——t- 

iHspanc 
Non-Hispanic 


370 

332 


MS 

45 


50 

M7 


59.2 (± 6.0} 
60.7 (± 5.8) 



18.1 
Y0.3 (as 3.0) 


63.5 

8.5 


45.4 

60.9 


<± 4.3) 
(±8.5) 


(±14.9) 
<± 4.3) 


14.4 

0 


10.1 

13.6 


<± 3.1) 


(± 7.7) 
(± 3.1) 


8.7 

70.4 


34.0 

11.0 


<± 2.4) 
(*14.1) 


(±15.1) 
(± 2 5) 


1.2 

0 


6.0 

0.8 


(± 10 ) 


(± 8 . 1 ) 

(±0.7) 


0.5 

11.9 


(± 0.6) 

(±10.9) 


4.5 (± 8.6) 
0.9 (±0.8) 


to 

1.4 


0 

1.1 


ltO.8) 

(±27) 


(± 0 . 8 ) 


1.0 

0.5 


0 

1.1 


(± 10 ) 

(± 1 . 0 ) 


(± 1 . 0 ) 


0.2 

1.7 


0 

0.3 


Aga(yrs) 

12-15 

140 

49.5 

(± 9.2) 

13.0 

(± 7.1) 

19.4 

(± 6.9) 

2.8 

(±3.1) 

3.7 (± 3.8) 

0.4 

(±04) 

0.1 

(±0.3) 

0 

16-18 

562 

63.1 

(± 4.4) 

13.4 

(± 3.0) 

10.6 

(± 2.6) 

0.7 

(10.7) 

0.4 (± 0.6) 

14 

(±0.9) 

1.2 

(±14) 

0.4 

Region” 

NarTeast 

146 

54.1 

(±10.7) 

5.1 

(± 3-6) 

30.1 

(± 8.8) 

0.6 

(±14) 

0 

0.6 

(±13) 

1.8 

(±2.5) 

0 

Midwest 

223 

61.6 

(± 6.7) 

15.0 

(± 4.6) 

11.6 

(± 4.8) 

0.9 

(±13) 

14 (± 1.6) 

2.4 

(±1.9) 

0.8 

(±11) 

0.4 

South 

217 

67.1 

(± 6.5) 

9.S 

(± 3.9) 

8.0 

(± 3.1) 

0.9 

(±13) 

1.5 <± 1.8) 

0.6 

(±12) 

1.0 

(±2.0) 

0.5 

West 

116 

50.3 

(±10.6) 

27.1 

(±10.8) 

3.2 

(± 31) 

2.6 

(±3.6) 

2.0 (± 3.8) 

0 


0.2 

(±0.4) 

0 

Total 

762 

60.0 

(± 44) 

13.3 

(± m 

12.7 

(± 2.7) 

14 

(±8.9) 

14 (± 1.0) 

14 

(±0.7) 

1.0 

(±0.9) 

0.3 

Oiwsfmrtvf 
sh*% mP 


23.5 


3.9 


4.8 


6.7 


3.0 

39 


2.3 


2.5 


(t0.4) 
03 3) 


(±0.4) 


(±0.5) 


(±0.7) 

(±11) 


9 4 
55 


0 

10 4 


11.1 

9.0 


76 
6 1 
10 7 
14.7 


(13 3) 
(±3.9) 


(±28) 

(±60) 


(±2 9) 


(±5.3) 

(±29) 


( 16 . 5 ) 
(14 1) 
(±4.4) 
(±7 4) 


(±0.4) 9.5 (±2.6) 


494 


‘Percentages and con fi de nce I nt erv a ls are besed on weighted data. 

1 Adol esce nt s who reported smoking cigarettes on 1 or moie of the 30 days precedtnq the srxvcy 
’Source: reference S: baaed on total estimated brand-spedfle cigarette sates in the United States. 

I Con f idence interval. 

"Excludes the category "rther" (n-11):numbers lor these racial groups were too smelt for meaningful analysis. 

II Excludes five persons tor whom ethnicity was urdnown. 

’’Northeaat-temedicut Maine Massachusetts. New Hsmpshire. Nsw Jersey, Mew Iht Pennsylvania, Rhode Wand, and Venront Midwest-lllinots Indiana tow* Kansas. 
Mkhiam. Minnesota. Missouri. Netxadta. North Dakota. Ohio. South Drirota. and Wisconsin; South-Aabama, Arkansas. Delaware, District of Columbia, Honda. Georgia. 
Kentucky. Louisiana. Maryland. Mtedsstopi Hbrth Caroline, Olfahome South Carotin* Tennessee, Texas, Virginia. and VWst Virginia: and Wtst-Alasfca. Aruona. Catiforna. 
Cfelarata HhwajTldrihaJttoritanai, NewuM New Maxtor, Oregon, Utah, Wellington. and Vfyontag. 
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quently purchased brands for 86% of the adolescents (Table 1). Marlboro was the 
most commonly purchased brand for both male (59% [95% CW±6.0%)) and female 
(61% {95% Cl»±5.8%}) adolescents; the second most commonly purchased brand 
among males was Camel (16% [95% Cl=±5.0%)) and among females was Newport 
(15% [95% Clc±3.9%)). Marlboro was the most commonly purchased brand among 
white (64% [95% Ci«±4.3%]) and Hispanic (45% [95% Cl»±14.9%]) adolescents; black 
adolescents most frequently purchased Newport (70% [95% C!«±14.1%]). Younger 
smokers (aged 12-15 years) were more likely than older smokers (aged 16-18 years) 
to buy Newport and less likely to buy Marlboro; purchasing frequency for Camel ciga¬ 
rettes was similar among all adolescents. 

Among adolescents nationwide, Marlboro was the most commonly purchased 
brand (Table 1). However, by region 5 , Camel was most commonly purchased in the 



West (27% [95 
From 1989 
lescents (Tab! 
decreased 8.7 
basing Camel 
percentage pu 
crease). These 
market share di 
and Newport r 
decreased by 2 
^ For Marlbo 
white piSfbsce 
west, wS^Afest 
grea&ptmfior 
and increases 
iescents residi 

Reported by: D 
on Smoking end 
CDC. 

Editorial Note 
the total markej 







±10.8%)), and Newport. In the Northeast (30% [95% CU±8.8%]). 
substantial changes in brand preference occurred among ado* 
e percentage of adolescents purchasing Marlboro cigarettes 
ge points (13% decrease), the percentage of adolescents pur¬ 
ities Increased 5.2 percentage points (64% increase), and the 
Newport cigarettes increased 4.5 percentage points (55% in- 
did not completely correlate with changes in overall cigarette 
89-1993. During this period, the overall market share for Camel 
nearly unchanged, but the overall market share for Mariboro> 
mage points (11% decrease). 

ttes, the decreases In brand preference were greatest among 
nger smokers, and adolescents residing in the Northeast. Mid- 
1) ( 6 ). Increases in brand preference for Camel cigarettes were 
adolescents and adolescents residing in the Midwest and West, 
;port cigarettes were greatest among younger smokers and ado- 
Northeast. 

fS, Robert Wood Johnson Foundation, Princeton, New Jersey. Office 
National Center for Chronic Disease Prevention and Health Promotion, 



cigarette sales to adolescents constitute a small percentage of 
ill market share can only be used to estimate the brand prefer¬ 
ences of adult£^Dy|S and TAPS-II indicate that brand preference is more tightly 
concentrated amofgldolescents than among adults. In both surveys, at least 85% of 
adolescent curtf^ii^okers purchased one of three brands (i.e.. Marlboro, Camel, or 
Newport); howeverthe three most commonly purchased brands among all smokers 
accounted for only 35% of the overall market share in 1993. 

The three most commonly purchased brands among adolescent smokers were the 
three most heavily advertised brands in 1993 (7), suggesting that cigarette advertis¬ 
ing influences adolescents' brand preference. In 1993, Marlboro, Camel, and Newport 

four regions were Northeast (Connecticut Maine, Mas sachusetts. New Hampshire, New 
Jersey, New York, Pennsylvania, Rhode island, and Vermont), Midwest (Illinois, Indiana, Iowa, 
Kansas. Michigan, Minnesota. Missouri, Nebraska. North Dakota. Ohio. South Dakota, and 
Wisconsin), S6uth (Alabama, Arkansas, Delaware. District of Columbia. Florida, Georgia. Ken¬ 
tucky, Louisiana. Maryland. Mississippi, North Carolina. Oklahoma. South Carolina, Tennessee, 
Texas, Virginia, and West Virginia), and West (Alaska. Arizona. California, C otorado, Hawaii, 
Idaho. Montana, Nevada. New Mexico. Oregon, Utah. Washington, and Wyoming). 
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TABL£ 2. Change in self-reported cigarette brand preference among adolescents aged 
12-18 years* and change in overall cigarette brand market shared from 1989 to 1993 
— United States, Teenage Attitudes and Practices Survey (TAPS), 1989 and 1993 


Brand 

Adolescent brend 
preference. 

1989 

Rank 

Adolescent brand 
preference, 

1993 

Rank 

Change in 
adolescent 
brand preference, 
1989 to 1993 

Marlboro 

68.7 

1 

60.0 

1 

-8.7 

\Cemel 

8.1 

3 

13.3 

2 

♦5.2 

r Newport 

8.2 

2 

12.7 

3 

♦4.6 

W _„dSWtnston 

3.2 

4 

1.2 

4 

-2.0 


1.0 

7 

1.2 

4 

♦0.2 

r~ Salem 

1.5 

5 

1,0 

6 

-0.5 

& Hedges 

1.4 

6 

0.3 

7 

-1.1 


Overall 




Change in overall 


market share, 


Overad market share, 


market share, 

J®y#8rend 

JSa __ 

Rank 1 

1993 

Rank* 

1989 to 1993 



a Hedges 



26.3 

1 

23.5 

1 

-2,8 

3.9 

6 

3.9 

7 

0 

4.7 

5 

4.8 

S 

♦0.1 

9.1 

2 

6.7 

2 

-2.4 

5.9 

4 

3.0 

9 

-2.9 

6.2 

3 

3.9 

7 

-2.3 

3.9 

6 

2.5 

10 

-1.4 


Data were weig 
and for 1993 wa 
t From reference i 
S.Rank for brands 
ta on adoleso 
issInfeBfcSks ai 



&z. 



rovide national estimates. Unweighted sample size for 1989 was 865 

on total estimated brand-specific cigarette sales in the United States.- 
based on the Maxwell Consumer Report { 8 ). Only brands for which 
ifand preference were available in 1989 and 1993 are listed in the table, 
neric brands. 


atjd third (7). respectively, in advertising expenditures. However, 
ked seventh end fifth, respectively, in overall market share {8). 
Similarly, thei||g|g§ses in adolescents* brand preference for Camel cigarettes and 
> decrease in^ffefence for Marlboro cigarettes from 1999 to 1993 are not ex- 


fhe 

ilained by chan 
variability in bra 
If J lrertisinq decrea 
^Increased from 
for Newport cig 
jres from S49 
brand prefen 
1993 suggest th 







overall market share for these brands. These changes reflect 
ific advertising expenditures: from 1989 to 1993, Marlboro ea¬ 
rn $102 million to $75 million {7,9). while Camel advertising 
ion to $43 million {7,9). In contrast, the increased preference 
does not reflect the decrease in Newport advertising expend!- 
o $35 million from 1989 to 1993 (7.9). The regional differences 
adolescents and changes In those preferences during 1989- 
sis of the relation between regional advertising expenditures 
nd brand preferences may help to clarify the role of cigarette advertising in influenc- 
ng adolescents’ brand preference. 

The findings that black adolescents most commonly purchased mentholated 
rends (l.e., Newport and Kooi) and that Hispanic adolescents most commonly pur¬ 
sed Marlboro are consistent with a previous report ( 6 ). RBCial/ethnic differences in 
nd preferences of adolescents may be influenced by differences in socioeconomic 
status and by social and cultural phenomena that require further explanation. 

The findings of TAPS-II are subject to at least two limitations. First, the potential 
exists for nonresponse bias In the follow-up of TAPS respondents. For example, smok¬ 
ing prevalence estimates derived from TAPS-II are lower than those based on other 
national surveys: TAPS respondents who were successfully followed up in TAPS-II 


t' 
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were less likely to be smokers in 1989 than those who could not be reinterviewed 
(Office on Smoking and Health, unpublished data. 1994). Second, the small number of 
black and Hispanic adolescents in TAPS-It lessens the reliability of the brand prefer¬ 
ence estimates for these subgroups. 

Because cigarette advertising may influence brand choice of adolescents (an im¬ 
portant component of smoking behavior), legislation may be needed to restrict 
cigarette advertising to which young persons are likely to be exposed ( 10). In addi¬ 
tion, antitobacco advertising may be an effective public health strategy to prevent 
moking initiation and encourage smoking cessation among adolescents. Under¬ 
standing the influence of advertising on adolescent smoking behavior may assist In 
larifying the potential role of antismoking advertisements. At least two states 
California and Massachusetts) have allocated resources derived from state excise 
igarette tax for paid antismoking advertising campaigns aimed at young persons. 
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tlmates you requested, based on a scenario in which 
2 points per year of usual brand share among 18-24 
* that this will not quite get the brand to a 20% 
Ven if Regular keeps its .4%). These estimates 
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Governmen 
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SPHSr's YAS gains could generate a 5.1% SOM in 1995, 
ppa (on a total market basts, e.g. Consumer Trend). 

ye, the model used to develop these estimates is in a 
Leasults are quite sensitive to several of the 
iwwlel development. Including: 

S I at Ion projections and a rathar rough process for 
rom one age group to the next, e.g., 1/3 of 18-20 
come 21 in each year. 



e Conti nuatfonol existing Incidence trends by age and sex. This 
could be Hytrupted by, for example, an FET Increase or changes in 
the dweagflffitc Impact of "social acceptability''. The mix of 
male/fema^ip^ could be particularly Important to CAMEL. 

Contlnuat^im^ the rate-per-day "life cycle”. Although this has 
remained fairly stable for 20+ years across the industry, CAMEL'S 
pattern may vary from tha norm. 

ferv rough estimates of underage volume, which Is reflected In 
industry sales, but not measured in any fashion by RJR. 

That CAMEL'S profile and loyalty/aging will continue to be the 
dominant factor In the brand's trend. In fact, the model totally 
disregards any effects of switching or ecceslonal use. 

For this scenario, tha 2-point growth rate was assumed to occur 
equally among males/females and ages 18-20/21-24. Other mixes 
could yield significantly different SOM estimates. 
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However, these estimates ere the best that 1 can produce short term, since 
the needed refinements ere rather complex. Hy flut feeling Is that you 
should treat these estimates as the *nlgh side* of the ballpark of 
’’reality. Also. I would expect Nielsen to show even slower gains, since 
supermarkets continue to dominate their panel (SSfc of NCT1 volume) end 
i&gjpf they underrepresent YAS sales. 
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